The economic, social & cultural impact of the social network site Facebook on the Irish radio industry 2011-2016 by McMahon, Daithí
 




THE ECONOMIC, SOCIAL & 
CULTURAL IMPACT OF THE SOCIAL 
NETWORK SITE FACEBOOK ON THE 







































































Table of Contents 
 
List of Figures          i 
Declaration          ii  
Abstract          iii 
Acknowledgements         iv 
            
Chapter 1: Introduction and Context of Ireland and the Irish Radio  
Industry 2011-2016          p.1  
1.1 Introduction         p.1 
1.2 Research Aims and Objectives       p.1 
1.3 Research Sub-Questions        p.4 
1.4 Thesis Scope, Outline and Structure      p.6 
1.5 Ireland 2011-2016: Political, Economic and Social Context    p.12 
1.6 The Irish Radio Industry        p.14 
Public Service Sector        p.14 
Independent Commercial Sector      p.15 
Community Radio Sector       p.16 
1.7 Radio Listenership in Ireland       p.16 
1.8 Radio’s Resilience        p.18 
1.9 Conclusion         p.20 
 
Chapter 2: Audience Participation – Radio at its Best    p.22 
2.1 Introduction         p.22 
2.2 Radio Audience Participation       p.23 
2.3 Audience Participation, Interaction and Engagement    p.26 
Audience Participation       p.26 
Audience Interaction        p.27 
Audience Engagement       p.30 
2.4 Radio and SNS ‘Followers’       p.30 
Longitudinal Content Analysis      p.31 
2.5 Social Messaging          p.34 
2.6 Research Methodology        p.35 
Choice of Medium        p.35 
Choice of Radio Stations       p.36 
Facebook or Twitter?        p.38 
Multi-Method Approach        p.40 
2.7 Research Methods        p.41 
Content Analysis        p.41 
In-Depth Interviews        p.42  
Direct Observation         p.43 
Audience Survey Questionnaire      p.43  
Textual Analysis        p.44  
2.8 Conclusion         p.44 
 
Chapter 3: The Development of Radio into a Multimedia Product  p.47  
3.1 Introduction         p.47 
3.2 Facebook: The Face of Radio       p.47 
3.3 Web 2.0 and Social Media       p.51  
3.4 Convergence         p.55  
Radio and Facebook: The Perfect Match     p.60 
Radio’s Digital Transition       p.62 
3.5 Conclusion         p.63 
 
Chapter 4: Audience Motives to Participate, Interact and Engage with  
Radio and Social Media        p.66 
4.1 Introduction         p.66 
4.2 Radio Uses and Gratifications       p.67 
4.3 Audience Survey Methodology       p.70  
Questionnaire Design        p.71 
Dissemination and Survey Sample      p.72 
Procedure         p.73 
Analysis of Findings        p.74 
4.4 Initial Survey Findings        p.75 
Tech-Savvy Active Audience       p.75 
Facebook is Preferred       p.76 
Audience Uses for Facebook       p.77  
(1) Seeking Information      p.78 
(2) Seeking Entertainment/Amusement    p.79 
(3) Contests and Prizes      p.80 
(4) Express Opinions       p.81 
4.5 Facebook not Feedback        p.82 
4.6 Conclusion         p.83 
 
Chapter 5: Changes in Audience Media Consumption and the  
Role of the ‘Produsers’        p.85 
5.1 Introduction         p.85 
5.2 Cultural Studies and the Active Audience     p.86 
5.3 Active User / Produser / Prosumer      p.88 
5.4 Active Audience Cycle        p.90 
Phase 1) Tune In        p.92 
Phase 2) Log On        p.93  
Phase 3) Participate        p.95  
5.5 Audience Retention and Growth       p.98 
5.6 Commercial Radio vs RTÉ 2fm       p.100 
Listenership Changes 2009-2014      p.101 
5.7 Conclusion         p.104 
Chapter 6: Putting the ‘Social’ in Social Media: The Importance of  
Connecting with the Audience Through SNSs     p.106 
6.1 Introduction         p.106 
6.2 Research Methods: In-Depth Interviews      p.106 
6.3 Fundamental Functions of Facebook      p.108 
Increase Online Presence       p.108 
Station Promotion        p.111 
Increase Participation, Interaction and Engagement   p.113 
Increase Listenership        p.115 
6.4 Conclusion         p.120 
 
Chapter 7: Accumulation of Capital and the Commodification of  
Facebook Audiences         p.122 
7.1 Introduction         p.122 
7.2 Audience Commodification       p.123 
Exploitation or Entertainment?      p.125 
Commodification of Audience Engagement     p.127 
7.3 Accumulation of Capital        p.128 
7.4 Habitus and Field         p.131 
7.5 Conclusion         p.132 
 
Chapter 8: Radio 2.0 – Radio’s Digital Coming of Age    p.134  
8.1 Introduction         p.134 
8.2 Research Methodology: Direct Observation     p.135 
8.3 Changes in Radio Production       p.136 
Practices         p.137 
Technology         p.139 
Human Resources        p.142 
8.4 Radio Station Owners’ Perspective      p.145 
8.5 RTÉ Digital Changes         p.146 
8.6 Conclusion         p.148 
 
Chapter 9: Understanding Radio Station Facebook Pages –  
Online Communities         p.150 
9.1 Introduction         p.150 
9.2 Online Communities        p.150 
9.3 Online Communities – Audience Survey Findings    p.155 
Community Characteristic 1) Shared Common Location   p.156 
Community Characteristic 2) Emotional Connection with Others  p.159 
Community Characteristic 3) Community Influence    p.160 
Community Characteristic 4) Shared Connection    p.162 
Community Characteristic 5) Shared Resources and Support  p.167 
Community Characteristic 6) Shared Identities    p.168 
Community Characteristic 7) Interpersonal Relationships   p.171 
Community Characteristic 8) Sense of Belonging to a Group  p.172 
9.4 Conclusion         p.181 
 
Chapter 10: Understanding Radio Station Facebook Pages –  
Cultural Public Spheres        p.184 
10.1 Introduction         p.184 
10.2 Public Spheres and Fora for Free Speech     p.185 
10.3 Impact on Audience/Participants      p.191 
10.4 Impact on Policy         p.194 
10.5 A Measure of Public Opinion       p.195 
10.6 Cultural Public Spheres – Matters of Art, Culture and Emotion  p.197 
10.7 Cultural Public Spheres on Facebook      p.199 
10.8 Conclusion         p.202 
 
Chapter 11: Identity and Community – Beating the Tribal Drum:  
A Case Study of Radio Kerry       p.205 
11.1 Introduction         p.205 
11.2 Radio Kerry and its Audience       p.206 
11.3 Radio Kerry Production and Social Media Strategies    p.210 
11.4 Facebook and Cultural Public Spheres      p.212 
11.5 Conclusion         p.215 
 
Chapter 12: Millennials, Nostalgia and Affective Communities: 
A Case Study of Beat 102103       p.217 
12.1 Introduction         p.217 
12.2 Millennials and Generation Theory      p.218 
12.3 Affect and Emotion on SNSs       p.220 
Facebook and Nostalgia       p.221 
12.4 Beat’s Facebook Page        p.224 
Beat’s Connection with Millennials      p.225 
Beat’s Use of Nostalgia       p.226 
12.4 Beat’s Viral Posts        p.227 
Viral Post Example 1: Teletubbies      p.227 
Viral Post Example 2: Betty Spaghetty     p.228 
12.5 Beat’s Viral Growth        p.230 
12.6 Conclusion         p.232 
 
Chapter 13: Radio Audiences and Parasocial Interaction:  
A Tubridy 2fm (RTÉ) Case Study       p.234 
13.1 Introduction         p.234 
13.2 Parasocial Interaction and Intimacy      p.235 
13.3 Radio Audience Fandom       p.238 
13.4 Tubridy 2fm Facebook Page       p.240 
13.5 Conclusion         p.244 
Chapter 14: Radio in the Digital Age and Application of Research to  
Industry Policy and Strategy Development     p.246 
14.1 Introduction         p.246 
14.2 Revisit Research Questions       p.247 
14.3 Recommendations and Future Application of Research Findings  p.256 
(1) Collaboration        p.259 
(2) Regulation         p.259 
(3) Innovation         p.261 
 
Chapter 15: Critical Implications for the Research    p.263 
15.1 Introduction         p.263 
15.2 Change for Irish Radio        p.263 
15.3 The Future of Commercial Radio      p.266 
 Radio’s Public Service Remit       p.270 
15.4 Visualisation of Radio        p.271 
 Podcasts – Radio’s Aural Competition     p.273 
15.5 Media Convergence         p.274 
15.6 Conclusion         p.277 
 
Bibliography          p.280 
 
Appendices          p.293 
Appendix 1: Content Analysis Full Results 
Appendix 2: Informed Consent Form & Participant Information Sheet 
Appendix 3: Ethics Applications & Approvals 
Appendix 4: Radio Kerry Survey Results 
Appendix 5: Beat 102103 Survey Results 
Appendix 6: RTÉ 2fm Survey Results 
Appendix 7: Tubridy 2fm Survey Results  
Appendix 8: Radio Professional Interview Questions & Transcripts 
Appendix 9: Further Reading – Author’s Published Works & Presentations 
 
 i 
List of Figures 
 
Figure 1: Example of Beat Friday Post      p.49  
 
Figure 2: Example of survey post published on radio station Facebook pages p.73 
 
Figure 3: The Active Audience Cycle      p.92 
 
Figure 4: Youth Radio Station Reach 2008-2014     p.100 
 
Figure 5: Example of Beat meme on Irish weather     p.138 
 
Figure 6: Radio Kerry Facebook page on Sept. 11, 2014    p.207 
 
Figure 7: Terrace Talk post published July 2, 2016     p.214 
 
Figure 8: Facebook’s emoji icons introduced in 2015    p.224 
 
Figure 9: Beat Facebook page September 11, 2014     p.225 
 
Figure 10: Beat Facebook page October 30, 2014     p.225 
 
Figure 11: Teletubbies post on Beat’s Facebook page    p.228 
 
Figure 12: Betty Spaghetty post on Beat’s Facebook page    p.230 
 
Figure 13: Tubridy 2fm Facebook page September 11, 2014    p.235 
 
Figure 14: RTÉ 2fm Facebook page September 11, 2014    p.237 
 
Figure 15: RTÉ 2fm Facebook page July 13, 2018     p.237 
 
Figure 16: An example of a ‘Behind the Scenes’ post March 4, 2014  p.241 
 
Figure 17: ‘Celebrity Photo’ post Harry Shearer & Ryan Tubridy, March 7, 2014 p.242 
 
Figure 18: ‘Ryan on Tour’ with the Irish Rugby Team, January 22, 2014  p.243 
 






I hereby certify that this material, which I now submit for assessment on the programme of 
study leading to the award of PhD is entirely my own work and has not been taken from the 
work of others save and to the extent that such work has been cited and acknowledged within 




Signed:  ____________________  
 
   Daithí McMahon 
 
 
Date:   ____________________ 
   





This thesis explores the relationship between radio and Facebook in Ireland during the period 
2011-2016 and the ways in which radio production practices, audience participation and radio 
as a medium has changed over that time. From 2008, the Irish Radio Industry experienced a 
steep decline in advertising revenue which would continue for the next 8 years. Initially seen 
as a possible threat to the still largely analogue medium of radio, social media platforms such 
as Facebook were quickly adopted by radio stations and turned into tactical instruments to 
attract and engage audiences. Again, radio proved its resilience and adaptability to change. 
Although producers for the most part used Facebook creatively and skilfully to gather their 
audience in online communities, Facebook has unfortunately been found to be presenting some 
significant issues for the Irish Radio Industry. 
 
This thesis employed a multimethod approach to explore the research problem from the 
perspective of the audience, the producer, and the media texts. This triangulation approach 
allowed for a comprehensive examination and analysis of the research question and an 
objective set of findings. The research included interviews with Irish Radio Industry 
professionals (N=11) as well as direct observation of the presenters’/producers’ daily 
production routines. An extensive audience questionnaire was disseminated via Facebook and 
yielded a high response (N=416). Textual analysis of radio station Facebook pages offered 
insight into the bespoke nature of each station’s output including audience tastes and staff 
production strategies. A longitudinal content analysis allowed the researcher to measure the 
growth of radio station Facebook and Twitter followers over a two-and-a-half year period.  
 
This research highlights the importance of Facebook for radio stations in Ireland as an audio-
visual tool to reach new young audiences who have grown up in the digital age, although it 
does expand the producers’ remit. I argue that radio stations can accumulate social, cultural 
and symbolic capital through Facebook, and in some instances, economic capital. This thesis 
highlights the changes that are representative of convergence culture where the audience play 
a much more active role in media production and dissemination, but their ‘play labour’ is 
simultaneously being commodified and profited from by Facebook and Google.  
 
This research offers case studies which include some best practice in terms of social media 
management and will therefore inform radio production teaching in higher education. Based 
on the research I propose that Irish radio needs to act fast while the industry is still afloat and 
engage in collaboration between commercial and public service radio, regulation of online 
advertisers and social network sites (SNSs) and innovation to engage further with digital media 
and find new revenue streams. Should action not be taken I predict the conglomeration of the 
commercial sector of the Irish Radio Industry and with it the loss of valuable and trusted public 
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The first fifteen years of the 21st Century have been a period of immense change for traditional 
forms of media including radio. With the arrival of Web 2.0, the digitisation of the mass media 
and the subsequent ubiquity of digital media devices and social platforms, the modern-day 
audience has an enormous range of communication possibilities at their fingertips. By 
converging with online platforms, radio has expanded its range of content and how it 
disseminates this content to the audience. Radio has also adopted a host of interactive and on-
demand services which provide a multimedia offering that allows users to consume media 
content where and when they want. In fact, audiences are no longer reliant on owning a 
traditional radio set to consume radio content because online platforms allow users to listen to 
radio programmes on desktop computers, televisions and mobile phones.  
 
The limited rollout of digital audio broadcast (DAB) in Ireland aside, radio has undergone 
significant change in the years 2011-2016, while remaining largely unchanged as an analogue 
broadcast medium. Some feared for radio’s survival once the medium became globalised by 
the internet in the early part of the millennium. Less-regulated digital alternatives such as 
satellite and internet radio, podcasts and music/audio streaming services came into existence, 
competing for the audience’s time and attention (Dubber 2013: 130). Despite these challenges, 
radio fights on in Ireland. Compounding the above challenges was the global economic 
recession, which severely impacted the radio industry in Ireland. Add to this the fact that the 
Irish audience was developing an appetite for digitally interactive media opportunities, and the 
stage was set for significant change in the Irish Radio Industry. Change came in the form of 
social media, or social network sites (SNSs), which mark what Bonini calls radio’s ‘fourth age 
of listener participation’ (Bonini 2015: 3) – the first three being the handwritten letter, phone-
ins, and text messages/emails. In the current ‘fourth age’ audiences have access to several SNSs 
through which they can not only participate in live programming, but also consume, create, 
share and manipulate media content. A central feature of this period has been media 
convergence which is now commonplace in the Irish, and indeed global, media industries.   
 
1.2 Research Aims and Objectives 
The convergence of radio and Facebook is significant by virtue of the importance of audience 
participation and interaction in daily radio programming and the communicative possibilities 
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afforded by Facebook and other digital platforms. Radio has always held a strong relationship 
with its listening audience, creating an engaging relationship through audience interaction and 
participation. From the handwritten letter to the instant message, audiences have wanted to 
offer feedback to programme presenters/producers who, in turn, have encouraged this 
participation as a way of engaging with audiences. Having started my career as a radio producer 
in 2007 – when text messaging was the leading audience participation method – I became 
interested in the dynamic between the audience member and the producer, including why 
audience members were so keen on participation and what use their contributions were to radio 
producers. Having now entered the digital age of audience participation, I am interested in 
exploring the audience participation phenomenon further to uncover what forms of 
participation exist on Facebook today, and what meaning this participation holds.  
 
I initially became interested in the subject of radio’s convergence with digital media platforms 
while researching audience participation for my master’s dissertation. At that time in 2010 I 
was working as a radio producer. Texting was at its zenith in terms of popularity amongst radio 
audiences because of the ease with which it could be managed and incorporated into live 
programming. It was the primary method of audience participation in the Irish Radio Industry 
and was being used vigorously by radio producers and audiences alike. Some stations were 
even charging the audience per text sent (McMahon 2010). The role of texting was soon to 
change however as a number of communication platforms offered to do what texting could do 
and far more. Facebook and Twitter soon took over in popularity amongst Irish audiences and 
radio stations quickly adopted the platforms to attract and engage their listeners. It was at this 
nascent stage of what would be a period of significant change for the Irish Radio Industry that 
I became curious as to what the impact might be and what might be learned from this change. 
 
This thesis argues that the producer always wants to be where the audience is and that includes 
being on the in-vogue social media platform(s). Due to the ever-changing pace of digital media, 
SNSs may fall in and out of favour and what is popular today may be forgotten tomorrow – 
consider Bebo for example. Facebook was chosen for this research project because, at the early 
stages of research, the social medium was the largest SNS by account ownership and was the 
most integrated with radio in Ireland, well ahead of all other platforms.  
 
By the end of the research period in 2016, Facebook was still the leader in SNSs used by radio 
stations in Ireland, with Twitter, Snapchat, Instagram and Periscope also being used to varying 
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degrees. Furthermore, although Twitter is an excellent tool to facilitate audience participation 
in live programming as a viable substitute to texting, Facebook offers radio audiences and radio 
producers a much more diverse range of communicative options. In particular, I am interested 
in the Facebook pages of radio stations and the quasi-virtual communities that are created on 
these pages.  
 
Facebook is not a benevolent nor altruistic entity, and while spending time on Facebook is seen 
as a benign activity to many, the reality is anything but. As a capitalist enterprise that sells 
advertising to businesses wishing to get their messages to a highly-specified audience, the 
organisation is primarily concerned with attracting and maintaining the largest audience 
possible in the guise of allowing them to connect with their friends for ‘free’. The audience are 
really the ones working for Facebook for free by giving their time and attention to the 
advertisements while offering up their personal data each time they interact on the platform. I 
believe this creates ethical implications for this contract – particularly when users’ data is sold 
to third parties without the users’ consent, as was the case with the Cambridge Analytica 
scandal in early 2018. Therefore, although I argue that modern convergence culture is shifting 
power away from broadcasters and towards the audience, there is also a shift in power towards 
Facebook (and Google) through the accumulation of economic capital, as advertising spend 
shifts from broadcast and print media to online digital media. 
 
In the early stages of this research project the adoption of Facebook by radio producers was in 
its infancy, along with Twitter which emerged slightly later, and were found to offer feedback 
channels to radio stations in a similar way to text messages and emails. Since then, Facebook 
has developed into an entirely different audience participation channel that runs alongside radio 
output, and complements and enhances the cultural production of radio stations. In fact, early 
in this study I found that very little of the audience’s Facebook interactions were actually 
broadcast. Twitter was more popular as a return channel for audience comments and opinions, 
akin to texting. During the study it was established that radio presenters regularly directed 
listeners to visit their Facebook pages with the aim of engaging them further and maintaining 
their loyalty as audience members. It is in these new online spaces where radio and Facebook 
converge, that a rich and fertile site of cultural investigation exists. This is the focus of this 
thesis. I am interested to see how this coming together of two media has impacted on audience 
participation, and how audiences engage in these spheres. In addition to providing meaning to 
these sites of communication and congregation, the research is also concerned with what the 
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long-term legacy of social media’s convergence with radio will be. I argue that the current 
trajectory is unsustainable as it puts too much power, and economic capital, in the hands of too 
few organisations and is putting the Irish Radio Industry in financial difficulty.  
 
The overarching research question for this thesis is: 
What has been the impact of Facebook on the Irish Radio Industry in the period 2011 to 2016 
and how does the study of this convergence enhance our understanding of the media and 
communication habits of audiences and producers? 
 
The original contribution to knowledge offered in this thesis is an in-depth analysis of the 
changes that took place as radio entered the digital age. It explores what can be learned from 
this convergence, how radio adapts to change, and how and why people congregate and 
communicate online. I offer recommendations based on the impact this convergence has had 
on the Irish Radio Industry and how the current economic model is not sustainable, and that 
change in the form of regulation of digital media platforms and the industries in which they 
operate is required. Regulation would not only support the radio industry’s economic 
sustainability, but also protect the public from potential harm and influence – such as 
unscrupulous organisations using Facebook to influence elections and referenda. I argue that 
radio is a platform that provides a much-needed public service to the people of Ireland and 
therefore ought to be protected in the public interest. To examine this research problem in more 
detail, I employed a number of sub-questions.    
 
1.3 Research Sub-Questions 
1. - What impact has Facebook had on radio production, including the resulting shifts in how 
media content is produced, managed and disseminated? 
 
As noted above, this project is specifically focused on the convergence of the ‘old’ medium of 
radio and the ‘new’ medium of Facebook in the context of the Irish Radio Industry. This 
convergence has created new and stimulating opportunities for the audience and producer alike. 
In many ways it has been a lifeline for the radio industry as it allows the medium to compete 
in an increasingly digital and globalised world. Indeed, Irish radio stations have adopted 
numerous other social media platforms including Twitter, Instagram, YouTube, Snapchat, 
Periscope and others during the period of study 2011-2016.  
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2. - What impact has Facebook had on the role of the audience (in terms of shifts in 
relationships, agency and higher expectations)? 
  
This element of the research explores the phenomenon from the audience’s perspective to 
understand their motivation in participation. The question also explores the social and cultural 
dimensions of their interactions. With time spent on social media forming a significant part of 
the Irish public’s daily lives (Ipsos MRBI 2016a), data gleaned from this research question 
contributes to our understanding of what is a significant phenomenon in modern media and 
cultural studies. As social media is altering human communication and interaction, the impact 
on audiences deserves attention. This research will add to the knowledge of audience 
behaviour, and the social and cultural forces drawing people together online. 
 
3. - What has been the impact on the economic models of commercial and public service radio 
in Ireland, and to what extent has it opened future opportunities and sustainability in the 
sectors? 
 
This question examines what the motivations of radio stations are and what benefits the stations 
are gaining from using Facebook. It also looks at how the adoption of Facebook has changed 
radio production practices and strategic and corporate planning and how those stations that 
have adopted Facebook strategically and purposefully have reaped the rewards, including the 
accumulation of economic capital. This research question therefore addresses the 
commodification of audiences by the cultural industries (Smythe 1981). I argue that radio 
stations can use Facebook to accumulate social, cultural and economic capital (Bourdieu 1986), 
the latter being achieved by cultivating an online audience which can be sold to sponsors 
wishing to gain exposure to the station’s Facebook audience. In some instances, a radio 
station’s Facebook audience can be larger than the station’s broadcast audience, making it 
attractive to potential sponsors. This research question also interrogates the sustainability of 
the Irish Radio Industry in its current guise, in which convergence with Facebook supports 
output whilst cannibalising itself by driving advertisers away from radio and toward social 
media platforms. 
 
4. - What impact has Facebook had on the role of the radio producer (including remit, 
operations, and technical change)? 
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The arrival of Facebook has changed the role of the radio producer significantly by expanding 
the daily remit to include researching, collating, producing, curating and disseminating 
multimedia content via SNSs. These duties must be performed in addition to the production of 
consistently high quality radio programming. Changes also include the emergence of new roles 
such as the digital or social media manager with bespoke digital production and analysis skills 
and responsibilities. The expansion of the producer’s role has created opportunities for smart 
and strategic demographic targeting, through use of viral content which has the potential to 
reach audiences beyond a radio station’s franchise area. 
 
5. - How have the commercial and public service sectors, and individual radio stations within, 
responded to the changes caused by the arrival of Facebook and other social media platforms 
and what has this revealed about online congregation and communication? 
  
This element focuses on radio station Facebook pages as media texts, and examines this content 
together with practices of both producers and audiences. This research question seeks to 
examine the Facebook pages of the three radio stations involved (Radio Kerry, Beat and 
Tubridy 2fm on RTÉ 2fm) to propose that various quasi-virtual communities exist, each serving 
a unique audience. Using Bourdieu’s habitus and field theories, I examine the Facebook pages 
to uncover patterns of content and audience response to help explain how radio producers 
connect with their audience (Bourdieu 1984). Taking a cultural studies approach to cultural 
practices such as these helps one comprehend these spaces intellectually, critically and 
affectively (During 2005: 44). The spaces in question have elements of virtual online 
communities (Rheingold 2000; Baym 2010) and cultural public spheres (McGuigan 2005; 
Habermas 1989). 
 
1.4 Thesis Scope, Outline and Structure 
A definitive time period was required for this study to make it manageable – with 2011-2016 
being chosen. This five-year period was decided upon at the latter stages of the research and 
offered a succinct period of time on which to focus the research. One challenge I experienced 
during my research was the blinding speed at which technology was developing, and that 
Facebook was part of this rapid change. In fact, I would argue that Facebook contributed to the 
pace of change as a leader in the social media sphere. Also, as the period of research advanced, 
radio stations were increasingly using Facebook and more frequently posting content, thus 
making data collection a loftier task. Therefore, setting a period of time for the research at five 
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years gave me a defined period within which to work and placed a limit on the dataset which I 
would analyse. I believe I have gathered a strong dataset that has allowed me to make accurate 
arguments regarding trends, changes and developments in the Irish Radio Industry. As this 
research contributes an historical account of the changes in the Irish Radio Industry from 2011-
2016, the defined period allows further research to be conducted focusing on the preceding or 
following periods to paint a broader picture of developments in this industry over time. Finally, 
as a part-time PhD student working on this thesis from 2011, a five-year primary research 
period offered natural scope for the collection of data after which analysis and writing-up could 
be conducted in a timely fashion.  
 
This work has been written using a non-traditional thesis structure, eschewing the usual 
chapters of literature review, methodology, findings etc. In a narrative approach, chapters are 
written and organised around themes that have emerged through the process of the research. 
Within the chapters I have woven the relevant critical theory and methodological details 
involved. This allowed for a much better flow to the thesis, responding to the highly-nuanced 
aspects of this complex problem. The thesis is divided into three broad sections which are 
further subdivided into themed chapters. The sections being: Background & Context; Impact 
of Digital Media on Radio; Detailed Case Studies.  
 
In the first section, Background & Context, there are four chapters including the introduction 
which provides the necessary contextualisation for the reader across a number of areas 
including Ireland’s social, political and economic climate during the years of research 2011-
2016. In this chapter I provide background to the Irish Radio Industry and highlight the 
importance of audience participation for the medium in Ireland and beyond. I discuss Facebook 
and social network sites, and how these online platforms have been adopted by Irish society 
and integrated into everyday life.  
 
This research is located primarily in the often overlapping fields of cultural studies, and media 
and communication studies. Since culture is largely formed by the meanings and practices of 
the ordinary person, the fact that Facebook and radio are so prevalent in our daily routines 
makes this a rich site for cultural study. By exploring the interaction between media texts, 
online practices and the meanings generated by audiences from their experiences as they go 
about their everyday lives, we can add to the current knowledge of culture as it relates to Irish 
people today. Other fields from which this interdisciplinary thesis draws theoretically include 
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radio studies, media industry studies, business studies, and the disciplines of psychology, 
sociology and economics. Key theories for this research include uses and gratification, media 
convergence, audience commodification, generation theory, community, public sphere, and 
capital accumulation theories. 
 
Chapters 2, 3 and 4 discuss the importance of audience participation to radio by examining the 
role it has played throughout the medium’s history, and how social media now fits in with the 
radio audience’s preferences. The chapters also outline the prevalence of social media in the 
everyday lives of Irish people. Kellner (1994) proposes that scholars conceptualise and 
understand the meanings and effects in the cultural products being produced. This requires that 
these artefacts be interpreted within the context of their production and reception. In the context 
of this project, this involves discussion of the Irish Radio Industry and its political economy, 
the production of radio and related social media output, radio listening habits and the everyday 
use of social media in people’s lives. In other words, this project looks not only at the audience 
member and his/her experiences, but also at the perspectives of the producer and the Facebook 
page content, and how these are created, consumed and understood. Chapter 4 focuses on how 
the audience use Facebook to satisfy their own needs and how they achieve gratification from 
their practices using uses and gratification theory (Katz et al. 1974) as theoretical grounding. 
 
Chapters 5, 6, 7 and 8 examine the impact of Facebook on Irish radio from a number of 
perspectives. Chapter 5 continues the examination of the growing influence of the audience 
member as producer or ‘produser’ (Bird 2011). I argue that users are primarily motivated to 
use Facebook for social purposes because they wish to connect with those within their ‘offline’ 
social network, i.e. family, friends and associates. The radio audience’s changing consumption 
practices are central here in the context of the convergence of radio with social media. The 
audience’s experience is currently changing and developing in tandem with the ‘curative’ role 
radio producers now occupy. Chapter 6 looks at the importance of, and processes involved in, 
attracting and engaging audiences through Facebook. The chapter also explores the social and 
cultural capital that can be accumulated by radio stations and audience members, and correlates 
with the investment in the audience discussed in Chapter 7.  
 
Chapter 7 focuses on the political economy of the radio industry’s social media engagement, 
and within that the function social media serves for radio producers, radio stations and the 
industry as a whole. Since radio stations are working from a capitalist framework, I analyse the 
 9 
practices, strategies and texts produced by radio stations in Ireland in their pursuit of 
maximising economic capital. At a time when the Irish Radio Industry is experiencing 
unprecedented economic hardship, I argue that radio stations have appropriated Facebook as a 
matter of survival in a highly competitive economic environment. Using Smythe’s (1981) 
commodification theory, I present the case that through Facebook engagement radio audiences 
are being lured in, made work and provide valuable data, which is subsequently packaged and 
sold on to advertisers. Their time spent on Facebook is labour from which the corporate 
interests profit but, crucially, the audience receives no monetary reward. Not all radio stations 
possess the same business acumen or adopt strong corporate social media strategies. Thus, 
some are profiting more than others, and these distinctions will be examined. Bourdieu’s forms 
of capital (Bourdieu 1986) – cultural, social and economic – underpin the analysis of radio 
station strategies. I argue that radio stations work to build social and cultural capital through 
engagement with their audience and Facebook ‘followers’, and dissemination of popular 
culture content. The accumulated cultural and social capital, if managed effectively, can 
generate economic capital – itself the ultimate goal of the commercial enterprise.   
 
Chapter 8 is concerned with the changes in radio production practices that occurred as a result 
of the incorporation of social media management into the producer’s remit. These management 
responsibilities include managing numerous SNSs, growing audiences of each SNS and 
engaging existing on-air and online audiences. Furthermore, all of these tasks are expected 
along with the existing role of producing and delivering quality radio programming which 
maintains, or grows, listenership numbers. The chapter also looks at the differences between 
the commercial and public service sectors and the vast differences in SNS management, 
strategies and practices employed by each. 
 
Chapters 9, 10, 11, 12 and 13 present and discuss case studies of the three radio station 
Facebook pages involved in this research; Radio Kerry, Beat 102103 (Beat) and Tubridy 2fm 
on RTÉ 2fm. The first two chapters provide contextualisation through survey findings, while 
the three remaining chapters analyse the content of the radio station Facebook pages including 
the interactions of the online users. The chapters also consider the impact radio station 
Facebook pages are having on social groups through the mediated interactions between users 
online and the meanings and sense of community derived from interactions with the pages. 
Borrowing from Bourdieu’s (1984) theory of habitus and field, the three case studies illustrate 
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the variety of fields within which social actors practice. They themselves are attracted to certain 
fields based on their habitus, which radio stations articulate as their target audience.  
 
Radio Kerry engages the station’s audience through a shared sense of place and pride in the 
culture of county Kerry and the community of people therein. It explores how Kerry people 
remain attached to their locality and share a great interest in the goings-on in the county. This 
is particularly the case with the Kerry diaspora and how engagement with Kerry local media 
content reinforces their identity as Kerry people. This construction of identity is continuously 
renegotiated in everyday life, a life which includes following what is happening in Kerry 
through regular Facebook interaction. Anderson’s ‘imagined community’ theory is particularly 
useful here (Anderson 1991). Users have a sense of what it is to be of Kerry and feel part of 
that community despite, in some instances, living in other parts of the world.  
 
Beat’s cultural public sphere is related to the station’s target audience which is largely of the 
Millennial generation (Howe & Strauss 2000). These young, early technology adopters have 
been referred to as ‘digital natives’ (Palfrey and Gasser 2013) since they have grown up with 
digital media and technology as ever-present in their lives. This makes social media a 
particularly useful and effective engagement tool for Beat staff and has helped to reach wider 
audiences. The millennial audience is engaged emotionally through nostalgic feelings about 
their childhood as they now enter early adulthood and examples illustrate the effectiveness of 
such content at growing a station’s online audience.  
 
The Tubridy 2fm programme’s predominantly female audience is attracted to the Facebook 
page because they are engaged as fans of the programme’s presenter Ryan Tubridy. His 
celebrity status and connection with his audience is a strong trait in his professional persona 
and Facebook allows audiences to learn more about the celebrity behind the scenes, while also 
allowing them to engage in parasocial interaction (Horton & Wohl 1956). This is a form of 
interaction between an audience member and media persona where the audience feel as though 
they are interacting one-to-one with the celebrity through a combination of Facebook content 
and radio programme output. A level of intimacy is felt by users which strengthens the bond 
between the two, thus deeply engaging the audience member. 
 
The strength of this project is built upon the collection of a large volume of empirical data 
which was gathered through a multi-method approach using both qualitative and quantitative 
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research methods. I designed a methodology involving in-depth interviews, survey 
questionnaires, direct observation, textual analysis and content analysis. The use of multiple 
research methods, in a strategy referred to as ‘triangulation’, provided confidence in the rich 
set of data collected (Frankfort-Nachmias & Nachmias 2000; Berg 2004). The three radio 
stations, Radio Kerry, Beat and RTÉ 2fm, were chosen because they cater to different age 
demographics and programming formats, and have both the commercial and public service 
sectors represented. Furthermore, the stations are licensed to local, regional and national 
markets respectively, and thus offer variety in terms of audience. Finally, each station targets 
a different age group offering a wide demographic spread across contemporary Irish society.  
 
Interviews were conducted with eleven radio industry professionals at the three aforementioned 
radio stations plus SPIN South West and the Independent Broadcasters of Ireland (IBI). I also 
conducted direct observation of the radio production teams on three radio programmes, Kerry 
Today (Radio Kerry), Beat Breakfast (Beat) and Tubridy 2fm (RTÉ 2fm), as they carried out 
their production meetings and on-air duties. Detailed textual analysis was carried out on the 
Facebook pages of the three radio stations which involved recording Facebook posts and 
ensuing discussions amongst audience members. An extensive online survey was conducted 
with audiences of the three radio stations and was promoted on-air and online via the radio 
station Facebook pages. This method of distribution proved extremely fruitful as the survey 
attracted 416 respondents. 
 
One research method was strictly quantitative, this was a longitudinal content analysis which 
was aimed specifically at measuring the changes in Facebook ‘likes’ and Twitter ‘followers’ 
(henceforth to be referred to simply as ‘likes’ and ‘followers’) of all radio stations in the public 
service and commercial radio sectors and, to my knowledge, is the only set of data gathered in 
Ireland measuring this change. This method provided a unique measure of the growth or, in 
some instances, stagnation of Facebook ‘likes’ and Twitter ‘followers’ across the stations. 
While this is a significant and insightful collection of data in its own right, it also serves to 
substantiate a number of qualitative findings. For example, spikes in a radio station’s Facebook 
‘likes’ can in some instances be traced to highly successful posts that went ‘viral’, meaning it 
attained significant reach in a short space of time. 
 
Chapter 14 offers a revision of the thesis including revisiting and addressing each of the 
research questions in light of the findings of the research. The chapter also addresses what new 
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knowledge has been gained through this research project and thus the contribution the study 
offers to media and communication studies. I make recommendations based on my findings 
and also offer suggestions for where this study could be further developed and tested in other 
countries that share similar characteristics to Ireland and its people. Chapter 15 considers the 
critical implications of the research including some predictions of the likely future of the Irish 
Radio Industry. The chapter also offers an examination of some of the central issues of this 
thesis namely the changes to radio production, the role of media convergence and the debate 
over the visualisation of radio.  
 
1.5 Ireland 2011-2016: Political, Economic and Social Context  
The economic context in which this research was conducted cannot be ignored due to the far-
reaching affects the changes in the economy had on the media industries and the people of 
Ireland. The Irish economy experienced unprecedented economic growth during what was 
known as the ‘Celtic Tiger’ era from the mid-1990s. Cheap credit fuelled a massive property 
bubble and high domestic demand saw Irish GDP grow at an average rate of 5.7% between the 
years 2000 and 2007 (ESRI 2014). Such growth was unsustainable however, and by early 2008 
cracks were beginning to show. The fragile Irish economy, which was being propped by 
mountains of cheap credit, quickly crumbled after the global economic crisis struck in early 
2008. In an effort to avert an immanent banking collapse the government decided to implement 
‘The Bank Guarantee Scheme’ in late September 2008 which effectively protected consumers’ 
bank deposits but also made the Irish taxpayer liable for any losses the banks may incur. This 
proved to be a fatal decision taken by the Fianna Fáil and Green Party coalition government as 
the domestic crisis coincided with a wider economic credit shortage and lack of faith in 
Ireland’s ability to repay loans. Ireland’s credit rating plunged and the government was unable 
to borrow money on the open markets at sustainable rates.  
 
As a result in November 2010 the government was forced to seek a fiscal bailout from the 
European Union (EU), the International Monetary Fund (IMF), and the European Central Bank 
(ECB) – known colloquially in Ireland as the Troika. This ‘Programme of Financial Support 
for Ireland’ was a loan to the value of €85 billion and was intended to “address financial sector 
weaknesses, to put Ireland on the path to sustainable growth, to stabilise the public finances 
and to create jobs, while protecting the poor and most vulnerable” (European Commission 
2013).      
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With Irish banks now insolvent, there was very little credit available for commercial enterprise 
and the economy quickly collapsed into a decade-long recession. At the depth of the recession 
in 2012, 14.7% of the population were unemployed and thousands of the country’s youngest 
and brightest citizens were emigrating for the hope of a better life abroad. They migrated to 
familiar nations such as UK, the United States, Canada and Australia, as previous generations 
had done before. The cycle of emigration was repeating itself. Irish emigrants were also finding 
opportunities in some of the new booming economies in the Middle-East, Europe and Asia. 
Along with economic woes came an inevitable impact on commercial enterprise – commercial 
radio stations included – which is reliant on healthy economic activity to survive. Therefore 
the inevitable drop in advertising spend across all media sectors in Ireland from pre-recession 
levels created a squeeze on Irish radio stations. This is supported by figures that reveal a drop 
in radio advertising revenue from a peak of $186m in 2007, to a trough of $121m in 2013, a 
35% reduction in advertising revenue (Statistica 2018). Data from the advertising industry also 
shows that advertising spend continued to shift away from radio and print, and towards the big 
two global online advertising businesses, Facebook and Google. Alone these took 58% of the 
advertising spend in Ireland in 2017 – a figure which represents a further increase on the results 
recorded in 2016 (McGee 2018). 
 
There was much political change in Ireland during this time, mainly due to public 
dissatisfaction with the Fianna Fáil-led coalition government following the economic collapse. 
The general election in February 2011 saw the Irish people cast their votes in support of the 
opposition party, Fine Gael. However, Fine Gael did not secure enough parliamentary seats to 
form a majority government and was forced into a coalition with the Labour Party to form the 
31st Dáil (Irish Parliament). The new government was charged with correcting the imbalance 
in the Irish economy and embarked on a strategy of austerity and tax increases in a bid to close 
the yawning gap between income and expenditure.  
 
The economic situation slowly but inevitably improved. Ireland officially exited the ‘Troika 
bailout programme’ in December 2013 and has been able to access credit at sustainable yields 
ever since. The economy returned to growth and the Economic and Social Research Institute 
(ESRI) reported strong growth for the Irish economy in 2014 and 2015 with GNP growth rates 
of 3.4% and 3.7% respectively and a decrease in unemployment to 9.8% in 2015 (ESRI 2015). 
Driven by strong domestic and international demand for goods and services, the economy’s 
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return to health continued in 2016 with a 5.2% GDP increase, easily outstripping the rest of the 
eurozone (Central Statistics Office 2016).   
 
The social context is also relevant as it has a bearing on audience tastes, attitudes and 
behaviour. Since the economic collapse in 2008, the mass media have devoted significant 
airtime, column inches and web pages to discussion and debate surrounding the issue of 
Ireland’s economic woes. Meanwhile Irish households were feeling the pressure from the 
economic collapse as many lost their jobs or businesses, saddled with debt and in negative 
equity on their homes. Young people were forced onto the social welfare queues or to emigrate 
abroad in search of opportunity. A general malaise descended on the Irish people during the 
recession with little reason for optimism. During this period of economic hardship radio 
continued to be an ever-present companion to the people of Ireland and listenership remained 
strong at over 80% of adults listening daily – among the highest in Europe (Ipsos MRBI 2008; 
2016b). The Irish Radio Industry would enter a period of significant change during the 
recession that would alter it forever and bring the medium into the digital age.  
 
1.6 The Irish Radio Industry 
The Irish Radio Industry broadly consists of three sectors: the public service sector; the 
independent commercial sector; the community sector. All three sectors are regulated by the 
Broadcasting Authority of Ireland (BAI), with the latter two sectors operating on individual 
licences issued by the BAI. Commercial radio stations are issued broadcasting licences which 
must be renewed every ten years, at which time other interested parties may submit applications 
for consideration. 
 
Public Service Sector 
Raidió Teilifís Éireann (RTÉ), Ireland’s public service broadcaster, a semi-state company 
which operates radio, television and online services nationally. Its radio arm, RTÉ Radio, 
consists of four national stations – RTÉ Radio 1, RTÉ 2fm; RTÉ lyric fm and RTÉ Raidió na 
Gaeltachta – all of which are funded through a combination of the television licence fee and 
commercial advertising revenue. RTÉ Radio 1 is a full-service station aimed at the 35-years-
plus market, offering comprehensive coverage of news, current affairs, entertainment, music, 
art, culture, documentary, drama and sport primarily through the English language. RTÉ 2fm 
is a music and entertainment station aimed at 20-40-year-olds, while RTÉ Lyric fm offers a 
classical music and arts format to an adult audience, and RTÉ Raidió na Gaeltachta offers a 
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blend of news, current affairs, art, culture, music, sport and entertainment exclusively through 
the Irish language. RTÉ’s radio stations are managed and funded centrally via two revenue 
streams – the television licence fee and commercial advertising and sponsorship. This allows 
RTÉ Radio to compete for commercial revenue with the independent stations. RTÉ’s four radio 
stations have enjoyed the safety net provided in the form of the television licence fee coupled 
with advertising and sponsorship revenue in the open market where they compete with 
independent commercial radio stations.  
 
RTÉ Radio 1 is the best funded radio station in Ireland and dominates the radio market in terms 
of listenership, with 9 of the top 10 most-listened-to radio programmes nationally (Ipsos MRBI 
2016b). RTÉ Radio staff levels are much higher compared to the private sector, with the top 
presenters commanding the highest broadcaster salaries in the country. All four RTÉ stations 
are available across the island of Ireland on FM radio, and in major urban areas on digital audio 
broadcast (DAB). Listeners can stream live online through the RTÉ Radio Player application 
(app) and Irish Radioplayer app and via the RTÉ Radio website as live streaming. RTÉ Radio 
1 continues to be broadcast on Longwave 252 across the North Atlantic, primarily for Irish 
expatriates living in the UK. 
 
Independent Commercial Sector 
There are 34 independent commercial radio stations in Ireland, including two national stations, 
one multi-city station, four regional stations and 27 local stations across the country. All 
stations in the commercial sector are privately-owned and operated enterprises and receive no 
financial support from the government or any direct share of the television licence fee. The 
aforementioned economic recession created a challenging trading environment for commercial 
stations to continue to offer quality output and compete with the well-resourced RTÉ Radio as 
advertising revenues shrank. Independent stations are subject to regulation by the BAI and 
must adhere to the terms of the broadcasting contract or face having their licence rescinded or 
renewal refused.    
 
Despite having significantly less funds compared to RTÉ Radio, the greatest asset local 
independent radio stations possess is an unparalleled intimacy with their audience. According 
to the Independent Broadcasters of Ireland (IBI), an organisation representing the 34 
independent stations in Ireland, local stations offer a bespoke news and current affairs service 
that covers the local issues and topics that are of particular interest to the audience of each area. 
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This is something RTÉ Radio cannot compete with at the same depth and detail. The IBI offers 
the following explanation as to why radio is so popular in Ireland,   
 Radio is very much part of the community and has its finger of the pulse of 
 what’s happening and what’s important to the listener. This is reflected in the 
 loyal listenership base and it makes radio one of the easiest and most effective 
 ways to target specific consumer groups and to reach people everywhere 
 (Independent Broadcasters of Ireland 2014). 
 
Local stations also offer advertisers targeted access to local consumers throughout the country, 
allowing businesses to reach local audiences and maximise limited advertising budgets. 
Alongside bespoke programming, local radio’s news and current affairs provision is a strong 
attraction for listeners, with Reuters reporting that radio is the most-trusted source of news and 
information for Irish listeners (Reuters Institute 2018). 
 
Community Radio Sector 
The third sector of the Irish Radio Industry is the community radio sector. These stations 
operate as not-for-profit enterprises owned and operated by the members of the community, 
broadcasting content that is of specific interest to the community. There are 22 licensed 
community radio stations in Ireland whose operating costs are covered by a number of sources 
including grants from the BAI, advertising revenue, donations and fundraising campaigns 
(CRAOL 2014). The stations are staffed by members of the community on a voluntary basis 
with minimal full-time paid employees. Licenses are issued by the BAI for a specified period 
which may also include short-term seasonal broadcast licences. Due to the limited use of 
Facebook by community radio stations, which is a result of low staffing and skill levels, the 
sector was not analysed in great detail for this thesis. 
 
1.7 Radio Listenership in Ireland 
The Irish people are avid radio listeners with 83% of all adults listening to the radio each 
weekday in 2016 (Ipsos MRBI 2016b). Although this is indeed a strong figure, it represents a 
drop from 86% in 2011 (Ipsos MRBI 2011a). Among younger listeners aged 15-34, 77% listen 
each weekday, somewhat below the average but still representing three in four young people. 
Irish radio audiences also listen for significant periods of time each day – on average four hours 
per weekday during the primetime hours of 7am to 7pm. There exists healthy competition for 
listeners’ ears between the national and local/regional stations as more than half of all listeners 
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tune in to their local or regional radio station (57%), while 46% tune in to national stations 
each day (Ipsos MRBI 2014).  
 
In 2013, a leading Irish media planning and buying agency, Media Vest, commissioned 
research to determine the sorts of content Irish radio audiences were most interested in. The 
most popular was ‘news, sport and travel information’ 38.7%, followed by ‘music’ 18.2%, 
‘local news’ 14.1%, ‘programme presenters’ 11.6% and 11.3% said ‘other’ (Core Media/Ignite 
2013). In short, Irish radio audiences wanted to be informed and entertained by radio and with 
83% of all adults listening to radio daily, stations were clearly serving their audience well. 
 
In the audience survey conducted as part of this thesis, I found that half of radio listeners tune 
in for between one and three hours per day. This reflects the high listening patterns in mornings 
and late afternoons as commuters listen on their journey to and from work with programmes 
during ‘breakfast’ and ‘drive-time’ garnering the highest listenership over the course of each 
weekday. Perhaps not surprising is the fact that listening to the radio in the car continues to 
prove popular. One-in-four radio listeners consume radio for five or more hours each day, 
reflecting those who work in the home or who listen at work with the radio on in the 
background. The devices used to listen to the radio has also changed with smartphones growing 
in popularity, with over half of respondents listening in this way at the time of the survey in 
2013. 
 
Ad World, a media advertising company owned and operated by the Irish Marketing Journal, 
noted in 2013 that nationally independent radio stations in Ireland have 68% of the 7am-7pm 
market while the RTÉ stations of RTÉ Radio 1, RTÉ 2fm and RTÉ Lyric have a 32.1% share 
(Adworld & IMJ 2013). These figures show the strength within the independent radio sector 
compared to the national public service broadcaster. 
 
At Radio: Future Shock, a radio industry conference held by the Independent Broadcasters of 
Ireland (IBI) in April 2013, the challenges to the industry were outlined by industry leaders 
with a bleak future forecast. Speakers at the conference, which included IBI Chairman John 
Purcell, pointed to the depression in advertising revenues, increased competition from other 
media for audience attention, and the growth of digital advertising revenue as the key reasons 
for radio to embrace online and digital formats (Purcell 2013). Therefore, coupled with a severe 
economic recession, the radio industry in Ireland had to face the challenge of a rapidly 
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changing, digitally-enhanced mediascape where the audience would be more connected than 
ever before. Despite these challenges the Irish Radio Industry continued to produce high quality 
programming and continued to trade as business entities. Independent commercial stations had 
to compete in an increasingly cluttered digital mediascape where the balance of power and ad 
spend had shifted towards the big online advertising businesses. Stations were able to manage 
this, largely owing to the resilience of radio as a medium to face challenges and adapt to the 
modern, digital environment.   
 
1.8 Radio’s Resilience 
Radio is a resilient medium, it is highly flexible and adaptable to new technologies and 
practices. Despite being an ‘old’ medium in modern terms, it has been able to survive the 
challenging conditions in Ireland and maintain strong listenership figures while generating high 
followings on SNS platforms. Irish radio has achieved this by being able to accommodate the 
changing communication patterns of modern audiences, which includes new communication 
technologies such as Facebook and Twitter. Modern audiences are more active and 
technologically connected than ever before, which has presented challenges for radio because 
the audience can now instantly find information and entertainment from many different 
sources. Usage patterns show that audiences now want to be informed, entertained and amused 
via other platforms other than just audio. Radio has survived the recent period of economic, 
technological and social change because it adopted new communication media that allow the 
audience to interact, engage and participate in on-air and online output.  
 
The medium itself has remained largely unchanged in terms of broadcast and transmission, yet 
it has incorporated, almost seamlessly, new communication channels as they have emerged. 
This convergence of radio with digital media has shown radio, “…to be a dynamic and diverse 
medium, incessantly reinventing itself” (Stark & Weichselbaum 2013: 186). Radio had to 
change or run the risk of being left behind by rapidly advancing consumer demands in a period 
of convergence, as Stark and Weichselbaum point out,  
If audiences change in a convergent media environment, so must the traditional media 
if they want to survive. It thus seems to be a matter of course that with the development 
of the Internet, its diffusion and impact on communication, they had to adapt to online 
communication patterns” (Stark and Weichselbaum 2013: 186). 
 
Although writing from a German perspective and focusing on one of the early instances of the 
convergence of radio and the internet – web streaming – Stark and Weichselbaum make a 
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strong observation with regards radio “incessantly reinventing itself”, which I agree is vital to 
the medium’s resilience (Stark & Weichselbaum 2013: 186). One of radio’s strengths is its 
ability to change with the times and plug itself into other digital media services, platforms and 
devices. Starkey and Crisell also note web streaming as an early example of media convergence 
involving radio (Starkey & Crisell 2009: 126). However, despite the authors’ accuracy at the 
time, radio convergence has evolved at a rapid pace in the past decade, and as a result there are 
many more contemporary examples of convergence with deeper integration between media. 
Additionally, Stark and Weichselbaum crucially point to the improved position of the audience 
in the new convergent media environment. If the audience’s tastes, preferences and 
communication practices change, radio must keep up if it is to endure. This is one of the central 
arguments of this thesis. 
 
During the 1950s and 60s in the United States, radio faced down challenge of television as the 
new medium, as it swallowed the national advertising market in the US whole. According to 
Lewis and Booth, local radio stations reacted to this challenge from television by switching 
their focus away from evening listening to the drive-time slots as “the growth of suburbs and 
increase in car ownership and use created radio’s own twice daily prime time – drive time” 
(Lewis & Booth 1989: 48). Radio also turned to music for support and the ‘playlist’ – a 
constantly evolving collection of music based on the chart list which reflected weekly record 
sales – was born and proved highly popular (Lewis & Booth 1989: 48). Furthermore, with the 
segmenting of the market based on musical tastes, coupled with more precise audience 
research, targeted groups could be delivered to the advertiser more effectively. As Lewis and 
Booth write, “Top 40, middle of the road, classical, jazz, etc…were among the formats that 
were separated out in the search for markets as stations multiplied in the 1960s” (Lewis and 
Booth 1989: 48-49).  
 
A similar segmentation, what Crisell referred to as ‘formatting’ (Crisell 2002: 232), occurred 
in the UK from the early 1990s with the establishment of stations dedicated to a particular type 
of programming or musical genre (Devlin 2018). This proved successful at attracting audiences 
and continued with the adoption of digital radio in the UK. It was in the USA that the format 
for commercial radio broadcasting was born and was subsequently adopted throughout the 
world, including Ireland at a later stage. The US example is valuable as it illustrates an 
enormous challenge radio faced from television – a challenge it overcame by adapting its 
product, and in the process, creating a new niche. 
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Radio was once again proving its resilience in an increasingly digitalised world during the 
period of research 2011-2016. Some may have predicted radio’s demise on various occasions 
but the medium, and the Irish Radio Industry as an example, faced down the threat from new 
technologies. These threats came in the form of television (1960s-present), internet radio (early 
2000s-present), portable mp3 music players such as the iPod (2001-present), and online music 
services such as Spotify (2008-present). The latter offers users access to millions of songs 
instantly via mobile devices – a chat-free service with a premium ad-free subscription option. 
Yet despite negative predictions of radio’s doom, the largely analogue broadcast medium has 
maintained a strong position in the media market. It has managed this by being responsive to 
challenges and change, being open and flexible to new trends and technologies, and adaptable 
to the modern convergent, digital media environment.  
 
The medium of radio, including the representative bodies and those working in the industry, 
has been flexible to changes in technology and has shown the ability to quickly and seamlessly 
adjust production practices accordingly. The industry was responsive to new opportunities and 
threats to the core product and acted to move with the changing times. The industry has also 
shown how it can adapt to new trends and digital technologies, most notably social media 
which has been adopted into daily production practices in innovative ways. This thesis 
illustrates how the radio industry in Ireland reacted to the above changes. Despite having come 
through nearly a decade of economic recession by 2016 and facing into still more economic 
uncertainty due to shifting advertising spend, the industry continues to consistently offer 
quality output.  
 
1.9 Conclusion 
This chapter contained two sections which aimed to achieve two objectives, firstly to introduce 
the topic and present the research questions before secondly, outlining the structure of the thesis 
for the reader. I outlined the overarching research question which examines the impact of 
Facebook on the Irish Radio Industry from 2011 to 2016 and what can be learned from this 
about media and communication habits of radio audiences and producers. This broad question 
is explored through five sub-questions which look at the constituent areas relevant to the 
medium and the industry. The first sub-question asks what impact Facebook has had on radio 
production including how content is produced, managed and disseminated to the audience. The 
second sub-question looks at the impact on the role of the audience member, and the third sub-
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question addresses the effect on the economic models of the commercial and public service 
sectors. The fourth sub-question asks what impact the phenomenon has had on the role of the 
producer and the final sub-question examines how individual radio stations have used 
Facebook to engage and grow their audience. The original contribution to knowledge that this 
thesis offers is an in-depth analysis of the change that took place as radio entered the digital 
age and what can be learned from this about how radio adapts to change, and how and why 
people congregate and communicate online. The thesis also argues that the current business 
model as well as the legal framework in the radio and social media industries are unsustainable 
and are in need of change to protect radio as a valuable public service. 
 
The second half of the chapter offered a contextualisation of the economic, political and social 
conditions in which this research was conducted. The research took place while Ireland was in 
the middle of the worst economic crisis in recent history – conditions which had inevitable 
impacts on commercial enterprises such as radio stations. Understanding technological changes 
stemming from rapid growth in digital media, including social media, cannot be ignored 
because it is the convergence of radio with Facebook and other SNS platforms which is at the 
crux of this thesis. The resilience of radio was also discussed and is an important factor when 
considering the current challenges faced by the Irish Radio Industry due to diversion of 
advertising spend to the mammoth online advertising industry. 
 
Despite the pressure posed on radio to compete in an aggressive and ever-changing media 
market, radio in Ireland continues to maintain high listenership figures. However, this strong 
listenership, which has slipped slightly during the period of research, is not translating to 
sustainable levels of income for the commercial radio sector in Ireland. This is arguably due 
unfair competition from Facebook and Google who are cannibalising the indigenous media 
industries in Ireland, most notably radio and print. This first chapter also set out the popularity 
and value of radio and the Irish Radio Industry to Irish people as a trusted source of news, 
information, discourse and companionship in their daily lives. I also outlined the growth and 
prominence of social media in Ireland during the period of research, and how this has inevitably 
impacted on all other media organisations, but particularly indigenous industries. The 
following chapter will focus on one of the central themes of this thesis which is audience 
participation and the value of this to radio stations. Chapter 2 will also outline the research 
methodology for the reader. 
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In this chapter I discuss a vital theme of the study, audience participation and its importance to 
radio as a fluid, dynamic and audience-focused medium. Since its inception, radio has 
consistently sought opportunities to involve the listener. This was done for the purpose of 
engaging listeners by gathering their opinions and stories, and sharing a selection on-air. As 
Crisell writes, “Broadcasters have always been at pains to give themselves and their listeners 
a sense of the latter’s presence on the medium” (Crisell 1994: 190). This goal has not changed 
to this day, but what has changed, developed, and indeed expanded over time, are the 
communication methods by which the audience communicate with the radio station. From the 
humble letter to the phone-in, then on to the text message and the email, before moving on to 
the current social media and social messaging services, new channels for audience participation 
have been actively adopted. The audience has consistently sought new and improved ways of 
getting in touch with the studio and radio producers have been keen to support this.  
 
I divided the audience participation methods into what I referred to as the ‘four ages of radio 
audience participation’ (McMahon 2015). Bonini has also made similar categorisation of the 
technological stages of audience participation (Bonini 2015). Both authors posit we are 
currently in a new and distinct era of radio audience participation where digital media platforms 
are the preferred communication channels between audience and producer. The legacy of 
audience participation demonstrates how over time radio producers have been keen to seek out 
and take advantage of new return channels, in order to facilitate audience participation, 
interaction and engagement. In this chapter I will also discuss the difference between the above 
terms – participation, interaction and engagement – as they relate to radio production based on 
the present research and the types of two-way communication found in the Irish Radio Industry 
in the years 2011-2016. 
 
The second part of this chapter outlines the research methodology used for this research project. 
Due to the complexity of the research problem, a broad, multimethod approach gathering 
qualitative and quantitative data was employed. This methodology used the strategy often 
employed in media studies where the research problem is interrogated from the perspectives of 
the media audience, the media producer and the media text. I therefore designed a robust 
qualitatively-led methodology involving; in-depth interviews, survey questionnaires, direct 
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observation and textual analysis. Where relevant, I will present and outline each of these 
methods in this chapter as a precursor for the more detailed methodological discussions that 
appear in later chapters.  
 
Three radio stations took part in the research; Radio Kerry, Beat and RTÉ 2fm, with a fourth 
station, SPIN South West, having only limited involvement. I outline how I came to choose 
these stations using personal and professional contacts which was possible due to my role as a 
professional in the Irish Radio Industry before and during the period of study. I also outline the 
efforts made to offer regional variation and an assortment of audiences, markets and 
demographics. 
 
2.2 Radio Audience Participation 
A good example of how Irish radio has been flexible, responsive and adaptable is seen in the 
industry’s management of audience participation. This is crucial to mainstream radio due to 
the loyalty that can be built between the station and its audience. In my master’s research into 
the role of text messaging in Irish radio, I found that audience loyalty could be built and 
nurtured over time once the audience was given regular opportunity to participate and 
contribute to on-air programming (McMahon 2010). The present research found that radio 
producers in Ireland understand and value the importance of maintaining two-way 
communication with their audience and see it as vital to live-radio production. Producers realise 
that audience participation includes the listener in the conversation, and makes them feel valued 
as an audience member. Today there are four main communication technologies that 
contemporary radio producers employ to maintain two-way communication; telephone calls, 
emails, text messages, and social media and social messaging. 
 
As Wenger writes, audience participation is almost synonymous with radio output and “central 
to many radio formats” (Wenger 2011: 152). This is certainly true for Irish radio, and precisely 
what drove me to pursue it as an area of worthy of research. Since the early days of radio, 
listeners would communicate and feedback via written letters and postcards mailed to the radio 
station. Often presenters read interesting listener letters and operated competitions with trivia 
questions to be answered on a postcard. Though in today’s digital media environment it might 
seem antiquated and not at all conducive to the dynamism of live radio, but at the time this was 
a vital connection between audience and producer. Since the 1960s the telephone was the 
preferred form of participation and was adopted by radio with great success. It allowed 
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presenters and producers to bring audience members on-air so the listening public could hear 
and feel the emotion in their voices, thus opening up huge opportunities in radio programming 
and content. It also created a strong intimacy between listeners and also made for absorbing 
radio. One of Ireland’s most-listened-to programmes is RTÉ Radio 1’s Liveline – an institution 
within the Irish mediascape. This early afternoon phone-in and interview chat show places the 
audience’s voice at the centre of its remit. Such is the power of radio, it provides a forum for 
people to tell their stories and express their views, that phone-in shows continue to be highly 
popular in Ireland and around the world.  
 
Text and email were part of what I refer to as the ‘third age’ of audience participation with the 
letter and phone-in being the ‘first age’ and ‘second age’ respectively. From the late nineties, 
mobile phone ownership soared. Mobile phones not only facilitated phone calls to the radio 
studio while on the move, but also allowed users to communicate directly with radio presenters 
and producers via short message service (SMS) – more commonly referred to as ‘text 
messages’ or ‘texts’. These messages could be screened by the producer, presenter or 
researcher and read out on-air almost instantly, offering real-time contributions from listeners 
to on-air debates and, along with email, heralded a new age in radio audience participation. 
Due to the live and spontaneous nature of radio, and the ease and speed with which texts could 
be sent, texting became a mainstay in radio programming and production. By 2003 texting had 
become by far the most popular method of audience participation for Radio Kerry’s audience 
and would remain so until the end of the decade. The popularity of SMS with the audience was 
found to be attributed to the quick, cheap, convenient and instant features of this 
communication channel (McMahon 2010).  
 
Around the same time that texting was proving popular in the early noughties, email also 
became common as a form of audience participation as more people had access to online 
communication at home and work. Radio stations quickly adopted email as a form of audience 
participation and this conduit was generally used by audience members to write longer forms 
of communication that were too complex and/or detailed to fit into an SMS. Audience-focused 
‘Agony Aunt’ programme formats continue to use emails to good effect, allowing listeners to 
share their experiences and problems with the presenter to be read out for support from other 
audience members. The Tubridy 2fm programme on RTÉ 2fm has such a format where listener 
emails are often used to engage the audience. Emails largely replaced hand-written letters or 
postcards in that respect since the programme format itself is not new.  
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The latest method of audience participation employed by radio producers in the ‘fourth age’ is 
social network sites (SNSs) and social messaging platforms. It is these highly interactive, user-
focused communication platforms that are the focus of this research. Within the broad and 
ever-expanding area of SNS, this research will focus specifically on Facebook as it is arguably 
the social medium that has integrated best with radio. Beat was the first station in this study to 
have a Facebook page, registering the page in 2008, and has been growing its following steadily 
ever since. Radio Kerry joined Facebook in May 2009, but it was not until the beginning of 
2012 until it was used extensively in daily programming. The Tubridy 2fm programme on RTÉ 
2fm joined Facebook in August 2010 and has been using it consistently ever since. 
 
As this thesis found, radio stations have continued to avail of any and every form of audience 
participation available to them to encourage the audience to interact with the station. Even 
though SNSs have become highly useful tools for radio producers and audiences alike, the 
older forms of communication such as text, email and telephone still prove popular among 
some, generally older, sections of the public. This is evidenced by the popularity of these 
communication channels on radio programmes with older target audiences. According to the 
radio professionals interviewed, a lack of access to technological hardware, digital media skills 
and high-speed internet were the reasons for this lack of uptake of SNSs in this demographic.  
 
Though the period of research 2011-2016, radio stations continued to adopt new SNSs and 
encourage their audience to engage with the station and its presenters on these new platforms. 
Youth-targeted Top 40, contemporary hit radio stations such as Beat and SPIN South West were 
far more aggressive at using SNS platforms and adopting new ones. This was because the 
platforms made the station more accessible to their young, highly tech-savvy and networked 
audiences. In an effort to engage with their audience on multiple platforms, Beat was using 
existing SNSs to promote the station’s new profiles on Snapchat and Instagram which were 
becoming popular at the time. On August 19 for example, 2014 the Beat Facebook page had a 
post promoting the Beat Instagram page and featured a link to encourage audience to visit. The 
post read, “We're on Instagram! FOLLOW!”. Instagram quickly became a highly-popular 
platform with the Beat audience to interact with the station. Youth stations are more responsive 
to the rapid changes in technological trends because stations understand that they have to be 
where their audience are – online, and on the newest and most popular SNSs. 
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As part of this research I sought to measure the growth of social media use by radio stations 
and their audiences. This was done through a content analysis to record the growth of Twitter 
and Facebook ‘followers’ over time from 2012 to 2014 (see Appendix 1). What this initial 
research found was that radio audiences were ‘following’ radio stations on Twitter and 
Facebook in growing numbers. This was an important initial finding as it confirmed the 
developing presence of radio on social media and the value of researching the phenomenon 
further. The evidence and discussion of the quantitative growth will be provided later in this 
chapter.  
 
2.3 Audience Participation, Interaction and Engagement 
Audience Participation 
The term audience participation has traditionally been used to refer to involvement by the 
audience in a mass medium by way of offering some form of feedback (Livingstone & Lunt 
1994; Harley 1996; Hutchby 1999; Griffen-Foley 2004), though most commonly in scholarly 
work in reference to television audiences. Participation in the context of this research refers to 
reactive participation, the act of listeners (or online ‘followers’) contributing their comments 
and opinions to a radio programme which may then feature on-air as programme content. This 
form of audience participation should not be confused with ‘participatory communication’ 
which is the physical participation of members of the public in mass media production, a 
fundamental aspect of community radio (see White et al. 1994).  
 
Though audience participation is a term often used in radio studies (see Bonini 2015) to 
describe any involvement by radio audiences, it attempts to cover a very wide range of 
activities. These activities involve the audience having varying degrees of power and influence 
over programming decisions, thus making ‘participation’ a rather broad term to capture the 
audience’s activities. Pateman’s model of participation stresses the shared power relations in 
decision-making processes as a fundamental aspect (Pateman 1970: 70–71). Pateman’s 
proposal is perhaps too generous to the radio audience, who have enjoyed increased access to 
production, but do not enjoy an equal say in the station’s output on-air or online. Despite having 
some opportunities to participate in media production, programming decisions still rest with 
the producer.  
 
Carpentier presents a useful analysis of media participation and outlines how participation is 
fundamentally about power and the “desire of people to exert control over their everyday lives” 
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(Carpentier 2011: 15). Carpentier acknowledges the various terms used as part of the 
participatory process in media including the need for the audience to have ‘access to’ and 
‘interaction with’ the media, but argues the distinction from the use of ‘participation’ because 
of the “less explicit emphasis on power dynamics and decision-making” by the audience 
(Carpentier 2011: 69). What I refer to as audience participation in relation to radio is thus in 
line with Carpentier’s “minimalist media participation” model (Carpentier 2011: 69).  
 
Rather than adopting the political element of participation namely ‘participatory democracy’ 
theory I prefer the application of Jenkins’ ‘participatory culture’ to my research, which he 
defines as “one in which members believe their contributions matter, and feel some degree of 
social connection with one another” (Jenkins 2006: 3). Although Jenkins’ notion of 
participatory culture was conceived in relation to fan cultures – particularly those of Star Trek 
fans that actively engaged with the TV series through their visible creative practices – its 
application to radio audiences is pertinent. Jenkins’ theory helps us understand how radio 
audience members behave in relation to the programmes they listen to and the Facebook pages 
they visit. As fans, radio listeners have an affinity with the radio station, show and/or presenter 
and express their fandom by their active involvement in content creation, manipulation and 
dissemination. Moreover, users have a social connection with other audience members in the 
shared experiences, identities and affections (Jenkins 2006) that they celebrate on Facebook 
through participation and interaction with others. This is evidenced through the Beat case study 
in Chapter 12. 
 
Audience Interaction 
The most notable characteristics of new media is the concept of ‘interactivity’ (Lister et al. 
2009; McQuail 2005; Livingstone 1999; Silverstone 1999). According to Smith, interactivity 
is what makes new media new and what separates old media, such as books, film and television, 
from new media, for example computer games, social network sites, cell phone apps, blogs, 
and wikis (Smith 2011). Coupled with this, Smith argues, is the presence of “some sort of 
deeper interconnection/interchange between users and technology” (Smith 2011: 135). The 
deeper connection Smith refers to is particularly salient and was regularly observed on radio 
station Facebook pages in this research.  
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Dewdney and Ride define interactivity in more broad terms as, “that which promotes or 
influences reciprocal action, or, that quality which involves or encourages response” (Dewdney 
& Ride 2006: 213). This offers a good starting point, but in order to build a deeper 
understanding we must go further. Kiousis determined the following ‘ingredients’ of 
interactivity which are very useful for building an understanding; two-way or multiway 
communication must be available allowing one-to-one, one-to-many, and many-to-many 
communication (Kiousis 2002). In the context of the current research this allows audiences to 
communicate not only with the media producer, but also communicate and ‘share’ content 
amongst themselves. This is a crucial point that Jenkins raises as it is a characteristic of 
convergence culture (Jenkins 2006). I consider interactivity as an integral aspect of our modern 
convergence culture, and as such, an invaluable part of modern radio production.  
 
Communication, according to Kiousis, should exist through a mediated channel, often a 
computer-mediated communication channel, in this case the social medium Facebook. Third-
order dependency is necessary, meaning messages respond to, or relate to, previous messages 
in the form of a discussion, therefore allowing meaningful dialogue to exist (Kiousis 2002: 
368). This is known as a ‘thread’ in modern computer-mediated parlance. Kiousis further posits 
that communicators can be computers or humans provided they can be both message senders 
and receivers. Users should also have the ability to control or manipulate the mediated 
interactions in some way, particularly the content, form and pace. This is seen regularly on 
Facebook as users create, edit, ‘share’ and discuss content online amongst members of their 
online communities. 
 
The notion that interactivity should be just between the audience members and the station are 
described by Klein as “old interactive media habits”; whereas communication between 
audience members and media producer, and between the audience members themselves, are 
“new interactive media activities” (Klein 2009: 23). Kiousis agrees, proposing that “feedback 
should not be limited to two-way communication, but multiway communication as well” 
(Kiousis 2002: 367). I agree with Klein’s articulation of modern communication habits as 
existing between audience members. This many-to-many style of communication is provided 
by social media platforms, including Facebook, and is really at the heart of this thesis as it 
involves the everyday social and cultural experiences of members of Irish society.  
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According to Rafaeli, interactivity is the extent to which the two-way and multiway 
communication involving media audiences and media producers is facilitated through message 
exchanges or some sort of active involvement. Communication can occur in real time 
(synchronous) or with a time delay between interactions (asynchronous) and often involve 
third-order dependency, meaning a discussion thread is created and ‘followed’ by those 
involved, what Rafaeli calls “fully interactive communication” (Rafaeli 1988: 119). This 
echoes what Kiousis posits regarding third order dependence and is an important aspect of 
interactivity which was commonly found throughout this research.   
 
Not all interactions are the same, however. Rafaeli identifies three distinct levels of 
interactivity, “one-way (non-interactive) communication, reactive (or quasi-interactive) 
communication, and fully interactive communication”. At the lower end is “declarative (one-
way) communication” which is traditional radio and television broadcasting where the 
audience only receives messages. This is classified as non-interactive as the audience is not 
afforded any input. Moving up the spectrum we come to the next classification of interaction 
“reactive (two-way or quasi-interactive) communication” is where there is response from both 
sides to one another (Rafaeli 1988: 119). At the time of writing in the late 1980s, Rafaeli 
described reactive and fully interactive communication as occurring “further down the road”, 
since the necessary technology did not exist at that moment in time (Rafaeli 1988: 119). 
However, as we have seen, with the expansion of digital media and convergence this has 
certainly come to fruition. Expanding on this nearly a decade later Rafaeli and Sundweeks 
wrote that third level fully interactive communication, 
…requires that later messages in any sequence take into account not just messages that 
preceded them, but also the manner in which previous messages were reactive…in this 
manner interactivity forms a social reality (Rafaeli & Sundweeks 1997: n.p.).  
 
Fully interactive communication was observed between the mass media and the audience in 
the years of this research, 2011-2016, and beyond. My research sees interaction (and 
engagement) as crucial elements in the commercial process of Smythe’s (1981) ‘audience 
commodification’ where audiences are packaged and used for their ‘play labour’ (Fuchs 2014). 
Fuchs proposes the concept of play labour as his conceptualisation of the audience’s time spent 
on SNSs. Their time, amounting to several hours per day (Miller 2011), is spent consuming 
and interacting with media content and each other from which the social media platform gains 
valuable data. Every click or interaction is recorded by Facebook and this data is then used to 
build algorithms which connect bespoke audiences with advertisers. Therefore, it should come 
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as no surprise that interactivity has developed so quickly to become integral to social media – 
interaction is what drives the money-making machines we call social media.  
 
Audience Engagement 
The engagement of audiences is invaluable to radio producers and this is where social media 
have become particularly useful tools. Engagement is a deeper form of communication than 
participation and interaction. It is a force that affects the audience member at an emotive level, 
connecting with something deep inside the user and drawing them closer to the station and the 
other users who share the same emotional response. According to Baym this is a crucial 
element to the formation of online communities (Baym 2010) and we will see evidence of this 
in the case study chapters later in this thesis. I have found that radio stations are trying to engage 
their audiences emotionally through online cultural public spaces which are specific to the 
tastes, experiences and interests of specific audience cohorts. Radio stations can achieve deep 
engagement via affective communication with users, by connecting with the audience’s 
emotions and creating affective communities. This is also successful at growing the online 
audience by attracting new members who are exposed to the content when it is spread virally 
through online networks. By attracting, and then maintaining, audiences on-air and online for 
longer periods of time, media organisations are able to extract other forms of capital beyond 
economic capital from the audience’s work and time. One of the most effectual ways in which 
this engagement has been achieved is through evoking nostalgic feelings in the audience. An 
example of this deep engagement is offered later in this thesis and involves millennial 
audiences and their emotional connections with toys from their childhood. 
 
2.4 Radio and SNS ‘Followers’ 
At the outset of this thesis, I hypothesised that the popularity of Facebook and Twitter as 
platforms of audience participation with radio stations was increasing. At the time, in late 2011, 
Facebook and Twitter were the leading SNSs used by radio stations. As a result, I decided to 
measure the growth of all radio stations’ SNS ‘followers’ on these two platforms. This was 
deemed to be the simplest yet accurate method of measuring this growth. The decision to focus 
on these two sites was reaffirmed by Bonini (2015) who found that Facebook and Twitter were 
the SNSs most integrated with radio in Europe.  
 
According to quarterly research conducted by the independent Irish market research company 
Ipsos MRBI, in 2013 Facebook was the most popular social network site – with 52% of the 
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Irish population fifteen years and over declaring to have a Facebook account. This was 
followed by Twitter at 23% and LinkedIn at 20% (Ipsos MRBI 2013). These figures represent 
a 3% decrease in Facebook users, a 1% increase in Twitter users and a 2% increase in LinkedIn 
users from the previous quarter. This denotes a slight variation from research by ComScore 
published in 2011 which found that 1,817,000 unique Irish internet users visited Facebook in 
2011 – well ahead of LinkedIn and Twitter which had 479,000 and 317,000 unique visitors 
respectively (ComScore 2011: 43).  Former social media heavyweight MySpace was the next 
popular with 201,000 users (ComScore 2011: 43). The popularity of SNSs had changed by 
2016 when the top five SNSs in Ireland by account ownership were; Facebook 67%, LinkedIn 
28%, Google+ 27%, Twitter 25%, Instagram 25% (Ipsos MRBI 2016c). However, the same 
research also measured the percentage of individuals who used each platform on a daily basis 
and found the following; Facebook 74%, Instagram 69%, Twitter 31%, Google+ 22% and 
LinkedIn 14% (Ipsos MRBI 2016c). Therefore, during the period of research, Facebook was 
by far the most-popular and the most-used SNS in Ireland, but in terms of regular usage, 
Instagram led the market.  
 
Longitudinal Content Analysis 
As part of the empirical research for this thesis Facebook and Twitter ‘followers’ were recorded 
seven times between February 2012 and October 2014. All 39 commercial and public service 
radio stations were included in this study. The first figures were recorded in February 2012, 
and just over one year later in April 2013 the following data was gleaned (see Appendix 1 for 
full data set 2012-2014). As expected, the total number of Facebook page ‘likes’ across all 
stations had increased – by 142,787 in the year – representing a 35% increase from the previous 
year. Over that same time period the number of Twitter ‘followers’ increased by 335,676 
‘followers’, representing a 159% increase. Yet despite these massive gains, with 547,295 
‘followers’, Twitter still had less than half the number of ‘likes’ than Facebook, which boasted 
1,150,232 aggregate ‘likes’ at the time. It is worth noting that the figures above represent the 
aggregate number of ‘likes’ and ‘followers’ across all Irish commercial and public service 
stations. In other words, they are not unique ‘likes’, with each representing one Facebook user, 
therefore one user could ‘like’ several radio station Facebook pages, and each of those ‘likes’ 
would be recorded.  
 
On October 13, 2014, the last date the count was taken Irish radio stations had a total of 
2,158,627 Facebook page ‘likes’ up from 823,478 in February 2012. This shows strong growth 
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with the number of ‘likes’ increasing by 1,335,149, more than doubling the number in that 
period. During the same period, total Twitter ‘followers’ across all stations increased from 
196,237 to 1,013,243 – a five-fold increase. Again however, the total is less than half of that 
of Facebook. This finding supports the decision made at an early stage to focus my research on 
Facebook as it was the dominant SNS. Upon further analysis of the content of the respective 
Facebook pages and Twitter feeds it was clear that Facebook would offer more material for in-
depth analysis and represent wider representation of the population. 
 
Another finding that this content analysis offered was the leading position the commercial 
sector has taken over the public service sector. The community radio sector was not considered 
in this thesis because it was found to offer very little audience engagement, and thus limited 
material for analysis.  
 
To offer clarity for the reader and reflect industry-wide terminology, I will use the term 
‘followers’ hence forth to refer to the online audience members that have ‘liked’ and are thus 
receiving content from a radio station in their timeline, and possibly engaging with the station 
online. The five leading radio stations in terms of Facebook ‘followers’ in October 2014 were 
all commercial stations: SPIN 103.8 (319,712), FM104 (246,802), iRadio (208,371), 98FM 
(165,641) and Today FM (164,716). The highest ranking PSB was RTÉ 2fm on 80,096, putting 
it 8th on the most ‘followed’ list. The above are all music and entertainment stations aimed at 
either the 15-34 or 20-44 year-old audiences. Of the top ten stations, only Today FM and RTÉ 
2fm broadcast to national audiences, the rest are local or regional stations broadcasting to much 
smaller audiences.  
 
The figures for Twitter show a different story with the top-five Twitter pages by ‘followers’ 
being: SPIN 103.8 (175,403), Today FM (105,718), RTÉ 2fm (100,445), Newstalk (87,866) and 
FM104 (72,285). Today FM, RTÉ 2fm and Newstalk are all national/quasi-national stations 
while SPIN 103.8 and FM 104 are local Dublin stations. The other stations involved in this 
thesis, Beat and Radio Kerry, had 108,339 and 25,122 Facebook ‘followers’ respectively in 
October 2014. Due to Radio Kerry, Beat and RTÉ 2fm being involved in further in-depth 
analysis for this research, their Facebook and Twitter ‘followers’ were recorded beyond 2014. 
Interestingly, however, Beat’s Facebook following increased five-fold to over a half million 
‘followers’ between 2014 and 2016 a rise which can be attributed to its strategic and effective 
social media management. What is more, Beat’s total Facebook ‘followers’ far outstripped the 
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number of listeners in its franchise area by a radio of 3:1, meaning it attracted new online 
audiences outside its broadcast area. The reasons for this will be analysed in more depth in the 
Beat case study in Chapter 12 with detail and evidence to explain this dramatic rise in 
‘followers’.  
 
Figures available on Facebook’s own website in April 2013 indicated that there were 2,217,160 
Facebook users in Ireland (Facebook 2013 n.p.). This corresponds closely to the findings by 
ComScore which estimated Ireland’s ‘Total Social Networking Audience’ to be 2.2 million in 
2011 (ComScore 2011: 43). Furthermore, those who are online in Ireland are strong social 
media ‘followers’ with 95% of Ireland’s online population regular social network site visitors 
(ComScore 2011: 43). Further analysis of Facebook user age profiles in Ireland showed that 
60% of Facebook users, or some 1.3 million, were in the 15-34 age demographic. While just 
under 900,000 or 30% fell into the 35-55 age group (Facebook 2013 n.p.).   
 
One of the most interesting findings was that Facebook and Twitter ‘Follower’ numbers did 
not necessarily correlate with listenership figures, in the sense that the stations that had more 
listeners did not necessarily have more social media ‘followers’. RTÉ Radio 1, the country’s 
most-listened-to station, boasting nine of the ten most-listened-to radio programmes in Ireland 
(Ipsos MRBI 2016b), had very poor followings on Facebook and Twitter. Despite having 
almost one million weekly listeners, Radio 1 only had 11,679 Facebook ‘followers’ and 55,390 
Twitter ‘followers’ in October 2014. My analysis revealed that the station mainly used the 
platforms to share information outwardly, (i.e. news, weather and programme previews) as an 
extension to the public service remit. The station’s platforms were not used as return channels 
for audience participation. The same was true for RTÉ Lyric FM and RTÉ Raidió na 
Gaeltachta, with RTÉ 2fm showing some signs of two-way communication with the audience. 
This represents what I learned to be a general malaise on behalf of the public service 
broadcasters towards not only social media but digital media more broadly, which would not 
be addressed until midway through the period of study in 2014.  
 
The overall strength of the commercial sector over the public service sector in adopting digital 
media will be discussed in more detail in Chapter 8 where I argue that this lack of urgency 
toward a digital strategy had a negative effect on listenership. I found that in the period 2011-
2015 there was a drop in listeners of RTÉ 2fm while at the same time an increase in the listeners 
of rival regional youth stations Beat, iRadio and SPIN South West. This I attributed to the 
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strategic, creative and dedicated social and digital media approaches taken by the commercial 
youth stations. These stations were under severe pressure to compete for audience attention 
and advertising revenue during a period of economic hardship and uncertainty (see McMahon 
2015). Through interviews with management at three of the aforementioned stations – iRadio 
was not willing to participate in the study – it was clear that RTÉ was not overly concerned 
with engaging with audiences online and was more focused on on-air programming.  
 
2.5 Social Messaging  
Since this research began in 2011 the digital and social media landscape has changed 
significantly, and a new form of communication platform has been created – social messaging 
(SM). These highly-popular communication services allow users to communicate with one 
another in much the same way as text messages but via mobile data, and are thus very cheap 
and fast. These platforms also offer users the advantage of being able to send multimedia 
messages and create social ‘chat’ groups so that users can communicate with one, or many 
other individuals, and thus the realisation of Rafaeli and Sundweeks’ ‘fully interactive 
communication’ (Rafaeli & Sundweeks 1997). Social messaging exploded in popularity from 
2014 and 2016 and was adopted by many radio stations as the new way for audience members 
to participate in live radio programming. Services such as WhatsApp, Viber, Snapchat and 
Facebook Messenger became ubiquitous, and in some instances replaced text messaging as the 
preferred method to communicate with a radio station. An example is Dublin’s 98FM, that 
dropped its text line and associated mobile sponsor in favour of WhatsApp in spring 2014 and 
experienced a significant jump in audience participation via this newly-adopted service. 
 
Again, these services were primarily adopted by the youth radio stations reflecting the 
popularity of SNSs and SM amongst the younger generations in Ireland. In October 2016, the 
top-five social messaging sites by account ownership were; Facebook Messenger 55%, 
WhatsApp 53%, Skype 43%, Viber 38% and Snapchat 28% (Ipsos MRBI 2016c). However, 
this does not tell the full story. When daily usage is taken into account, the true popularity of 
the messaging services comes to light; Snapchat 67%, WhatsApp 59%, Facebook Messenger 
53%, Viber 33%, Tinder 28% (Ipsos MRBI 2016c). These figures reveal a more accurate 
reflection of the social messaging services which were being used regularly by the public at 
the time. Amongst the radio stations involved in this research, and other youth stations, it was 
Snapchat and WhatsApp that were the preferred social messaging services in 2016. However, 
by the time social messaging had come into regular use by radio stations from 2014 onward, 
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my research focus had been set on Facebook. That being said, because of the dynamic nature 
of the research subject – digital media – and the rapidly changing social mediascape and the 
affect new platforms have had on audience interaction, participation and engagement, I could 
not ignore new communication platforms entirely. I will refer to these services intermittently 
throughout the thesis to offer context and a thorough picture of the conditions in which 
audiences and radio producers were communicating and the tools being used to facilitate this 
communication.   
 
2.6 Research Methodology 
This thesis offers an in-depth analysis of an industry during a period of rapid economic, social 
and technological change. As a trained and experienced radio producer, and an avid radio 
listener, I became curious about the impact Facebook and Twitter were having on radio 
production and the industry as a whole. This curiosity led me to pursue the phenomenon as a 
dissertation. Since I was living in Ireland and experiencing and observing the changes as they 
occurred, not only as an audience member, but also a radio producer and member of Irish 
society, I was well positioned to study the subject. I lived and experienced the changes and 
developments in technology as new platforms were being used widely by members of my 
generation. I was therefore able to observe, record, analyse and synthesise the profound 
changes happening around me. This research is thus, in part, an ethnographic study. This 
ethnographic element only supports the overall methodological approach of this thesis. Further 
detail of how each of the multiple methods were employed will be provided throughout the 
dissertation in the relevant chapters where the findings are presented and discussed. This option 
of delivery makes it easier on the reader and supports the narrative approach to this thesis, as 
well as avoiding a large and possibly turgid, methodology chapter. I will begin by outlining the 
logic behind my decisions to choose to study radio and its relationship with Facebook for this 
thesis. 
 
Choice of Medium 
There are a number of reasons behind the decision to choose the medium of radio for this study 
as opposed to the other mass media – television and print. Firstly, in terms of consumption, 
audiences continue to listen to radio in high numbers with 85% of all adults listening to the 
radio daily at the outset of the research in 2011, and although this figure had dropped to 82% 
by 2016, the figure still represented a strong proportion of Irish adults, and supports the 
argument that radio is an important part of people’s daily lives (Ipsos MRBI 2011a; Ipsos 
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MRBI 2016b). It is noteworthy that radio continues to maintain its presence in an increasingly 
crowded mediascape when print media’s readership continues to fall steadily and the television 
market continues to be fragmented into new subscription-based models. 
 
Radio also stands as the best example of a medium where audience participation via social 
media is highly popular and is quite effective at involving the audience on-air and online. This 
factor alone is a strong argument that radio should be the clear choice for this research. Despite 
a noticeable increase in both television and print media’s facilitation and encouragement of 
audience participation via Facebook and Twitter in 2011, neither were found to provide the 
audience with a strong enough level of spontaneous, immediate, and meaningful participation, 
interactivity and engagement. Finally, radio was chosen because I have a deep personal interest 
in the medium combined with years of professional training and experience, and a strong 
network of contacts and associates in the industry. 
 
Choice of Radio Stations 
It was critical that any stations that would be involved in the research would have a strong 
presence on Facebook in order for the researcher to be able to garner sufficient data for this 
study. The content analysis of the entire radio industry, minus the community sector, coupled 
with textual analysis of radio station Facebook pages indicated which stations had high levels 
of audience and station engagement and thus ideal of further analysis. This eliminated a number 
of stations immediately, because they simply were not interacting with their audiences via 
Facebook. It was considered necessary that stations have a significant following and have 
recent and regular activity to warrant inclusion. Some stations had profiles that either had 
markedly low numbers of ‘followers’ or had not had any activity in months, or even years. 
These were not considered as they would not offer adequate data. 
 
Deciding which radio stations and programmes to include in the study was a very long and 
complicated process with the final decision down to a number of factors namely; the use of 
Facebook by radio stations, programme format, personal contacts in the industry and 
willingness of the stations to participate. Furthermore, I was keen to have a cross section of 
audience cohorts as well as a regional spread of stations to represent the diversity of stations 
from different corners of the country. At an early stage it was decided to omit the community 
radio sector entirely from consideration as the majority of stations in this division simply did 
not offer adequate levels of Facebook activity. This was determined through analysis of the 
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Facebook presence by all radio stations in the community radio sector which found the majority 
of stations’ use of SNSs to be quite poor, with the exception of student radio stations. Therefore, 
the four public service stations and 34 commercial radio stations were considered for this 
research project. Of those I chose three radio stations upon which to base my research including 
one national public service station, RTÉ 2fm, a music and entertainment station for the 20-44-
year-old audience. The second station was Beat, a regional music station broadcasting to the 
south east of the country and aimed at the 15-34-year-old cohort. Thirdly, I selected Radio 
Kerry, a full-service local radio station broadcasting to all adults in county Kerry – a rural 
county located in the south-west corner of Ireland. One interview was conducted with the CEO 
of SPIN South West, a regional music station based in Limerick city and broadcasting to the 
15-34-year-old audience in the south west of the country. However, that was the extent of SPIN 
South West’s involvement. 
 
Once the leading stations were identified, I endeavoured to find radio programmes of similar 
format (i.e. music, entertainment, magazine, news and current affairs etc.) to allow for a 
focused approach while also providing consistency in the research. The three programmes 
featured in this research are morning talk programmes with a combination of news, music and 
entertainment content; though Radio Kerry’s Kerry Today programme is somewhat more news 
and current affairs focused than the Beat Breakfast and Tubridy 2fm programmes. Furthermore, 
due to the discursive nature of this format including a strong element of audience participation 
via Facebook and other communication platforms, this made the format a strong candidate for 
this study.  
 
The three radio stations involved agreed to fully take part in a number of research activities 
including interviews with key staff members, direct observation of these staff at work, and an 
audience survey of their Facebook ‘followers’. The selection of the radio stations was based 
on a number of factors namely; a highly active Facebook page, spread of target audience, ability 
to connect through my personal contacts, and the station management’s willingness to 
participate. I was also conscious to achieve a geographic spread and a mix of local, regional 
and national stations. 
 
I will now offer more detail on the selection criteria outlined above. Firstly, stations had to 
have a regular and sustained volume of Facebook traffic and audience interaction. This 
eliminated a number of stations as well as the community radio sector entirely as it was found 
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not to have adequate levels of Facebook interaction to yield sufficient data. Secondly, with the 
remaining stations, I decided to choose a regional spread across the country which was 
achieved as the study features the south-west, south-east and one national station in the 
research. Some variety in terms of station target audience was a consideration to offer contrast. 
Thirdly, and ultimately the deciding factor for inclusion, was the station’s willingness to take 
part, without which there was no point considering these outlets. My personal contacts in the 
radio industry ultimately played a decisive role as many stations were unwilling to take part or 
were refusing to respond to inquiries. Those producers with whom I had a professional 
relationship with were more willing to trust me and thus take part than those with whom I was 
less acquainted. What is more, my contacts helped open doors and obtain agreement from 
station management to participate in the study – something that was not easily achieved. Some 
stations were likely reticent about allowing an outsider into their workplace to observe their 
work practices. These managers declined to take part and many simply did not reply to 
communication efforts via phone and email, thus I had to accept they would not take part. The 
group of stations that was eventually settled upon represent a variety of radio stations from 
different corners of the country that were highly active on Facebook and were supportive of 
my research. 
  
Interviews were conducted with ten radio industry professionals at four Irish radio stations; 
Radio Kerry, Beat, RTÉ 2fm and SPIN South West. One interview was also conducted with the 
chairman of the Independent Broadcasters of Ireland (IBI) to gain the collective perspective of 
the radio station owners and operators. The researcher conducted direct observation of the radio 
production teams on three radio programmes; Kerry Today (Radio Kerry), Beat Breakfast 
(Beat) and Tubridy 2fm (RTÉ 2fm) as they carried out their production meetings and on-air 
duties. Detailed textual analysis was carried out on the Facebook pages of the three key radio 
stations which involved taking screen grabs of content. I also employed one quantitative 
method, content analysis, the findings of which were presented earlier in this chapter. The 
methodology was carefully designed and carried out using multiple research methods in a 
strategy known as ‘triangulation’ to provide confidence in the rich set of data collected 
(Frankfort-Nachmias & Nachmias 2000; Berg 2004).  
 
Facebook or Twitter? 
At an early stage of this study in 2011 two social media platforms were widely popular and 
had been integrated into Irish radio programming – Facebook and Twitter. I also realised that 
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it would only be possible to consider the impact of one of those in sufficient depth within the 
scope of a doctoral thesis. After considering the strengths and weaknesses of both platforms, 
the level of integration each had with radio, and the numbers of users and radio station 
Facebook and/or Twitter page ‘followers’, it was decided that Facebook would be the social 
medium focused on. This decision was primary based on one of the themes of this dissertation 
– audience participation. I deemed Facebook, more than Twitter, to offer increased 
opportunities for the audience to not only participate, but to also interact and engage with radio 
stations and other users.  
 
With Facebook, the audience can contribute a variety of text and multimedia content to a 
station’s Facebook page, whereas with Twitter the contribution was, at the time my decision 
was made in early 2012, limited to 140 characters with multimedia being accessible only via a 
hyperlink to the host site. The initial 140-character constriction was a limiting factor and thus 
provided less data for my research. Since 2012 however, Twitter has expanded its capabilities 
and by 2016 offered a much wider variety of multimedia content. Furthermore, in addition to 
the arguments above, Twitter stagnated as a social platform even after expanding its functions 
as newer, more dynamic platforms such as Snapchat competed in the market. Twitter still holds 
a valuable place in the social mediascape and is a very useful backchannel for radio. 
Nevertheless, its impact and presence was dwarfed compared to Facebook during the period of 
study. 
 
It is worth noting that in 2011 the scale of Facebook’s dominance was already apparent as 
ComScore noted, “it drives the behaviour of the [social media] category as a whole” 
(ComScore 2011: 8). At the time, it was the third largest website entity in the world – behind 
only Google and Microsoft Sites – and boasted a reach of 55% of the world’s online audience, 
as well as three out of every four minutes spent on SNSs. This represented a significant share 
when one considers that one in every seven minutes spent online globally in 2011 was on SNSs. 
Facebook was already the primary site in this category, which was further evidenced by its 
position as the leading SNS in all but seven of the forty-three countries that ComScore reported 
on in 2011 (ComScore 2011: 8). Facebook’s dominance was projected to grow still further 
throughout the course of the research period – which it duly did.  
 
It was noted during textual analysis that audiences do not generally engage in two-way 
communication via Twitter. Rather the social medium is used as a one-way communication 
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medium from station to audiences, sharing news, weather and sport updates, and promoting 
on-air programming. Thus, it is more akin to what one might call social broadcasting, rather 
than functioning as an audience participation platform. To a limited degree, Twitter was used 
by the audience as an alternative to texting and producers would read audience messages, also 
known as ‘tweets’, on-air in the same way presenters would read text messages. This continued 
throughout the period of research but was always sporadic and limited to certain producers and 
stations who favoured it more than others. Finally, the content analysis presented earlier in this 
chapter proved that, despite making ground quickly, Twitter still continued to lag behind 
Facebook in terms of account adoption and numbers of audiences ‘following’ radio 
programmes, presenters, and stations on Twitter. For the reasons outlined above I decided that 
Facebook would be the SNS platform to focus on for this study. 
 
Multi-Method Approach  
Berger contends that there are three ways of uncovering information about individuals, “first, 
observing what they do; second, asking them about what they are doing; and third, analysing 
texts and artefacts produced by people” (Berger 2000: 112). A multi-method approach was 
chosen to provide the researcher with a solid collection of data via a strategy known by 
numerous researchers as triangulation: “…that is, getting the data through a variety of different 
methods so as to strengthen and verify the research findings” (Webb et al. 1966: 174). A 
number of other authors advocate the use of this approach thus strengthening the argument for 
its use. Berg (2004) explains the purpose of using such a research strategy,  
By combining several lines of sight, researchers obtain a better, more substantive 
picture of reality; a richer, more complete array of symbols and theoretical concepts; 
and a means of verifying many of these elements. (Berg 2004: 5).  
 
All methods have short-comings and inherent faults which are unavoidable, however, by 
employing several approaches these faults are covered by other methods. Frankfort-Nachmias 
and Nachmias argue triangulation minimises the reliance on methods that “might limit the 
validity or scope of the findings” (2000: 189). The authors thus suggest the “use of two or more 
methods of data collection to test hypotheses and measure variables” (Frankfort-Nachmias & 
Nachmias 2000: 189). 
 
Denzin argues that triangulation also increases the objectivity of the research by reducing the 
influence of any personal biases on the part of the researcher that stem from single 
methodologies (Denzin 1978). Triangulation is also effective in highlighting discrepancies so 
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that when the findings from different methods are consistent, it validates those findings. 
However, if there are discrepancies in the data collected from several methods it points to a 
fault in the research design (Frankfort-Nachmias & Nachmias 2000: 189-90). Due to the 
complexity of the research problem and the numerous facets involved, a combination of several 
methods was deemed to be required from the outset. The veracity of the multimethod approach 
did give me confidence in the findings of the research and thus strengthened the thesis’ claims. 
 
2.7 Research Methods 
This thesis employed all of the following research methods: in-depth interviews, textual 
analysis, survey questionnaires, content analysis and direct observation. Research design, 
including method selection, is advocated by many, including Babbie (2007) and Frankfort-
Nachmias and Nachmias (2000), and was crucial in this research to allow for the best 
opportunity for the researcher to target, and then gather, the data required during field research. 
According to Patton, “validity in qualitative research depends on careful instrument 
construction to ensure that the measurement measures what it is supposed to measure” (Patton 
2002: 14). With this in mind, care and attention were taken in considering the best methods to 
use, especially in an area of research which has not been explored to any significant extent and 
therefore having limited precedent. The research methods chosen for this thesis will each be 
discussed in greater detail in the coming chapters, but first I will explain how I employed the 
quantitative research method known as content analysis. 
 
Content Analysis 
Patton describes quantitative measures as “succinct, parsimonious, and easily aggregated for 
analysis; quantitative data are systematic, standardized, and easily presented in a short space” 
(Patton 2002: 21). As stated above quantitative research methods were used to a lesser extent 
than qualitative methods, but the data collected was no less important as it provided concrete 
and empirical findings that gave strength and context to the qualitative findings.  
 
Despite the presence of both positivist and naturalist theory behind the methodology, and that 
some naturalist theory can reject positivism by their nature, according to Rubin and Rubin the 
quantitative research involved will be used to compliment and support the core qualitative 
research in this study (Rubin & Rubin 2005: 20-30). Content analysis is a quantitative research 
method that analyses documents or media texts to quantify content into predetermined 
categories. The key characteristics of content analysis are that the research is carried out in an 
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objective and systematic manner that can be replicated by later researchers (Bryman 2004: 182-
3). The data I sought was manifest content rather than latent content, that is, content appearing 
on the surface of the text and observed literally, as Berg describes manifest content as 
“physically present and countable” content (Berg 2004: 269). This is contrasted with latent 
content which seeks the deeper meaning within a text (Berg 2004: 269). In the case of this 
research the texts analysed were the profile pages of all of the Irish radio stations on 
www.twitter.com and www.facebook.com, from which quantitative data was collected.   
 
The content analysis of this research constituted a longitudinal study spanning the period of 32 
months from February 2012 to October 2014 (see Appendix 1 for full data set). The aim of this 
method was to record the change in number of radio audience members who ‘follow’ a radio 
station’s Facebook page or Twitter profile, and to measure this change. The longitudinal 
analysis was continued throughout the two-and-a-half-year term to provide context and 
measure the expansion or contraction of ‘followers’. Due to the open and transparent nature of 
the SNSs involved, the information sought by the researcher was easily accessible on the 
Facebook or Twitter profile page of each radio station. This allowed the researcher to conduct 
all of the content analysis over the internet. 
 
As outlined in the methodology, 39 radio stations were included in the research. Five of those 
are RTÉ public service broadcasters (including all of the RTÉ digital stations as one station, 
plus the four FM and DAB stations). Of the 34 independent commercial radio stations, one is 
a national broadcaster, one a quasi-national broadcaster and one holds a multi-city licence. The 
remaining 31 are local or regional stations serving specific counties or regions throughout 
Ireland.  
 
In-Depth Interviews  
The qualitative in-depth, semi-structured interview was a fundamental method in this research 
and was used to extract qualitative data from 11 radio industry professionals from four radio 
stations, plus the IBI chairperson. The interviews were used to explore the impact of Facebook 
on strategic management, marketing and production practices. I learned how stations were 
using Facebook to attract and engage audiences and was able to support these findings with 
direct observation and textual analysis. The interviews were intentionally semi-structured to 
allow for unexpected issues to be explored in a more fluid, conversational manner thus reveal 
more data than I would have gleaned through a more rigid approach. The interviews were 
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primarily with individuals in senior and mid-level management and production roles, but front-
line production staff were also included to allow for a deep understanding of the importance of 
Facebook at all levels. 
 
Direct Observation  
The direct observation research method was used in conjunction with the in-depth interviews. 
It involved the observation of radio producers in their work environment during the live 
broadcast of their programmes including how they manage the Facebook account. The 
observation took place over one day at each radio station. This research method revealed vital 
information as to the practices of the radio professionals as they discharged their duties, 
including how they managed the two-way flow of information between the station and its 
audience on Facebook and other audience participation methods. I recorded detailed notes of 
practices and strategies which revealed how the role of producer was changing as a result of 
SNS management being part of the producer’s remit.  
 
Audience Survey Questionnaire  
A large-scale survey of radio station Facebook audience members was employed to learn more 
about their use of the social media platform and the meanings online engagement holds for 
them. The survey was chosen as the method for studying the audience because of the tool’s 
strength in allowing the researcher to garner information from a large number of individuals 
(Kane & O’ Reilly De Brun 2001). It was an effective method for this thesis as I sought to 
administer questionnaires to a large number of anonymous people, quickly, efficiently and 
inexpensively. The findings informed a number of the chapters of this thesis. For a completed 
copy of the survey questionnaire, see Appendix 4. The survey received a strong response with 
N=416 respondents participating across the three radio stations RTÉ 2fm, Beat and Radio 
Kerry. The survey was innovative because it was distributed via the radio stations’ Facebook 
pages, having the desired effect as it contributed to a large response and thus stands as strong 
exemplar for future survey distribution. The survey consisted of 46 questions exploring a 
number of themes, such as audience radio and digital media usage habits, the value of Facebook 
as a communication platform, as well as more profound questions such as perceptions of online 
public spheres and online communities. Survey Monkey was used to collect, collate and manage 
the high volume of data gathered and proved to be an invaluable tool in itself. Combined, this 
use of Facebook and Survey Monkey, represents elements of a modern media and cultural 
studies research methodology that could be used again by future researchers. 
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Textual Analysis  
Textual analysis was another instrumental method to this thesis and involved monitoring the 
Facebook pages of the selected radio stations regularly throughout the duration of the study. 
This allowed me to keep abreast of the activity of the stations including the content they posted 
and how they interacted with their audience. The pages were monitored with more intensity 
between February 2012 and April 2014 to obtain examples not only of the posts being 
published by radio stations but the participation, interaction and engagement by audiences with 
the station, the posted content and with one another. Samples of the Facebook pages of the 
three radio stations, posts published and comments made by users were recorded and analysed 
for common threads and to develop an understanding of what the radio station Facebook pages 
were offering to the audience. I wanted to learn what the audience were getting from it, and 
how the activity could be underpinned by critical theory.  
 
2.8 Conclusion 
Audience participation in the broadest sense continues to be popular amongst Irish radio 
audiences with listeners showing a clear desire to actively take part in what is happening on-
air. This participation has been facilitated by various old and new media communication 
channels through what I refer to as the four ages of radio audience participation. This audience 
participation has developed in recent years to include deeper engagement thanks to digital 
technology. Interactivity and engagement between the audience and radio station are now 
commonplace via social media and allow users to communicate, not only with the station and 
its staff, but also with each other as active members of communities of interest. Interactivity 
allows a more intricate level of involvement in the conversation while engagement draws the 
user deeper into the content and closer to the station by involving them on a profound, 
emotional level, that maintains their attention and loyalty for longer.  
 
The content analysis conducted generated some sound empirical data that highlighted the 
growth of Facebook and Twitter uptake as an audience participation platform. ‘followers’ of 
both radio station Facebook pages and Twitter profiles increased during the study though 
aggregate Twitter ‘followers’ were still less than half the number of Facebook ‘followers’. The 
overwhelming popularity of Facebook in Ireland and around the world compared to Twitter, 
coupled with the content analysis figures which showed audiences favoured the former as a 
communication platform, supported the decision to focus my research on Facebook. SNSs 
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continued to grow in popularity worldwide in terms of both numbers of users and time spent 
on these sites over the course of the study. From 2011 Facebook was by the far the dominant 
social network site and was the market leader in almost every developed nation, including 
Ireland. In Ireland social media was very popular with 95% of the online population using such 
sites regularly (ComScore 2011).  
 
The top radio stations in terms of Facebook ‘followers’ were all music stations with target 
audiences of 15 to 34 years, suggesting that younger people are more inclined to actively 
engage with radio stations and use social media in general. The findings suggest there is no 
correlation between audience listenership and social media ‘following’, as is evidenced by RTÉ 
Radio 1, RTÉ 2fm and Today FM not featuring strong Facebook or Twitter ‘followings’ despite 
being national broadcasters and having some of the highest listenership at the time (Ipsos 
MRBI 2014). The growth and popularity of SNSs in Ireland and around the world from 2011-
2016 highlights the relevance of these platforms in modern Irish society and thus the 
importance of research in this area. 
 
The methodology of this thesis was also outlined in this chapter including the radio stations 
selected and the method of selection employed, which included using existing industry contacts 
whilst aiming for a range in target audience of the stations and geographic spread across the 
country. I outlined my ‘triangulation’ of data approach which provided a thick description from 
several methods. This large volume of data allowed for one method to cover another which 
strengthened the overall findings. I also presented the other methods used in this research 
including; in-depth interviews with radio industry professionals from the three radio stations 
involved in the study, RTÉ Radio 2, Radio Kerry and Beat plus one interview with the SPIN 
South West CEO. These interviews were used to reveal what impact Facebook was having on 
radio stations and the industry more broadly from their perspectives. I used direct observation 
of radio professionals in their daily production routines to better understand how Facebook was 
impacting their remits and how they were managing the page. I used textual analysis of radio 
station Facebook pages to explore how these sites were being used by radio stations and their 
audiences. I also employed a large scale survey questionnaire via Facebook which sought to 
extract the audience’s perspectives on their uses of Facebook and other media consumption 
habits. The survey was also used to gain an understanding of what the audience felt about the 
radio station Facebook pages as online fora for discussion and debate, and as online 
communities of people associated with specific age, experiences, regions and tastes. 
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Armed with a contextual understanding of the importance of audience participation to the 
medium of radio including how integral it is to daily programming, it is now pertinent to discuss 
the changes to the medium of radio during the period of study. I argue that radio has developed 
into a multimedia product due to its convergence with Facebook and the following chapter will 
present the findings and discuss these shifts.   
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When Facebook became ubiquitous in the late noughties it was widely heralded as the must-
join social media platform and those not connected began to feel like a social outcast – both 
online and offline. Businesses and community groups soon learned that they too could have 
their own socially-connected web presence at little or no cost and with relatively little effort or 
internet expertise. Even at this nascent stage, forward thinking producers and stations in the 
Irish Radio Industry in Ireland could see it was an excellent conduit to connect audience with 
station. This potential was quickly realised due to radio’s flexibility and adaptability. Crucially, 
however, Facebook brought a dynamic and engaging visual presence that radio did not possess 
previously beyond the traditional static, stagnant, and generally uninspiring website. Facebook 
quickly became, in the years 2011-2016, the first point of contact for existing, and more 
importantly new, radio audience members or users. Facebook became so prevalent and 
important to radio that it has become what I refer to as the face of radio due to the visual 
presence of the station that it provided for the station.  
 
In this chapter I outline what social network sites (SNSs) such as Facebook actually are and 
what makes them unique compared to exiting, traditional media. I will discuss how radio as a 
medium has developed into a multimedia offering which is distributed across on-air and online 
platforms. Radio is no longer just a broadcast medium, thanks to a successful, and almost 
seamless, convergence with Facebook and other SNSs. This is due in no small part to the 
aforementioned (see Chapter 2) value of audience participation to daily radio programming as 
its lifeblood. In many ways I argue that the two media complement one another and are 
therefore the perfect match, with operators of both radio stations and Facebook benefiting from 
increased activity and time spent on Facebook pages by users.  
 
3.2 Facebook: The Face of Radio 
Radio has become a much more visual medium since its convergence with Facebook. 
Producers post visual content in the form of photographs, videos, memes and other images 
throughout the broadcast day and into the evening. This move to become more visual has been 
led by a need to attract younger audiences to replenish aging ones. Beat producers post memes 
often to engage emotionally with the audience and create an affective community of individuals 
sharing similar feelings.  
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Memes became a popular form of visual content for radio producers during the research period. 
According to Drakett at al. a meme is “…a unit of cultural transmission, which may represent 
an aspect of a culture such as language, fashion, songs – things which evolve, change and 
spread (Drakett et al. 2018: 112). Memes are relevant to particular cultural subsets, meaning 
only individuals of certain cultures, communities or groups with shared experiences and 
knowledge will understand and appreciate the humour contained within the message. The key 
elements of the meme are the image and the text. The image makes a certain connotation which 
is reinforced or anchored by the text which carries the denotation and drives home the message 
or punchline. Combined these two elements make a point that is relevant to a group of people 
at a certain time who share the same underlying feelings on the subject.  
 
For example, posts that are published on a Friday celebrating the positivity felt as the weekend 
beckons are a good example of content that carries humour and shared excitement through 
visual messages (see Figure 1 below). Such Friday posts are designed to tap into the sentiment 
of joy experienced by the audience that works a traditional 9-to-5 job and thus tend to feel 
excited about the approaching weekend and well-earned time off work. Such posts are highly 
common on the Beat Facebook page and shows the audience that the station is able to relate to 
them and help them negotiate the daily grind. As the image below illustrates a post like this 
usually receives a strong response. Memes are popular because, provided the creator captures 
the zeitgeist correctly, they create affective communities of members whose response is 
identical or very similar to one another thus creating a connection not only between fellow 
audience members but also between stations and audience member. Thus drawing all involved 
closer together and, most importantly for the producer, closer to the station. Memes are also 
often seasonal and therefore have weekly, monthly and annual references depending on what’s 
happening at that particular time. 
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Figure 1: Example of Beat Friday Post (Content removed for copyright reasons) 
 
Radio Kerry, broadcasting to an audience that is proud of their county and its natural beauty 
invite their audience to ‘share’ photographs they have taken of Kerry landscapes. RTÉ 2fm uses 
photographs of the presenters, Ryan Tubridy for example, in various locations or around the 
office because of his star power to attract the audience’s attention. RTÉ 2fm, was slow to react 
to the visual movement within radio but eventually made the decision, as stated in the document 
RTÉ Digital Priorities 2015-2016 to enhance and improve its digital presence which includes 
increasing “radio and music performance visualisation” (Raidió Teilifís Éireann 2014: 9). This 
was realised through in-studio live video streaming and was made possible by fitting a number 
of studios with “fixed multi-camera capabilities” (Raidió Teilifís Éireann 2014: 9). The 
variation between commercial and public service stations to the digital media changes in radio 
production will be analysed in Chapter 8. 
 
This visualisation of radio represents a sensory expansion from Crisell’s assertion that radio is 
a ‘blind medium’ (Crisell 1994: 3). By this Crisell was referring to the fact that listeners are 
essentially blind when consuming radio, relying heavily on the presenter to provide the 
appropriate codes, descriptions and context for the listener to understand exactly what is 
happening in studio and follow along accordingly. Crisell maintained that due to the reliance 
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on hearing alone, which he argues is the weakest and most easily tricked of senses, there is a 
lot of room for misinterpretation and miscommunication should one sound be mistaken for 
another, or some sort of a misunderstanding arise. The emergence of memes, gifs, and other 
visual media which have been imbedded in Facebook, not to mention use of live-streaming 
from in-studio cameras, have contributed to making radio less of the blind medium that Crisell 
described. This is not to say Crisell was inaccurate at the time of writing – far from it. It does 
however illustrate how media has changed in the digital era and how radio has changed with 
it. Therefore, labelling radio as a ‘blind medium’ is, in terms of modern radio content and 
production, no longer fully accurate. Even radio vernacular is evolving. For example, in this 
thesis I refer to ‘radio consumption’ as an updated extension of ‘radio listening’ because the 
majority of modern radio audiences in Ireland do much more than simply listen to radio. They 
also watch, read and view non-aural radio station output – largely on Facebook. 
 
Lewis and Booth meanwhile labelled radio as “the invisible medium” which is paradoxically 
“at once present, and absent” (Lewis & Booth 1989: xii). Although this was the case at the time 
of Lewis and Booth’s publication, the present study demonstrates that Facebook and other 
SNSs offer radio a potent opportunity for visibility. Radio no longer disappears when the 
wireless is switched off. The audience can listen to live on-air programming, follow online via 
Facebook, or catch up on a podcast. A record of both on-air and online content can be 
maintained on the internet. So whether it is on a car stereo or a mobile device, radio can be 
ever-present in the audience’s lives. Therefore, I must propose an update to Lewis and Booth’s 
assertion, and argue that radio has become more visible and must aim to be ever-present in 
order to futureproof itself. 
 
Radio is an adaptable medium. How it has developed in an era of increasing digitalization from 
the late 20th Century to the early 21st Century challenges earlier writing on the characteristics 
of the medium. Though radio can still be enjoyed as a purely aural medium, how it reaches its 
audiences, what messages are sent and via which channels, have changed significantly. With 
the aforementioned arrival of live, in-studio video streams, radio can reach the audience’s 
visual and aural senses simultaneously. This richer experience is arguably more reliable and 
less ambiguous than aural consumption lone. Crisell’s concerns over blindness and uncertainty 
were justified for traditional radio broadcast, however the evolution of the medium has 
transformed the experience. Live in-studio video streaming was being trialled by a select 
number of stations when this research began in 2011, Newstalk was one of the first, and the 
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popularity grew through the period of research with other stations joining the trend. This is 
only one part of the visualisation of radio, the other being the strong Facebook presence radio 
stations have developed. This Facebook presence and incorporation of the platform’s content 
into the producer’s remit has expanded what radio can offer the audience and how it is received. 
 
There are perceived advantages and disadvantages to the visualisation of radio. The main 
advantage I propose is that it makes the medium of radio more attractive and engaging, 
particularly to younger audiences which are the future radio listeners, online users and/or 
consumers. Radio has fared well during a tumultuous period of economic uncertainty in Ireland 
and rapid changes in communication technology on a global scale. Digital media platforms 
offer opportunities for radio stations to connect with their audience via multiple avenues and 
any opportunity to offer radio audiences meaningful participation, interaction and engagement 
is, I argue, a positive development. However, the struggle for the attention of the digitally-
connected audience will endure, and radio producers must continue to find new ways to 
incorporate new technologies into radio output while maintaining high programming standards. 
What is more, with these added responsibilities placed on the role of the producer, can they 
really maintain the high radio production standards expected? I will return to this question later 
in the thesis. 
 
The arguments against the visualisation of radio come from those who believe radio should 
remain as it was intended, a medium enjoyed solely through listening and allowing the mind 
to conjure its own images which are unique to each auditor – after all, this is what makes radio 
such a powerful and intimate medium. However, the fact remains we live in a rapidly-changing 
world and if radio is to survive it has to adapt, or it risks losing its relevance and place in 
people’s daily lives. Undoubtedly this debate will rumble on for years to come, but it would be 
difficult to argue that radio has not changed in the last decade as it has entered the digital age.   
 
3.3 Web 2.0 and Social Media  
Web 2.0 is a term coined by media and technology innovator O’Reilly (2005) and represents 
the World Wide Web post the dotcom bust in 2000. Web 2.0 therefore encompasses the present 
generation of the Web and is distinctive from Web 1.0 in a number of fundamental ways. By 
and large, the first web pages were static with text and images that users only read or viewed, 
offering little or no opportunity for interaction, contribution or sharing of information by users. 
In contrast, Web 2.0 is characterised by interactive and dynamic multimedia websites, blogs, 
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wikis and social media applications that allow users to interact with each other, participate in 
conversations and share information with each other so that the web engages with the real 
world. O’Reilly states the fundamental idea of Web 2.0 is the “harnessing of collective 
intelligence, turning the web into a kind of global brain” whereby users are afforded accesses 
and the opportunity for participation (O’Reilly 2005: 5). O’Reilly attributes increased user 
access and online participation to the arrival of Web 2.0, thus making Web 2.0 aligned with 
modern radio practice and relevant to the focus of this thesis. I argue that the arrival of Web 
2.0 had a profound effect on radio production and output as it allowed the audience to interact 
in ways they could not before. In many ways, O’Reilly and Battelle (2009) posit, Web 2.0 is a 
form of creative commons where the more users involve themselves in using and developing 
the software, the stronger and more effective the system becomes at sharing information and 
intelligence. Although this has had great benefits to users, it has also helped digital giants such 
as Facebook and Google to financially capitalize on users’ interactions – which I contend is of 
detriment to the Irish Radio Industry. 
  
Web users now have access to websites that are highly interactive, boasting multimedia and 
multipurpose platforms that not only provide information to visitors but allow them to generate 
and contribute content themselves known as user generated content (UGC). The exponential 
growth of SNSs represents what Web 2.0 is about; the sharing of information between users 
which then attracts others to ‘share’ with their social network and so on. Web 2.0’s 
communicative powers are in many ways represented by SNSs, as Gordon argues, “the two 
forces driving the latest evolution of interpersonal communication online are now well known: 
Facebook and Twitter (Gordon 2009: 7).  
 
Social Network Sites (SNS), also known as social networking sites or social media are web 
platforms that allow users to connect and network with millions of people around the world 
while also allowing users to create smaller networks of communities of friends with similar 
interests (Morris 2010: 13). We can see examples of Morris’ interest groups in the radio station 
Facebook pages that are communities of interest based around geographic locations with 
unique cultural identities. The Irish population grew increasingly fond of Facebook during the 
period of research from 2011, when 47% of the population aged 15 and over had a Facebook 
account (Ipsos MRBI 2011b), to 2014 which saw that figure rise to 61% (Ipsos MRBI 2014) 
and then 2016 when 67% of the population had a Facebook account (Ipsos MRBI 2016a). The 
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most popular SNSs in Ireland in 2016 were Facebook, Twitter, Instagram, Google +, LinkedIn, 
Instagram, Pinterest, Tinder and Tumbler (Ipsos MRBI 2016a). 
 
Such is the pace of technological development and demand in SNS services that software 
developers continue to invent new and innovative ways for users to communicate with one 
another. SNSs share the basic common trait of allowing users to connect and share with other 
users, but each has been developed to provide a unique service to the user that differentiates it 
from other available products. For example, Facebook is a platform that allows users to have 
their own profile page and make online connections with friends and family and share 
multimedia content. Instagram allows users to edit, enhance and ‘share’ photographs, Snapchat 
is also image focused messaging service that allows playful photo edits, Twitter was initially a 
text-only microblogging platform but has evolved into a multimedia information source used 
by celebrities and leading politicians alike, and Pinterest allows users to ‘share’ images and 
information based on hobbies and interests.  
 
There are therefore a number of SNSs available to the user, all of which are competing for 
users’ time and attention with the goal of user commodification (Smythe 1981). SNSs continue 
to grow exponentially in popularity representing, “one of the fastest uptakes of a 
communication technology since the web was developed in the early 1990s” (Stefanone et al. 
2010: 511). This makes the study of SNSs timely and relevant in modern media and 
communications academia. The works of boyd and Ellison (2007) and Ellison et al. (2007) 
were timely and vital pieces of scholarly work that were essential building blocks for the field. 
The former clearly defined SNSs and distinguished these platforms from existing media. Their 
work also helped articulate the functions of what were novel platforms at the time and set the 
groundwork for future research. In defining SNSs, the first academics to articulate this in 
writing, Ellison et al. (2007) wrote, “Social network sites (SNSs)…allow individuals to present 
themselves, articulate their social networks, and establish or maintain connections with others” 
(Ellison et al. 2007: 1). Meanwhile boyd and Ellison (2007) offer the following three important 
characteristics of SNS that describe the services by what they allow the user to do, 
SNSs are web-based services that allow individuals to (1) construct a public or semi-
public profile within a bounded system, (2) articulate a list of other users with whom 
they share a connection, and (3) view and traverse their list of connections and those 
made by others within the system. The nature and nomenclature of these connections 
may vary from site to site (boyd & Ellison 2007: 211). 
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It is important to note that boyd and Ellison, make an important distinction between ‘Social 
Network Sites’ and ‘Social Networking Sites’, preferring the former to describe the computer-
mediated movement in question, despite the latter existing commonly in public discourse and 
both terms being used interchangeably. This is a notable distinction the authors make. The 
scholars employ ‘network’ over ‘networking’ for two quite valid reasons, emphasis and scope:     
‘Networking’ emphasizes relationship initiation, often between strangers. While 
networking is possible on these sites, it is not the primary practice on many of them, 
nor is it what differentiates them from other forms of computer-mediated 
communication (CMC) (boyd & Ellison 2007: 211). 
 
This is supported by evidence that suggests that SNSs are used to support existing offline 
friendships or connections rather than make new ones (boyd & Ellison 2007: 211; Ellison et 
al. 2007; Dunbar 2012). Dunbar argues that one of the reasons SNSs have flourished can be 
directly attributed to “the fact that they allow us to keep up with friends without seeing them 
face-to-face” (Dunbar 2012: 3). Therefore, as Dunbar (2012) and boyd and Ellison (2007) 
contend, because SNS users for the most part are not seeking out new connections but rather 
interacting with their existing network of contacts, social network sites is a more apt term. 
Therefore, beyond simply distinguishing the appropriate term for these online social platforms, 
the authors make clear the primary use of the services which is to connect with family, friends 
and acquaintances. 
 
Based on my own findings during this study I agree with the contention that Facebook users 
primarily interact with existing offline contacts, however, in the course of engaging with radio 
station Facebook pages users do have some interactions and share affiliations with other users. 
Furthermore, they do share a bond with others through a common interest in the radio station 
they ‘follow’ on Facebook (Morris 2010). There is little evidence to suggest whether these 
online interactions materialise into offline relationships and therefore are not as strong as 
offline relationships that are built over years of face-to-face interaction. I will thus employ the 
term social network site but also use the term social media throughout this thesis, except when 
quoting others directly.  
 
Authors boyd and Ellison offer what they consider key elements of SNSs including, “visible 
profiles that display an articulated list of Friends who are also users of the system” (boyd & 
Ellison 2007: 211). The term ‘Friends’ is used here by the authors to refer to the articulated 
online group as opposed to the colloquial term friends we use otherwise and is thus capitalised. 
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In other words, ‘Friends’ in the context of Facebook is used as a collective noun for members 
of a social network which may be made up of family members, work colleagues, neighbours, 
acquaintances and friends in the traditional sense. Another essential constituent of SNS is the 
profile which is built by each individual user based on an induction questionnaire which is 
filled out upon registering with an SNS service. Typical profile information includes basic 
descriptive data such as date of birth, location, personal interests and an ‘about me’ section. It 
is quite common for profiles to include a profile photo of the individual user and some SNSs 
allow user profiles to be altered to the user’s own style and often include multimedia (boyd & 
Ellison 2007: 213). This is the first stage of data gathering for the purposes of audience 
segmentation and commodification by Facebook. 
 
Although this personal data is offered freely by the user to allow them to be found and 
identifiable to others in their social networks, it is actually a cunning profiling exercise by 
Facebook. The aim is to gather metadata on each user which is fed into complex algorithms 
and allows advertising to reach its target audience as precisely as possible. This is done by 
applying Smythe’s commodification process with more precision and ruthless efficiency to 
commodify users into many subsets that can be sold to many different advertisers on a global 
scale. It is important to remember that despite the illusion that Facebook is a free and friendly 
service which allows users to connect and share happy memories with one another, the 
company’s own motivations are predominantly self-serving. At its core, Facebook is a 
multinational advertising corporation with the simple aim of selling advertising space on its 
website and maximising profits for its shareholders. Any features and services the platform 
provides are designed to attract and maintain the user’s attention for as long as possible to 
increase their exposure to, and engagement with, advertising. As I will discuss later in this 
thesis, it is this siphoning off of time, attention, and advertising revenue from radio, that poses 
a challenge to the medium’s economic sustainability. 
 
3.4 Convergence  
Convergence is a concept identified by a number of academics as a fundamental aspect of how 
new media have been integrated into the modern mediascape. Poster was one of the early 
scholars examining the phenomenon of media convergence, and despite writing in the late 
nineties, his analysis is still valid in the context of 21st Century media. Poster identified how 
new media and old media merge together via the internet and are distributed by way of push 
technology. Information is delivered to the user, rather than the user seeking it out (Poster 1999: 
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15). Poster correctly articulated that the internet extends the limits of the traditional broadcast 
and print forms by, 
...(1) enabling many-to-many communications; (2) enabling the simultaneous 
reception, alteration and redistribution of cultural objects; (3) dislocating 
communicative action from the posts of the nation, from the territorialised spatial 
relations of modernity; (4) providing instantaneous global contact; and (5) inserting the 
modern/late modern subject into a machine apparatus that is networked (Poster 1999: 
15). 
 
Push technology is still prevalent in contemporary app and website push notifications, as well 
as in a user’s Facebook Timeline, and a ‘push and share’ phenomenon has emerged - a more 
interactive and fluid circulation of media.  
 
Approaching the matter from a wider, telecommunications industry perspective, Barnard offers 
an analysis and discussion of the implications of convergence as it relates to radio. Barnard 
described convergence as the “biggest challenge facing broadcast media at the start of the 21st 
Century” and traces it back to the convergence of telecommunications and computing in the 
1980s (Barnard 2000: 247). In terms of the contemporary Irish Radio Industry, the convergence 
of radio and new media has presented challenges, notably to the economic sustainability of 
radio, but also the opportunity to evolve in the digital age. Barnard also proposes his definition 
of the concept of convergence, “the converging of traditional and new communications 
services that digital technology allows” (Barnard 2000: 247).  
 
Starkey and Crisell, writing in 2009, identified how radio and the internet converged to create 
webcasting (Starkey & Crisell 2009). Webcasting is the dissemination of a radio station’s live 
audio stream via the internet. This is an example of convergence in the context of radio and the 
internet – the merging of an old and a new medium as recognised by Poster (1999). Webcasting 
was an important breakthrough for radio as it created new and exciting opportunities, especially 
in terms of global reach. However, this is just one example of radio’s convergence with the 
internet. This research posits that radio’s convergence with internet-based media has expanded 
rapidly in the last decade due to opportunities offered by social media platforms and digital 
mobile devices. Radio’s integration with SNSs, in particular Facebook, is an example of the 
evolution of radio-internet convergence, as the platform enables the station to not only digitally 
broadcast live audio and audio-visual content, but also provide additional enhanced interactive 




Dwyer posits that convergence includes the possibility of reading newspaper articles online, 
listening to the radio through a web stream, or watching television programmes or films on a 
mobile device, and that the proliferation of technological convergence is ever increasing 
(Dwyer 2010: 4). This is directly aligned with what I have observed and recorded during my 
research for this thesis, with many more examples of convergence arising since, including the 
highly convergent SNSs. Furthermore, Dwyer maintains that the process of media convergence 
is facilitated by the digitalisation of the media which is a characteristic of the digital age we 
now live in, where almost every aspect of our lives is touched by digitalisation in some form 
(Dwyer 2010: 4).  
 
Media convergence is a developing and expanding trend within media production and 
consumption. Media convergence was described by Jenkins (2006) as the coming together of 
two (or more) mediums to create a new media phenomenon. Much of this is due in no small 
part to the digitisation of the media which allows once incompatible media to unify with one 
another. The above definitions, although valuable and informative, address media convergence 
merely on a technical level, Jenkins’ work argues media convergence has a much deeper reach 
and includes, 
…the flow of content across multiple media platforms, the cooperation between 
multiple media industries, and the migratory behaviour of media audiences who will go 
almost anywhere in search of the kinds of experiences they want (Jenkins 2006: 2-3).  
 
Jenkins believes that media convergence is about the change that exists not only at technical 
and industrial levels, but, most importantly, at cultural and social levels as well – the latter 
being of particular interest for my research (Jenkins 2006: 2-3). Jenkins contends that 
convergence is a process rather than an endpoint that “we are already living within a 
convergence culture” (Jenkins 2006:15-16). Jenkins’ point above regarding the audience 
willing to seek out “the kinds of experiences they want” is also particularly poignant because 
it points to the increasing power and mobility of modern audiences. The contemporary 
audience member, or media user as we might aptly call them, can not only seek out and find 
what they want but can also create their own media content and ‘share’ this with, potentially, 
millions of other users (Jenkins 2006: 2-3). 
 
Going back to an early view on media convergence Pool identified it as a force of change in 
media industries. At the time of writing Pool noticed a number of changes occurring, including 
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a process that he called the “convergence of modes” in which he observed “the blurring of the 
lines between media, even between point-to-point communications, such as the post, telephone, 
and telegraph, as well as mass communications, such as press, radio, and television” (Pool 
1983: 23). This “blurring of the lines” has become even more prevalent 30 years later where 
we now have various forms of portable digital point-to-point communications media such as 
email, text messaging and voice over internet protocol (VOIP) technology. We also have mass 
communications that are no longer simply the isolated media platforms of radio, television, 
print, but most often now are accessed by the consumer in digital hybrid formats.  
 
Jenkins picks up on the theme of change in media convergence when he notes that it involves 
“both a change in the way media is produced and a change in the way media is consumed”, 
thus involving the media producer and the media consumer (Jenkins 2006: 16). Furthermore, 
the change in the relationship between the two is fundamental to the current research as we are 
seeing a blurring of the lines between producer and consumer. Jenkins therefore is painting a 
much broader picture in relation to media convergence that moves beyond the technical, and 
into the cultural and social changes that the phenomenon brings. As Barnard astutely pointed 
out when writing about radio’s convergence potential in 2000, “new technology has the 
potential to redefine the broadcaster's relationship with the listener, in that it can allow far 
greater scope for interactivity than ever before” (Barnard 2000: 247). 
 
Media convergence cannot exist without considering the cultural element of how people’s uses 
of media are changing. Jenkins argues that convergence does not occur through technology but 
rather “within the brains of the consumers and through their social interactions with 
others…through which we make sense of our daily lives” (Jenkins 2006: 4). The process of 
convergence is driven by both media organisations and media audiences. Companies are 
motivated by profits, but also strive to broaden markets and build customer loyalty. To achieve 
this, media outlets “are learning to accelerate the flow of media content across delivery 
channels” (Jenkins 2006: 18). Jenkins goes on to posit that consumers are “learning how to use 
these different media technologies to bring the flow of media more fully under their control 
and to interact with other consumers”, thus creating a more open flow of content and ideas 
amongst all users (Jenkins 2006: 18).  
 
This crucially important concept of ‘spreadable media’ involves the breaking down of 
traditional corporate driven top-down vertical flow of media and instead creating a horizontal 
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flow between audience members and also bottom-up from the audience to the media producer 
(Jenkins 2006:118). What this means is that the audience now has the power to influence media 
content production as well as dissemination activities that were previously the reserve of the 
media industry professionals in the traditional top-down format. What it also means is that 
users are interacting and moving media between one another, and quite often cutting the media 
producer out entirely.  
 
Due to this shift in power from the hands of producers and into the hands of consumers, media 
companies are now required to “rethink old assumptions about what it means to consume 
media, assumptions that shape both programming and marketing decisions” (Jenkins 2006: 18-
19). According to Jenkins, media convergence is happening because of the growing agency 
afforded to consumers. This agency is allowing consumers to get more control over the 
programmes they consume and drawing the audience closer to the producers through increased 
participation. As Jenkins points out, convergence occurs “when people take media in their own 
hands” (Jenkins 2006: 17). Jenkins further describes the shift in power thus, 
If old consumers were assumed passive, the new consumers are active. If old consumers 
were predictable and stayed where you told them to stay, then new consumers are 
migratory, showing a declining loyalty to networks of media. If old consumers were 
isolated individuals, the new consumers are more socially connected. If the work of 
media consumers was once silent and invisible, the new consumers are now noisy and 
public (Jenkins 2006: 18-19).       
 
Audiences are empowered by new technologies and are “occupying a space at the intersection 
between old and new media” and due to this shift in power, media producers will find it easier 
to find their way through this intense period of change by “renegotiating their relationship with 
their consumers” (Jenkins 2006: 24). Jenkins warns that producers who fail to or refuse to 
embrace the new participatory culture will lose goodwill with the consumer and, as a result, 
future revenue (Jenkins 2006). This argument from Jenkins can be directly applied to the Irish 
Radio Industry which, as a collective, realised that it had to engage in the burgeoning 
participatory culture. As a result of this action, radio is competing and maintaining goodwill 
and relevance with audiences young and old and helping to safeguard its medium to long-term 
future. 
 
Media convergence is relevant to the current research due to the increasing trend of audience 
interactivity with radio stations in Ireland. On social and technological levels, audiences and 
producers alike are using convergent technologies to communicate and congregate online. 
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Where audiences previously listened to radio programmes on a one-way delivery system (the 
FM radio set) and interacted with producers via a separate point-to-point communication 
medium (the telephone) today this mediated communication has moved onto the internet. This 
has allowed the producers to broadcast to the audience and the audience to interact with the 
producer online and from virtually anywhere, thanks to advances in mobile technologies. The 
integration of audience interactivity with radio producers via SNSs along with other 
technological convergence is facilitated by the growth and subsequent migration of the 
audience towards digital technologies. Convergence options for radio have become much more 
plentiful due to radio’s adaptability to other media and ability to embrace change. Radio’s 
convergence with SNS platforms has, I argue, enhanced radio’s offering by expanding the 
possibilities for audience participation.  
 
Although convergence can be an emancipatory phenomenon, particularly where the audience 
is concerned, it does present some concerns for the radio industry. This was identified by 
Barnard, who saw the benefits of convergence such as the improvement of workflows and 
production practices, but also recognised the threat posed, “…unregulated, it concentrates 
control of broadcasting output in the hands of a small number of players with global rather than 
national or regional priorities” (Barnard 2000: 249). As we will see later in this thesis, this is 
precisely what has occurred in Ireland with global advertising giants and local radio enterprises 
competing for advertising.  
 
Radio and Facebook: The Perfect Match 
Lapidus (2018) refers to radio as “the original social network” because of how the medium has 
always acted as a focal point for a listening community and instigates conversations to bring 
people together through emotional connections. With the rise in media convergence during the 
years 2011-2016 it was inevitable that radio, with its aforementioned flexibility and 
adaptability, would converge with new media technologies. Social media platforms have 
forged the most successful partnerships with radio, above the other traditional media. The 
reasons for this successful marriage, I argue, is that both media share a number of common 
traits; (1) liveness and spontaneity; (2) both offer a constant presence and companionship in 
our everyday lives; and (3) both help form communities of interest and taste around music, 
culture, art and other content. It is these characteristics that have brought the two together and, 
it is worth noting, what has made each medium successful in its own right. Radio adapts well 
to new technology, and as Dubber correctly posits, “the connection between radio and 
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technology is central to almost any discussion of the medium” (Dubber 2013: 125). This is 
evident in this thesis where the integration of radio with new media technology is central. 
 
I will expand on the above traits in turn beginning with the trait that both radio and Facebook 
are live, instantaneous and spontaneous. Radio is the live mass medium, broadcasting 24 hours 
a day with the vast majority of content being live programming. Radio is usually first with 
breaking news and current affairs, as well as opinion, analysis and debate on recent and 
unfolding events. Radio therefore sets the agenda and talking points for many people’s daily 
lives. Facebook and other social media have become successful by being the source of instant 
information on international, national, local and, most importantly for some, personal events 
such as weddings and birthdays. All of these events that reach the user’s timeline have 
relevance to them in some way, that is how the algorithms work.  
 
The second characteristic, which is somewhat related to the first is the constant presence of 
both radio and Facebook in Irish people’s everyday lives. Radio is often called ‘the constant 
companion’ because of the company it offers us throughout the day and since we mostly listen 
alone. Barnard astutely refers to radio as “a universal soundtrack to life…punctuating, 
enlivening and infiltrating the lives of its listeners, and offering a regular flow of information 
and entertainment” (Barnard 2000: 2-3). Recent research shows that 82% of Irish adults listen 
to the radio each day while 74% use Facebook daily (Ipsos MRBI 2016b; Ipsos MRBI 2016a). 
Furthermore, the radio listenership figure is slowly declining while the Facebook figure is 
slowly increasing meaning the gap here is closing. Thus, the overwhelming majority of people 
in Ireland use both radio and Facebook daily. The reasons for this daily consumption were 
found in this research to be that each are sources of information, entertainment, content and a 
meeting point for interaction with others. By being available and present in people’s lives 24/7, 
and, as this research argues, existing together as a converged media product, radio and 
Facebook complement one another and strengthen the overall offering to the audience.  
 
The third characteristic shared by radio and Facebook that has made the two converge so well 
is that radio has a listener community of individuals who share a common interest that has 
drawn them to the radio station for its content. This is the profound influence radio can have at 
drawing together cultural communities and why McLuhan refers to it as ‘the tribal drum’ 
(McLuhan 1994). Experiencing an emotional reaction to a piece of audio, a song for example, 
has the effect of engendering a feeling of community as a number of people share similar 
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experiences simultaneously, thus drawing them together. I argue the same occurs on radio 
station Facebook pages when individuals feel part of an affective community who have had 
similar experiences in their past and share the same feelings toward a particular content, thus 
engendering a sense of community amongst users that coalesces them as a group. This is also 
associated with the way both radio and Facebook are used by users to connect with other people 
to combat loneliness and isolation. As previous research has shown (see Chapter 4), radio 
listeners have long sought companionship and connection to other listeners as an important 
role the medium plays for them. My own survey revealed that users also want to connect with 
other people and that Facebook allows them these opportunities. 
 
Radio’s Digital Transition 
Despite the growth of online communication and the rapid development of technology through 
Web 2.0, the survey conducted as part of this research revealed that two thirds of the Irish radio 
audience still consume their radio via FM broadcast. The other one third of listeners listen via 
either digital radio, which is currently only available in the greater Dublin area, mobile phone 
applications, satellite/digital television services or live internet streaming from a station’s 
website. The latter is used by the Irish diaspora living throughout the world who listen to Irish 
radio to stay informed and connected with home (McMahon 2018). More recently, and since 
my audience survey was carried out, smart speakers have been streaming live radio and I expect 
this trend to continue in the years ahead. 
 
In some ways radio’s slow transition from analogue to digital delivery platforms could be 
contributing to the medium’s continued popularity, since it is available free of charge on so 
many platforms. Also, due to the multiple listening platforms available, audiences can choose 
which suit them best throughout the day depending on their location, activity and the 
technological means available to them. Imagine for a moment a day in the life of an average 
radio listener in Ireland and the multiple listening options available to her as she goes about 
her daily routine. She can wake in the morning and tune in to her favourite breakfast show on 
FM radio before opening the mobile application on her phone and staying tuned in as she takes 
the bus to work. While at the office she might listen to the news reports over lunch at her desk 
via live web stream then might listen back to shows she missed as podcasts online. After work 
she has a drink with friends while the pub’s DAB radio provides the background music before 
returning home and listening to her favourite evening radio programme through her satellite 
television while relaxing in her living room. Then, by enabling the skill on her smart speaker, 
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she can listen to her favourite evening programme in her kitchen while preparing her dinner 
and doing the washing up. This vignette illustrates the myriad of platforms through which a 
listener can access radio programming in any given day and helps explain why the medium 
continues to survive today. Quite simply it has survived because it has successfully migrated 
to digital online platforms where audiences are increasingly consuming media, while also 
keeping a foot in the past with FM broadcasting. 
  
Having a presence on multiple platforms, especially on mobile devices, therefore allows radio 
to be everywhere the audience is, allowing them to experience live and podcast content 
throughout the day. This complete and continuous listening experience is thus a powerful set 
of tools to maintain listeners as a captive audience. Despite advances in mobile consumption 
and mobile data becoming cheaper, television is still largely tied to the home and is therefore 
not with the audience everywhere they go as radio is. Furthermore, because the vast majority 
of television content is pre-recorded it does not possess the same constant companion effect 
that radio does. Radio is still relevant today because it is easily accessible and audiences can 
interact via social media – the old medium is plugged in to the present demands of the audience. 
Furthermore, audio consumption more broadly is becoming increasingly popular as it is mobile 
and can be enjoyed on the go. Podcasts are now ubiquitous and offer competition for radio in 
some respects by tailoring content to bespoke tastes and interests. I believe that the competition 
posed by podcasting enhances the broad appeal to audio programming and may in fact create 
audiences for radio that would not have listened otherwise. Radio stations in Ireland are even 
producing their own podcasts to appeal to the changing tastes of the audience and compete in 
the wider audio market, Newstalk’s sports programme Off the Ball being one recent example 
of this move.  
 
3.5 Conclusion 
Radio has changed significantly during the years of this research, and has done this as a matter 
of survival in increasingly competitive commercial and digital environments. While the 
medium has remained true to its roots as much as possible by delivering high quality, world 
leading and well-informed radio programming daily, it has also embraced change. The change 
has involved the convergence with Facebook and other social media platforms that have 
allowed the ‘old’ medium to remain relevant in the digital age and continue to inform and 
entertain listeners of all ages. As a traditional medium, radio had to change to compete for 
audience attention in the digital age, which began with Web 2.0 and the widespread 
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proliferation and use of internet-based communication platforms. The change has required 
radio to adopt Facebook as a programming ally and in the process has made radio much more 
visual. This visual shift, which has made the radio station’s Facebook page ‘the face of the 
radio station’, is I argue, more suitable to the tastes of the younger audiences who are key to 
radio’s future.  
 
The marriage of Facebook with radio was somewhat inevitable for two reasons; firstly the 
proliferation of media convergence, which came with the digital age and, secondly, the 
common traits that make the convergence of the two media appear seamless. These traits being 
liveness and spontaneity, the constant presence in people’s lives, and the communities of 
interest each have spawned and cultivated.    
 
SNSs have exploded onto the mediascape and created new and innovative ways for people to 
communicate and congregate. In many ways these congregations mirror the groupings radio 
has created for years through communities of listeners, making radio the original social 
medium. Radio stations are now using Facebook to further engage these communities with a 
view to expanding their numbers. Radio has embraced SNS platforms, most notably Facebook, 
to keep pace with the advances in digital communication and, most importantly, the popular 
trends in modern communication, that are difficult to predict but must be respected. Despite 
remaining true to its roots as an audio broadcast medium in parts, radio has become a much 
more visual medium due to the proliferation of multimedia content on Facebook created and/or 
‘shared’ by radio producers to attract and engage younger audiences.  
 
Radio has evolved as a result of the adoption and integration of Facebook into the medium’s 
overall output. Many radio audiences, particularly young new audience members’ first 
experiences of a radio station is via its Facebook page often because content has been ‘shared’ 
with them by a friend. This has much to do with the viral power of Facebook compared to the 
traditional, word-of-mouth growth of radio listening audiences. As well as the visualisation of 
radio and the viral content ‘shared’ by stations, convergence with other digital platforms has 
allowed radio to remain an auditory medium, consumable in a myriad of ways and in almost 
any location on the planet. From the humble FM radio set, to the cutting-edge technology of 
the smart speaker, radio pioneers are finding new and innovative ways to reach their audience 
with the same high-quality programming that makes is the constant companion in so many 
people’s lives.  
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Radio as a medium has undergone a distinct transition in the digital age, most notably in the 
period of study, where it has become highly digitised, more visual, and convergent with other 
media. Whether these changes have, or will, ultimately improve or hinder radio remains to be 
seen, but in the age of media convergence, radio could not afford to stand by and watch as the 
digital wave rolled by. Convergence has also had implications for the balance of power and the 
relationship between audience and producer. The audience is now afforded more of a say due 
to having some control over the means of media production and dissemination, meaning they 
must be respected and included. Media convergence involves technological change as well as 
cultural change which has seen old and new media come together in new and exciting ways 
while breaking down the top-down flow of media. What must also be considered in the bottom-
up and horizontal flows of information which are largely audience driven and focused. I will 
next move on to discuss the audience’s role in this new form of media convergence and 




Chapter 4: Audience Motives to Participate, Interact and Engage with  




An area I wanted to explore as part of this research was the motivations of the radio audience 
to participate, interact or engage with a radio station. After all, without the audience making 
the effort to pick up the phone, send a text or post a comment online, radio would not be the 
dynamic and engaging medium that offers plurality of voice it is today. Furthermore, producers 
would have far more work to do to fill their airtime with other non-audience contributions (see 
McMahon 2010). This chapter will adopt uses and gratification theory as a framework to 
discuss the motives of the audience member to participate in radio programming (Blumer & 
Katz 1974; Katz et al. 1973). Uses and gratification theory is useful because it frames the 
question of media use from the perspective of the audience, specifically what the audience does 
with the media and what needs the media fulfils. Despite being in existence in media theory 
for decades, uses and gratification continues to hold relevance particularly in the context of 
media convergence. As outlined in the previous chapter the audience are assuming a more 
involved and active role in media production and shaping the content other audience members 
consume.  
 
Using an online survey, I aimed to explore the uses radio audiences have for visiting and 
interacting with radio station Facebook pages and what motivates them to participate. In this 
chapter I outline the methodology of this research method in detail. The survey found that Irish 
radio listeners are an active audience and visit radio station Facebook pages seeking (1) 
information, (2) entertainment and amusement, (3) opportunities to win prizes, and (4) express 
their opinions. Furthermore, audiences want to interact and participate in the on-air and online 
discussions, and Facebook affords them these opportunities. The theme of interpersonal 
communication arose regularly in the literature and in the findings of this research as important 
to the radio audience in the past and present. I present an analysis of the literature on the uses 
and gratification of radio to offer context and to illustrate how contemporary radio audiences 
have the same uses for radio as they have always had. This is in itself a valuable finding, that 
radio continues to serve the audience’s needs, only now through a combination of Facebook 




4.2 Radio Uses and Gratifications 
Uses and gratification theory is a theory that argues that audiences are active participants in the 
mediated content they consume (Katz et al. 1974). It questions why people use certain media 
and what the benefits are for them, and also suggests that audiences make motivated decisions 
about the media they consume based on their personal needs. Audiences gain gratification from 
the fulfilment of their needs and form a habit. Although much of the literature available on the 
uses and gratifications of audiences for radio is dated, this research has found that the 
fundamental reasons audiences consume broadcast radio has not drastically changed in the 
interim, and therefore the theory remains relevant. Crittenden’s work was a key study in the 
area of audience participant uses of radio phone-in programmes. Crittenden concluded that 
calling in to a radio programme allowed people to raise important community issues and seek 
support for those issues from other listeners and callers, creating a political forum of sorts 
(Crittenden 1971). Tramer and Jeffers (1983) had similar findings, positing that audiences 
interact with talkback radio programmes seeking out companionship and to create a forum of 
discussion (Tramer & Jeffers 1983).  
 
The telephone was vital to radio programming at the time these studies were conducted and 
offered much more than simply an outlet for the audience’s personal opinions on matters 
important to them – it also had a social element. Participating in a phone-in radio show was 
used as a form of interpersonal communication by many callers, particularly those who were 
isolated and less mobile, and in many cases substituted face-to-face communication for some 
people (Turow 1974; Armstrong & Rubin 1989). Therefore, those living in a deprived social 
environment were drawn to engage with radio particularly through the phone. Katz et al. 
(1973), although writing from a wider media perspective, argued that “social and 
environmental circumstances lead people to turn to the media for the satisfaction of certain 
needs” (Katz et al. 1973: 517), in the case of the above studies these needs were social 
interaction of some kind. These examples support what I argue is one of the main attractions 
for radio audiences using Facebook, users can interact and engage socially with others in a 
community environment with people they know or share similar tastes with. Most importantly 
however is the audience participation element. The audience were involved in the show beyond 
passive listening.  
 
Bierig and Dimmick discovered that late-night talk radio show callers were in search of some 
human contact – some form of interpersonal communication to fill the void that existed in their 
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lives. Furthermore, the callers are more likely to be lonely people who are single and are not 
members of any organisations whether in their community or otherwise (Bierig & Dimmick 
1979: 92). Avery et al. also discovered that phone-in programmes were a useful form of 
interpersonal communication for many listeners, but also that listeners use radio as a “window 
to the world”, a source of information for social and political events in their locality, or to share 
their opinions on a matter with the listening public (Avery et al. 1978: 16). Thus, the argument 
that radio is the ‘original social medium’ (Lapidus 2018) rings true, such is its legacy as a 
medium that connects people socially – particularly isolated individuals. Therefore, people 
have always looked to radio to find others with whom they share a connection in an effort to 
feel less alone. Since 2008 Facebook has offered further opportunities for these connections to 
be made and is a central reason to why the two media, radio and Facebook, are so compatible. 
 
Surlin’s (1986) work focused on radio listeners in Jamaica. Surlin advanced the argument that 
the primary motives for the citizens of developing nations, such as Jamaica, was to gain 
information and for surveillance purposes, which contrasts with the uses in developed nations 
where companionship and reinforcement were the primary motivators (Surlin 1986). Surlin 
found that in a developing country it is the less affluent, less educated and most isolated who 
seek the highest gratification from call-in radio programmes and that the less sought-after 
gratifications by listeners were reinforcement and companionship (Surlin 1986: 464). 
 
Mendelsohn found five primary motives to radio listening; it acts as (1) a companion to 
listeners as they go about their daily routines; radio has the ability to (2) change people’s moods 
and remove boredom; radio is a (3) reliable source of news and information relevant to an 
audience; radio allows listeners to (4) participate in events or performances they cannot attend 
in person; and finally radio is (5) effective in helping listeners overcome loneliness or social 
isolation (Mendelsohn 1964). Stark and Weichselbaum argue that these gratifications “are still 
at the core of current radio uses and gratifications studies” and thus are “the enduring 
gratifications of traditional radio” (Stark & Weichselbaum 2013: 187).  
 
Writing from an American perspective, and with particular focus on music programming, 
Douglas (2004) argued that Americans listen to the radio “to alter or sustain particular 
emotional states” and choose certain musical genres to evoke or support particular feelings 
(Douglas 2004: 8). Douglas wrote that listeners gained a sense of identity and belonging 
amongst a group of listeners whom they were aware were also listening simultaneously to the 
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same broadcast (Douglas 2004: 8). At the most basic level, Douglas argued that radio provides 
comfort and security as background noise. Therefore, even if a listener is passively listening, 
it breaks the silence and provides company, allowing the listener to evade feelings of loneliness 
and isolation (Douglas 2004). Again we see the use of radio as a means of fending off isolation, 
and as a means of reaching out to others. Facebook being a social medium which allows users 
to connect with one another is thus a medium that can serve a similar purpose for radio 
audiences. Survey respondents for this research did identify connecting with friends and family 
as the leading reason for using the platform. What is more, being tethered to a radio station and 
its audience offers a ready-made community with whom to interact. 
 
According to Hofstetter et al. (1994) radio audiences seek; information, entertainment, personal 
interest items, a way to pass time, social contact along with a variety of other reasons 
(Hofstetter et al. 1994). These motives are largely aligned with the original Reithian trilogy 
and raison d’être of public service radio; to inform, educate and entertain the audience. I found 
a very similar trend amongst radio audiences for visiting radio station Facebook pages which 
will now be discussed further. 
 
The fact that a radio presenter could read a listeners own words aloud (in the case of a written 
letter), or that  audience members themselves could express their views in their own words live 
on-air (in the case of a phone in), and that those words would be heard by an audience of 
thousands or millions was clearly an attractive element of live radio, particularly in a pre-digital 
age. Producers would ‘vet’ callers before they went on-air to avoid any libellous comments 
making it to air and filter any letters, emails or texts before passing them on to the presenter to 
read out. From my own experience as a radio listener and occasional texter, there is a palpable 
sense of anticipation and excitement when your name and comments are read out on-air. 
Voicing one’s own opinions on a topical matter and having that shared with a wider community 
appears an inherent desire within humans. We have seen with the arrival of social media, 
Twitter in particular which has limited filtering measures employed, some outspoken 
individuals sharing every detail of their daily lives. This includes the President of the United 
States of America, Donald Trump, regularly sharing personal thoughts and opinions on 
important matters with the world. This explains the popularity of Twitter. It gives the power to 
the individual citizen to have a say and express views and opinions. Twitter is on one hand a 
highly empowering and democratising tool but can also lead some to take their comments too 
far, offending others in the press. This is something we see on a regular basis.  
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Radio also is of great importance to the Irish people who listen to nearly 4 hours of prime-time 
radio each day, ranking us as one of the most avid radio audiences in Europe (Ipsos MRBI 
2016b, IBI 2014). Radio is the soundtrack to most people’s daily lives in Ireland and is a 
prominent cultural tradition. Irish radio is consistently recognised as a world leader in the 
international radio community, which is testament to the consistently high-quality radio output 
produced by the industry.  
 
The prominence therefore of radio, and also in recent years Facebook, in the everyday lives of 
Irish people makes this research highly relevant for contemporary communications and cultural 
studies. Through the survey conducted as part of this research I found that the motives behind 
people’s use of Facebook, were to connect with others in their network, seek and gain 
information, and pass time were consistent with the literature on radio’s uses and gratifications. 
This research also found that connecting with Facebook can help change one’s mood through 
engagement with other users and having shared emotional connections. The evidence of these 
is presented in the case studies later in this thesis. For now let us turn to the aforementioned 
audience survey and the methodology for this approach. 
 
4.3 Audience Survey Methodology  
In conducting a survey of radio station Facebook audience members, I aimed to learn more 
about their technology usage habits, motivations and to explore their Facebook interaction and 
engagement. The survey was chosen as the method for studying the audience because of the 
tool’s strength in allowing me to garner information from a large number of individuals (Kane 
& O’Reilly De Brun 2001). This was true as I was able to gain a large number of respondents 
for this research. McQueen and Knussen (1999) advocate the use of questionnaires as a 
research method, arguing they are, “a quick, cheap and straightforward method of obtaining 
information: large numbers of questionnaires can be administered simultaneously” (McQueen 
& Knussen 1999: 15). This holds true for the current research which sought to administer 
questionnaires quickly, efficiently and inexpensively to individuals whom the researcher did 
not know personally or have direct access to. I also wanted to incorporate technology into the 
methodology and use Facebook itself as a tool in the research. To achieve this, I chose to take 
advantage of the dissemination power of Facebook, which proved highly effective. However, 
as effective as the surveys were at gathering data from a large number of respondents, the data 
gleaned was limited in the qualitative depth it provided. It was difficult to gain in-depth 
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qualitative responses from individuals because respondents could skip the follow-up questions 
or offer limited responses. Despite this I was quite satisfied with the results. For a complete 




The survey questionnaire involved 44 questions over eight pages and was expected to take an 
average of 13 to 15 minutes to complete. The first page was the Participant Information Sheet 
which outlined for the prospective respondent the purposes of the study and who was 
conducting it. The respondent was asked whether they agreed to take part or would prefer not 
to take part in the survey. The second question involved the Informed Consent Form, which 
asked the respondent whether they are over the age of 18, have read the research information 
provided, and agree to the statements presented.  
 
Questions three to ten were designed to explore the radio and Facebook habits of respondents 
including why respondents use Facebook. Questions 11 to 17 were aimed at their Facebook 
habits and motivations for interacting with radio station Facebook pages. Questions 18 to 28 
related to the themes of community and social capital and aimed to explore respondents’ 
feelings of community in relation to Facebook. Questions 29 to 32 focused on the theme of 
public fora on Facebook. Questions 33 to 37 asked the respondents about how effectively they 
think radio stations are using Facebook to engage audiences. Questions 38 to 40 sought 
information on respondents’ direct message efforts with a radio station’s Facebook page. 
Questions 41 to 43 gathered demographic data namely; age, gender and employment status and 
finally, question 44 was designed to recruit respondents for a possible follow-up survey and/or 
interview and asked respondents to leave an email address should they wish to take part. The 
latter follow-up interviews were not pursued as I felt enough data was gathered from the survey 
and other methods for this thesis.   
   
I created the survey, distributed to the respondents, collected the host the data and also collated 
the data gathered into PDFs for analysis using the paid online survey service, Survey Monkey 
(www.surveymonkey.com). Once all the questions had been decided upon and written into the 
system, the survey was cloned and a dedicated web link was ascribed for each radio station 
Thus I would have a clear set of data for each radio station’s respondents. This allowed the me 
to analyse each set of responses separately, and also to combine responses to create cumulative 
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data sets. The Survey Monkey website was an invaluable resource for this research method, 
facilitating the management of a survey of such size and scope – something that would have 
been extremely difficult using a paper-based survey.  
 
Dissemination and Survey Sample 
The strategy for disseminating the survey was simple yet quite effective in reaching a high 
number of respondents. I asked the participating radio stations to publish a post on their 
Facebook pages with an eye-catching image, a headline calling for interested parties to 
participate, and a brief piece of text that explained what the survey was for. The post also 
included a hyperlink to the survey which would lead them directly to the survey on the Survey 
Monkey website. See Fig. 2 for an example of the post used in the survey. I was interested in 
finding respondents who use Facebook and interact with radio stations via their Facebook 
pages. This was done by posting the survey on the radio stations’ Facebook pages and thus 
only those audience members would come across the invitation to partake in the survey. This 
sort of sampling is referred to by Kane and O’ Reilly De Brun (2001) as “purposeful sampling”, 
selecting a specific group that will be relevant to the study (Kane & O’ Reilly De Brun 2001: 
134). As a result of the survey being conducted online the researcher had no control over the 
number of respondents that would take part. I was keen to have as many respondents as possible 
complete the survey and had set a target of 250 respondents as an adequate sample for the 
study. The survey garnered a total of 416 respondents across all three radio stations which 



















Do you follow your favourite radio stations on Facebook? If so, maybe you could spare a few minutes to take 
part in this short independent survey which is part of a listener's PhD research (The Use of Facebook by Radio 
Audiences) and is supported by Radio Kerry. Follow the link below to begin. Thank You! 
https://www.surveymonkey.com/s/audienceresearch 
Figure 2: Example of survey post published on radio station Facebook pages (Content removed for copyright reasons) 
 
Procedure 
Three radio stations involved in the research permitted me to survey their audience; RTÉ 2fm, 
Radio Kerry and Beat. In the case of Radio Kerry and Beat the questionnaire was posted on 
the main station Facebook page only, while at RTÉ 2fm both the main 2fm page and the Tubridy 
2fm programme’s Facebook page posted the questionnaire. As I was not the administrator of 
any of the Facebook pages involved, I was forced to rely on the administrators of the respective 
pages to post the survey invitations. Though I had no direct control over when and how the 
posts were posted online, the administrators were helpful and generally accommodated my 
requests. 
 
The surveys were arranged to run in consecutive weeks in October/November 2013 for ease of 
monitoring and management. The invitation to participate in the survey was posted by one of 
the administrators on the Facebook pages studied. As one can see in Figure 2 an image was 
also included in the post to attract the attention of Facebook users. The image used was the 
Facebook brand name seen through a magnifying glass displayed on a computer monitor. The 
researcher also requested that the survey invitation not be embedded into the post as is 
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automatically offered by the Facebook software. The reason is that such embedding restricts 
the number of people’s timelines, or their own personal Facebook page feed, that the post will 
reach. Thus, embedding would likely lead to a diminished response rate.  
 
The Tubridy 2fm page was the first station to post the survey on Friday October 11, 2013 at 
12.52 pm and immediately garnered a strong response, ultimately achieving a total of 126 
respondents. I requested another posting of the survey but this request was not granted. Radio 
Kerry was the second station to survey their audience with the first post published on Thursday 
October 17, 2013 at 3.47pm. Unfortunately, the image accompanying the survey was not 
posted and this I believe was the reason for the poor response rate. However, the administrator 
agreed to publish the post on two further occasions with the image included which helped 
generate better response rates. The second and third posts were published on Tuesday October 
22, 2013 at 3.07pm and Wednesday October 30, 2013 at 9.02pm. A total of 67 respondents 
took part. The third station to post the survey on their Facebook Timeline was Beat. The 
administrator posted the survey invitation on Friday November 1, 2013 at 3.17pm. The 
researcher requested that Beat post the survey again which the administrator did on Thursday 
November 7, 2013 at 10.04am. The post received 99 respondents. 
 
There was an unexpected expansion of the survey on the afternoon of Friday November 1, 
2013 when I received an email from the webmaster at RTÉ Radio expressing an interest in 
surveying RTÉ radio audiences via their social media platforms. The webmaster had seen the 
survey post on Beat’s Facebook page that day and was very interested in the research, 
suggesting that the same survey be run across all of RTÉ Radio’s social media platforms. The 
researcher obliged this request and cloned the survey once more thus creating a new copy of 
the questionnaire for RTÉ’s radio audiences. Ultimately, due to circumstances beyond the 
control of the researcher and the RTÉ webmaster, RTÉ would only agree to run the survey on 
the RTÉ 2fm Facebook page. The survey was eventually posted on Friday November 15th, 2013 
at 6:21pm without the image I supplied. After further requests to post the survey again, this 
time with the image, my request was duly fulfilled on Wednesday November 20th, 2013 at 
10.05am. In total 129 respondents participated in the survey.  
 
Analysis of Findings 
For the majority of questions relating to online communities and public spheres, a Likert rating 
scale was used with respondents offered five options to choose from. The options were: 
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strongly agree; agree; neither agree nor disagree; disagree; strongly disagree. Respondents 
were asked to choose one option that best described their level of agreement or disagreement 
with the question posed. The survey software provided by Survey Monkey produces a rating 
average based on the responses with a 3.00 rating average indicating the median where the 
respondents’ rating average was neutral. Any rating average below 3.00 is in agreement with 
the question or statement while any average above 3.00 is in disagreement with the question or 
statement.    
 
For most questions respondents were offered the opportunity to explain their response in more 
detail. The in-text citations in brackets after a quote by a respondent represents the individual 
respondent’s citation code. These respondent codes were used to protect the anonymity of the 
respondents. Respondents were not asked to leave a comment after every question in an effort 
to shorten the survey where possible. 
 
4.4 Initial Survey Findings 
Tech-Savvy Active Audience  
The survey offered evidence that modern radio audiences are not content at being passive 
listeners. Rather, Irish radio listeners are active audiences who will use any means possible to 
participate in radio output, be it on-air or online. This shift was partly supported by 
technological changes. Crucially, during the period of study there was an explosion in demand 
for, and use of, mobile communication technology including  smartphones and tablets and thus 
mobile communication devices became ubiquitous. Manufacturers and retailers of tablet 
devices saw sales grow exponentially during this time, and along with laptops desktop 
computers and smart TVs, consumers had a wide array of options when it came to digital 
communication. The practice of multi-screening – where multiple screen devices are used 
simultaneously – became popular during the period of study as mobile devices became so 
common that most people would have access to two or more devices at a time. This multi-
tasking would involve in many cases watching television on a television set, smartphone, tablet 
or laptop while shopping online using another device, for example. Radio has been traditionally 
a secondary medium that allowed the listener to be occupied by primary tasks such as 
travelling, working or doing household chores while listening to the radio. Modern primary 
everyday tasks now invariably include the use of screen devices, thus the listener is in a prime 
position to engage with radio station SNSs. As discussed previously in this study, radio lends 
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itself well to audience participation through online platforms, and I argue that this a key factor 
in radio maintaining a strong connection with modern audiences.   
 
Not content to passively sit and listen to radio programming, listeners would much prefer to 
actively take part in radio programmes, and the demand to do so is ever increasing. This is 
evidenced by the increasing use of, and uptake in, online communication by listeners to interact 
with radio stations. As outlined in the introductory chapter, the modern audience seeks new 
channels of communication to increase their chances of influencing the programme content 
and/or having their opinions aired. Radio audiences are taking advantage of digital 
communication technologies, notably Facebook, to have an involvement in the conversation 
on live radio because SNSs offer a number of advantages over previously popular methods. 
Another interesting result was that survey respondents and radio station Facebook page users 
were predominantly women. This varied from 60% to as much as 80% gender ratio in some 
instances depending on the station and its target audience. Without research data available on 
gender split for radio listeners or active social media users more broadly across the country, it 
is difficult to gauge the accuracy of these results though the numbers do point to the possibility 
that women are perhaps more active online participants than men. 
 
Facebook is Preferred 
Respondents  preferred using Facebook over other audience participation channels due to the 
benefits it offers the user. Cost, convenience and efficiency were the key advantages Facebook 
was deemed to have over other options available at the time of survey in late 2013, including 
texting (SMS). The perceived cost of communicating via Facebook is a major factor of its 
success as an audience participation method. There is no charge to direct message a radio 
station via Facebook or interact with the Facebook page. Granted, one does need an internet 
connection and a communication device meaning there is an overhead cost associated, however 
because there is no charge for messaging or interacting, Facebook does offer this distinct 
advantage over text messaging or phoning-in. The cost element was more acute given the 
economic recession that gripped Ireland since 2008 resulting in individuals being more cost 
conscious and thus making many decisions based on price. This also helps to explain why 
Facebook has proved so popular among the younger cohorts in Ireland. Although there is little 
financial cost associated with using Facebook according to the audience members surveyed. 
Though they are paying with their time and attention spent on the platform which is then used 
to generate advertising income for Facebook, this was potentially not perceived by the audience 
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surveyed. The commodification of the audience and benefit from their time and work (Fuchs 
2014) is part of a much wider debate that will be explored further in later chapters. 
 
Convenience is also important for modern consumers according to the surveys. Facebook 
offers users a convenient communication platform that many people have access to via their 
smartphones. Due to the increase in broadband penetration in Ireland during the years of study, 
and the explosion in proliferation of mobile communication devices such as tablets and 
smartphones, individuals have access to the internet on the go and often have access to several 
devices at once. Research by Google revealed that 65% of Irish people use a smartphone to go 
online and that each Irish person has access to 3.1 internet enabled devices (Google 2014). 
Therefore, Irish audiences have access to Facebook at all times, very often on their smartphone, 
and this offers a great deal of convenience for the user to communicate and contribute their 
thoughts in the moment in response to something they have heard on-air or seen on the radio 
station Facebook page.  
 
The speed and efficiency by which audiences can communicate via Facebook is also an 
important factor for users. Since Facebook communication is entirely digital, any interactions 
are almost instantaneous thus allowing real-time interaction with the Facebook page and other 
users. This efficiency is highly beneficial due to the liveness of radio and the desire for the 
audience to interact, comment, and be part of conversations which are developing on-air and 
online. Furthermore, because there are few barriers to the flow of information such as the 
filtering of text messages, users can make a direct contribution to the Facebook page. The 
ability of having immediate impact in a live programme is attractive for active audiences and 
hence why texting and direct messaging continues to be so popular (McMahon 2010).  
  
Audience Uses for Facebook  
The survey results revealed that radio audience members have certain uses for engaging in 
audience participation and receive gratification from the interaction they take part in on 
Facebook. The audience response as to why they chose to ‘like’ and interact with a radio station 
Facebook page revealed four main motives in order of preference; to find (1) additional 
information, to be (2) entertained and amused, (3) to find out about contests and give-aways, 
and (4) to express their opinions. Each of these will be discussed in more detail and are in line 
with those of other authors analysing the motivations of Facebook use – particularly the 
motives of seeking out information and entertainment (Park et al. 2009; Sheldon 2008). In a 
 78 
high proportion of cases users added a note that they were existing regular listeners of the radio 
station and this led to their decision to ‘follow’ and participate on Facebook. Therefore, it was 
another way of keeping in touch with the radio station. 
 
By offering enticing content on the Facebook page the producers are greatly increasing the 
likelihood that their radio audiences will visit the Facebook page regularly and find some 
content that meets their needs. Or perhaps the audience member will be attracted by a post that 
appears in their Timeline. The Timeline feature was introduced by Facebook in early 2012 as 
a way of offering a rolling feed of content from pages which a user is following, which is 
constantly updated to maintain the user’s attention and increase their time spent on Facebook. 
 
(1) Seeking Information  
The leading reason respondents stated for visiting a station’s Facebook page was information 
seeking. This information seeking may relate to any number of different offerings a station 
provides its audience such as; news, sports and weather updates, previews of on-air 
programming, details of new music/music video releases, what is trending in music and popular 
culture, or content posted relating to a topical subject or on-air discussion. Radio has 
traditionally been seen as a source of information and entertainment for radio listeners 
(Hofstetter et al. 1994) and thus the regular provision of information and entertainment as one 
of the primary services radio offers (Barnard 2000). Radio broadcasts are seen as reliable 
sources of information due to radio’s liveness and responsiveness to breaking news. As Crisell 
writes, it is “an account of what is happening, rather than a record of what has happened” 
(Crisell 1994: 11). By extension therefore, a radio station’s Facebook page can be considered 
a reliable source of information as Facebook pages act as dynamic, up-to-the-minute extensions 
of the station and its output, while also offering a deeper, multimedia experience to the 
audience. This is built on Irish radio stations’ reputation as a trusted source of news, a 
reputation that has been built over decades. Issues over the reliability of news found on 
Facebook became prevalent towards the later stages of the research period, however radio 
station news reliability was never in question (Reuters Institute 2018). 
 
Local commercial radio stations pride themselves on their coverage of local news stories. After 
all, this is what gives them a competitive edge over the nationally-focused public service 
broadcasters (PSBs). Indeed, the local and regional stations featured in this research had well-
resourced and staffed news departments for this very reason. As well as hourly broadcast news 
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bulletins, radio stations like Beat and Radio Kerry, publish their news stories on their website 
with accompanying images. With the arrival of Twitter and Facebook, radio stations have been 
able to reach their audience off-air as well as on-air meaning news dissemination is not just 
limited to hourly bulletins. The Facebook posts include links which lead back to the radio 
station’s website news page where the content is hosted and updated. However, the station is 
reaching the widest possible audience through Facebook and bringing them back to the radio 
station website which makes the SNS such a useful tool. 
 
(2) Seeking Entertainment/Amusement  
Respondents cited seeking entertainment and/or amusement as an important motive for visiting 
a radio station Facebook page, again this echoes what Hofstetter et al. (1994) found was a 
leading motive for radio listening, and what Lord Reith had envisioned for the sound medium 
(Mulryan 1988: 3). Entertainment is a key component to radio broadcast output, and along with 
news and current affairs, it keeps the audience listening and thus keeps advertisers satisfied. In 
the early years of radio in the United States, the early 1930s, entertainment helped to reinvent 
radio in order to make it more commercially attractive to sponsors (Smulyan 1994: 118). Radio 
today is not that much different in terms of on-air output. Information and entertainment are 
still what the audience want, and get, or else they will tune into a station that actually offers 
what they want. What has changed however, is that Facebook is now being used to offer a 
wider range of content, largely due to the multimedia possibilities the platform offers. Most 
radio stations in Ireland provide a steady programming diet of music and entertainment to their 
audience, punctuated by news on the hour and the obligatory two-hours of current affairs 
programming – a requirement for all licensed radio stations. Entertainment on-air is most 
commonly in the form of music, but can also exist as comedy skits, drama, quizzes, and light 
entertainment discourse between presenters, guests and listeners.  
 
Due to the limited messages that can be carried aurally, the radio presenter turns to other 
sources, such as television and the internet, to further entertain the audience and compete with 
visual media content. This ‘blindness’ of radio, as described by Crisell, hinders radio and 
therefore acts as a disability for the medium because of the uncertainty of what is taking place 
in the studio (Crisell 1994: 3). This has changed with the growth of Facebook and the ability 
for presenters to add visual and multimedia content to their entertainment output. Radio station 
Facebook pages in this study were found to contain a vast amount of visual content aimed at 
entertaining the audience and acting as a supplement to the on-air content (see Chapters 11, 12 
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& 13). In fact, entertaining and amusing content was found to be the most popular form of 
content on radio station Facebook pages with postings containing memes, videos, articles, 
photographs and live studio video streams particularly successful. Many of the posts on Beat’s 
Facebook page involve clever memes that the target audience can relate to. Beat’s memes are 
highly popular, receiving strong responses on Facebook, the memes often involve animals 
photographed in unusual positions or images that have been altered in some way and are usually 
accompanied by some text which grounds and contextualises the image for the reader. Very 
often these memes relate to the general malaise most people feel on Monday morning or the 
euphoria experienced on Friday. By engendering a sense of shared experience and/or emotion, 
for example humour, with the audience the station is creating a community of like-minded 
people who are affected cognitively and/or emotionally in the same way by a media text, in 
this case a meme. This fosters a sense of belonging and togetherness.  
 
(3) Contests and Prizes  
Radio audiences are clearly still attracted to radio by the opportunities to win free giveaways 
according to the survey. Radio is a medium with a wide reach and thus has traditionally been 
an excellent medium used during sponsorship campaigns for promotional purposes to raise 
awareness and anticipation for upcoming events. Due to radio’s long association with the music 
industry, radio has been a popular route for music industry promotion. Radio has traditionally 
been associated with complimentary items such as concert tickets, cinema tickets, sun holidays, 
CDs, t-shirts, cash giveaways or even the less glamorous but popular branded breakfast show 
mug. Radio stations have used these items, that often come to the station for free as part of a 
promotional strategy by events promotors and marketing companies, to hook their audience 
and keep them engaged with the clear objective of maximising listenership. Sponsored 
giveaways are also an excellent source of revenue for radio stations as the stations charge for 
the exposure. 
 
Radio stations continued to run such campaigns during the period of research with a 
competition or task often required to win the prize. These competitions were also run on 
Facebook during the period of research to maximise reach of existing and new audiences. 
Radio Kerry discovered that running such competitions was highly beneficial in reaching new 
audiences when a Facebook competition for Bon Jovi tickets went viral and reached over 
eighty-thousand Facebook users – a figure far greater than the number of Facebook ‘followers’ 
the station had at the time. The number of Radio Kerry Facebook ‘followers’ grew as a result 
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of the competition because users had to ‘like and share’ the post and the Radio Kerry Facebook 
page in order to enter the draw. This simply meant the user had to click ‘like’ on the post and 
the Radio Kerry Facebook page, and click ‘share’ to share it with their social network. It was 
also found that Beat had success at reaching large audiences with Facebook prize competitions. 
Some other examples of prize competitions run on Facebook included advance cinema 
screenings, media products and services, hotel nights and spa treatments and trips abroad to 
name a few of the most popular items. In some cases, users were asked to comment on why 
they should win the prize, and in other cases producers asked the audience to submit an image 
or video performing an act or task as their entry. The latter examples created more of a 
competitive and engaging experience. 
  
(4) Express Opinions 
Another leading motive for radio listeners to visit a station’s Facebook page is to express their 
opinions on a matter. Going back to the history of audience participation, this is a natural 
continuation of texting or emailing with the significant difference being that a discussion could 
now be hosted online. Such discussions were now available for everyone to view and to reply 
to, making them truly interactive discussion boards with ongoing threads. It is very common 
for on-air discussions to be promoted and a parallel debate hosted on the Facebook page where 
the audience is invited to contribute comments and opinions. In this context radio station 
Facebook pages can be viewed as Habermasian public spheres (Habermas 1989), or smaller 
‘micro-public spheres’ (Keane 1995) where issues are debated amongst users. However, 
although the conditions are right for such public spheres to exist the evidence shows that serious 
debates on political, economic or social matters rarely occur. Instead discussions are more 
cultural and emotional in nature with subject matter aimed more at engaging people 
emotionally than working towards influencing policy. Therefore, Habermas’ public sphere is 
only seen to a limited degree in the present research.  
 
McGuigan’s (2005) cultural public sphere theory, developed from Habermas’ public sphere 
model, is much more common on radio station Facebook pages. Radio audiences are attracted 
to Facebook because they feel they can involve themselves in a discussion relevant to their 
interests and have their say on those matters or contribute their experiences and anecdotes. An 
example for Beat is a post which featured an image of a popular toy from the 1990s and asked 
users if they remembered the toy. An example of a Radio Kerry post is an old photo of the 
Kerry Gaelic football team and a caption that asks the audience to name the players. Examples 
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of such cultural public spheres will be discussed in greater detail in the case studies later in this 
thesis. 
 
4.5 Facebook not Feedback 
An interesting finding of this research was that Facebook, used in the context of Irish radio 
stations, does not operate in the same way as texting or how Twitter is used. I had predicted 
that SNSs would offer a new form of text messaging and would allow the audience a faster, 
cheaper and more dynamic way to have their say. However, this has proven not to be the case. 
In fact, the audience and the producer are not less interested in using Facebook as an alternative 
to texting in the traditional participation model. Rather Facebook has become a separate hub 
of content and communication where users can visit to do any number of things including 
access information, share information with other users and comment on content that has been 
posted. Analysis of a sample of broadcast radio programmes across the three radio stations 
studied as part of this thesis found that very little content from Facebook actually makes it to 
air, the two are treated quite separately. Therefore, Facebook’s true position in relation to radio 
is as part of the overall package of media output that radio stations offer. Presenters do refer to 
Facebook regularly on-air and encourage listeners to visit the Facebook page to find more 
content, or to enter a competition, but crucially, the Facebook content very rarely is sent back 
the other way to form on-air content for the station. From in-depth discussions with producers 
it is clear that this is a conscious decision so as not to pollute the on-air programming and to 
try and keep a separation between what the audience listens to and what they experience online. 
Much of Facebook content is visual multimedia which would not translate well on-air anyway. 
 
The exception to the above in relation to Facebook is private messaging. This is the social 
media version of texting and was quickly growing in popularity during the course of the 
research. Producers did report that they received private messages from the public through 
Facebook and Twitter but that these messages would normally be requests for information on 
a particular song and not comments relating to on-air discussions. Social messaging as an 
offshoot of SNSs exploded in popularity in 2015 and 2016 with numerous competitors entering 
the market. One station, 98FM in Dublin, dropped their traditional mobile number in favour of 
the social messaging service WhatsApp. WhatsApp grew in popularity so quickly from 2011-
2013 that Facebook purchased the social messaging service in early 2014 after relaunching its 
own social messaging service Messenger in 2011. Facebook clearly saw social messaging as 




Irish radio audiences are active audiences, keen to make contributions to on-air discussions and 
seek out new methods of communication that are faster, cheaper and more convenient to 
facilitate their participation. In other words, audiences want to consume media in a user defined 
manner. Radio listeners are keen to be involved in the developing narrative on-air and have 
turned to Twitter and Facebook to communicate with radio producers and contribute their 
opinions whenever possible. Furthermore, audiences are no longer content with audio content 
alone, audiences want more from radio stations, a deeper media experience including visual 
and audio-visual multimedia which is increasingly offered online through the dynamic and 
innovative platform of Facebook. At the same time producers are also keen to encourage such 
participation as it helps further engage the audience and thus promote audience loyalty. 
 
This research employed a survey questionnaire to glean audience data on radio and social 
media uses. I managed to successfully use Facebook as a dissemination tool and garner a large 
sample of 416 respondents which has given my findings a high level of veracity. The use of 
Facebook to circulate the survey coupled with Survey Monkey to collate and manage the data 
represents a novel approach in media and communications research that could be adopted and 
further adapted by future media studies researchers exploring similar phenomena. The 
distribution of the questionnaires was only possible thanks to the cooperation of the Facebook 
administrators at the respective radio stations, as well as considerable negotiation and 
persistence on my behalf. 
 
This research uncovered the uses radio audiences have for visiting and interacting with radio 
station Facebook pages and what motivates them to participate. These were found to be 
consistent with previous radio audience research is that people primarily turn to radio seeking 
information and entertainment. I would add opportunities to win prizes, participate in 
discussion fora where they can express their opinions to that list of uses. Furthermore, 
audiences want to interact with other users and participate in online discussions but on non-
political or economic and current affairs issues. Facebook has become an integral part of Irish 
radio’s output and thus the radio producer’s remit, however, it was found in this research that 
very little Facebook content was fed back on-air. Twitter was found to be used more often as a 
direct messaging platform akin to SMS. 
 
 84 
Previous research I conducted revealed that audience members primarily text a radio station to 
express their opinion on a matter being discussed on-air and hopefully have their comments 
form part of the debate (McMahon 2010). In some instances, the presenter will take comments 
from the Facebook page and read them on-air, but this was found to be far less common than I 
had initially anticipated. In other words, Facebook was not found to be a large source of content 
for radio presenters and producers, but rather producers pull contributions from all sources 
available to them; text message, email, phone call, and SNSs to add a variety of contributions 
to the programme. In fact Twitter was found to be used more as a conduit for audience opinions 
than Facebook and thus the two platforms, although adopted by radio stations to promote 
engagement with the audience, actually provide very different services. So while Facebook is 
a necessary extension to radio because of the popularity of the social network and because of 
what the modern radio audience want, it is less connected to on-air programming. Changes to 
what the audience want, expect and, most crucially, are able to produce, has meant a 
reimagining of the role of the audience and blurring the lines between what a producer is and 
what a consumer is. This blurring of roles will be discussed in the following chapter. 
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Chapter 5: Changes in Audience Media Consumption and the  




This chapter will focus on how the audience are increasingly active, presenting an analysis of 
how the audience are using technology to become active participants and shape the media they 
consume. The chapter also looks at what the audience are doing and their patterns of behaviour 
including radio and social media consumption and production. Radio audiences patterns were 
found to follow a continuous cycle. This cycle begins with the audience as (1) regular radio 
listeners who then decide to (2) visit their preferred radio station’s Facebook page seeking 
supplementary media content, entertainment and interactive opportunities. Users (3) participate 
online by interacting and engaging with Facebook content and other users. As a result of the 
experience offered on Facebook, audiences return to the on-air programme and remain as loyal 
radio listeners and, by extension, regular radio station Facebook page visitors also. The 
audiences’ behaviour represents a cyclical pattern whereby they begin and end as radio 
listeners.  
 
Central to this chapter is the acknowledgement of the growing influence and agency of the 
audience in media production. Digital communication, production devices and SNS platforms 
enable users to share content with potentially millions of other users. By sharing inventive 
ideas with the world there may be further production and collaboration opportunities created 
by users, thus we see a new, vibrant and dynamic environment where control is shared and the 
audience is more involved. This movement, which forms part of wider convergence culture has 
led to a reimagining of how we refer to the audience with terms such as ‘produser’ (Bruns 
2006) and ‘prosumer’ (Toffler 1971) suggested as offering a better reflection of the true nature 
of the audience’s role in modern media production and consumption. Due to this shift in power 
and the ever-expanding media options available to the audience, the radio producer has been 
put under increasing pressure to improve output and provide more interactive and engaging 
opportunities to the eager and empowered audience. 
  
As part of the discussion of the active audience this chapter will also discuss the critical theory 
from the field of cultural studies which argued that the audience was capable of having a much 
more active role in media consumption. Now this audience agency is being expanded to media 
production since the means of production are readily available to all. This process of 
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continuous engagement and entertainment is tied to the radio stations’ marketing strategies of 
maintaining existing listeners and attracting new ones, which is discussed in greater detail in 
Chapters 7 and 8. It was found that the commercial and public service stations involved in this 
study had far different approaches to accommodating the increased agency afforded to the 
audience through new digital technology devices and digital communications platforms.  
 
5.2 Cultural Studies and the Active Audience 
Cultural consumption became the focus of much academic attention from the 1960s to 1980s 
with the establishment of the Centre for Contemporary Cultural Studies at the University of 
Birmingham in 1964. More commonly referred to as the ‘Birmingham School’ this research 
centre was the birthplace of what has become known broadly as cultural studies with an interest 
in the reception of media texts by audiences. According to Kellner (1994) “…cultural studies 
emerged as a set of approaches to the study of culture and society…which developed a variety 
of critical methods for the analysis, interpretation, and criticism of cultural artefacts” (Kellner 
1994: 2). The field emerged from a number of disciplines namely Marxism, feminism and 
psychoanalysis and was developed in resistance to dominant power structures proposed by the 
Frankfurt School. Significant at this stage was the movement in understanding of media 
‘effects’ on the audience which moved between that of the cultural industries (media 
producers) and the audience. The British Cultural Studies project, as it was also known, 
represented a move away from the Frankfurt School particularly the studies of Adorno and 
Horkheimer. The academics of this school maintained that audiences were passive and 
vulnerable to the power of the mass media which were armed with hegemonic strategies that 
aimed to reinforce dominant ideologies and suppress the audience (Adorno & Horkheimer 
1972).  
 
The contrast of the two schools highlights the importance and value of the work of Williams, 
Hoggart and Hall of the Birmingham School who “established the consideration of popular 
culture – from the mass media to sport to dance crazes – on an academic and intellectual agenda 
from which it had been excluded” (Turner 2007: 2). This opened academia to a growth of 
modern research in such areas as fan and celebrity studies that have enriched the fields of media 
and cultural studies and led to the works of important scholars such as Jenkins. 
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Cultural studies, as the field came to be known, put the audience member as the focus of study 
including how individuals consume media in their everyday lives and interpret meaning from 
media texts, practices and lived experiences. Audience reception studies is an area where 
cultural studies made a major contribution because, according to Kellner, 
 All texts are subject to multiple readings depending on the perspectives and 
 subject positions of the reader. Members of distinct genders, classes, races, 
 nations, regions, sexual preferences, and political ideologies are going to read 
 texts differently, and cultural studies can illuminate why diverse audiences 
 interpret texts in various, sometimes conflicting, ways (Kellner 1994: 15). 
 
With this in mind the present research aims to conceptualise and understand the meanings and 
effects in the cultural products being posted on radio station Facebook pages. This requires that 
the artefacts be interpreted within the context of their production and reception, which involves 
discussion of the Irish Radio Industry and its political economy, the production of radio (and 
social media) output, radio listening habits and the everyday use of social media in people’s 
lives. Each of these are addressed in this thesis. The growth of radio audience participation is 
due in large part to the availability and prevalence of social media in the everyday lives of the 
vast majority of Irish people. During the period of study, the media played a prominent role in 
our daily experiences, but how the audience interpret the messages and experiences depends 
very much on the economic, social, political and cultural context in which we live (Morley 
1992). This is an important point Morley raises, since the study of people’s everyday lives and 
their interaction with and consumption of media does not happen within a vacuum. The Irish 
context and perspective between 2011-2016 and the circumstances the audience was operating 
in has been presented in Chapter 1.  
 
With a substantial number of hours spent each day listening to the radio and on Facebook – 
sometimes simultaneously – the strand of cultural studies pertaining to everyday life comes 
into sharp relevance. Influential in this area was Certeau, a theorist known for his work on the 
culture and practices of everyday life. According to Certeau individuals have agency and 
conduct practices in their day-to-day lives that often run in opposition to the norms of the 
society in which they live. In an increasingly complex society controlled by systems and 
constraints, Certeau maintains, individuals seek opportunities or openings through which to 
pursue their own interests and leisure activities (Certeau 1984). In relation to this research we 
can see this occurring when individuals visit Facebook as a leisure activity during work hours, 
thus discretely ‘poaching’ resources from their employers without their knowledge. These 
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windows of opportunity offer the audience the chance to express themselves and create 
meaning from cultural texts that are allied with their tastes and practices. Thus, by recording 
some of the contemporary practices of Irish media users including the values attained from 
these practices in context, this research will act as a valuable snapshot of some of the everyday 
media experiences of Irish society as they negotiate their way in an economically depressed, 
politically unstable and media saturated society.  
 
5.3 Active User / Produser / Prosumer 
The overarching theme of active audience theory is the shift of power from the media producer 
to the audience member(s). The concept of an active audience was established by Hall and his 
‘Encoding/Decoding’ model where the audience’s activity was manifested through the 
audience’s interpretation of coded messages within television texts (Hall 1980). This was very 
much a cognitive form of activity and involved the audience accepting, rejecting or negotiating 
the codes being delivered to them through television texts. It was indeed a significant change 
in the perception of the audience from a passive media receiver to an active media user. 
However, in modern media and communication studies the term ‘active audience’ has taken 
on a different, yet not entirely unrelated, meaning. Building upon Hall’s theory the notion of 
an active audience refers to individuals or groups of audience members striving for increased 
agency and control and have become in many contexts what Bird refers to as “active cultural 
producers” (Bird 2011: 502).    
 
As Shirky correctly posits, the modern media consumer is no longer a passive consumer merely 
gobbling up content fed to them by the cultural industries, they are now an active participant 
in the media they consume by communicating their feelings and preferences and very often 
contributing as producers (Shirky 2000). Shirky argues that the role of the consumer was 
changing from what he described as “nothing more than a giant maw at the end of the mass 
media’s long conveyor belt” consuming all that is put before it (Shirky 2000: n.p.). From 
Shirky’s perspective, the mass media had to do little more than package consumers into groups 
based on a set of demographics and then sell the consumers’ attention to advertisers in bulk. 
The audience had no say other than what products they would buy. This gave consumers no 
agency, “no way to respond to the things they see on television or hear on the radio, and they 
have no access to any media on their own – in short, media is done to them, and consuming is 
how they register their response” (Shirky 2000: n.p.). With the arrival of the internet however, 
the audience was all of a sudden given the tools to be active. As Shirky put it, “In the age of 
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the Internet, no one is a passive consumer anymore everyone is a media outlet” (Shirky 2000: 
n.p.). Shirky’s assertions regarding the scale in the shift of power is somewhat embellished 
especially considering his positioning of the audience as being deeply passive before Web 2.0’s 
arrival. The audience did indeed have a number of feedback options, particularly radio 
audiences who had been writing letters, making phone calls and sending text messages before 
the internet brought further communication options. Furthermore, as this research highlights, 
despite the audience’s increased agency and activity, their work in the form of ‘play labour’ 
(Fuchs 2014), is actually benefiting the digital corporate giants who gain from audience activity 
through more targeted advertising.   
 
With the access afforded by modern internet technology, media consumers today are able to 
participate more than ever with the mass media and are using their creativity to produce their 
own media artefacts. This “democratising of the tools of production”, as Anderson posits, 
turned the passive all-consuming audience into an active mass media outlet with, not only the 
creativity and capability, but now also the technological support to reach and build his/her own 
audience (Anderson 2006: 63). Just as millions of bloggers post content each day to a combined 
audience that no mass media outlet can boast. As Anderson writes,  
Once upon a time, talent eventually made its way to the tools of production; now it’s 
the other way around. The consequence of all this is that we’re starting to shift from 
being passive consumers to active producers. And we’re doing it for the love of it 
(Anderson 2006: 63). 
 
One could also add the democratisation of the tools of distribution to Anderson’s assertion 
above since control over the platforms to disseminate information via the internet to billions of 
other users, also resides with media users or ‘produsers’ (Bruns 2006). This blurring of the 
lines between consumers and producers has been ongoing since the advent of Web 2.0, and is 
one of the key characteristics of the technological phenomenon.  
 
There have been a number of terms given to the modern media consumer to reflect his/her new 
found agency and power, the aforementioned ‘produsers’ Bruns (2006) and ‘prosumer’ (Toffler 
1971) are two of the more prominent. Bruns described ‘produsage’ as, “the collaborative, 
iterative, and user-led production of content by participants in a hybrid user-producer, or 
produser role” (Bruns 2006: 1 [original emphasis]). Similarly Toffler’s ‘prosumer’ is a hybrid 
of producer and consumer that reflects the blurring of the lines between what a producer is and 
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what a consumer is, since the modern user is doing both – whether they are aware of this or 
not.   
 
There are other similar alternatives such as Leadbeater and Miller’s ‘pro-am’ model in which 
industry professionals and inventive, networked product users collaborate to produce improved 
commercial goods. The authors further describe the users as, “innovative, committed and 
networked amateurs working to professional standards” (Leadbeater & Miller 2004: 9). The 
term ‘pro-am’, a hybrid of the terms ‘professional’ and ‘amateur’, refers to those media 
produsers who have the same skill sets, tools, dedication and time commitment and who 
produce the same level of quality media production as professional producers but who do not 
get paid for their work. Writing in 2004, Leadbeater and Miller predicted that pro-ams “could 
have a huge influence on the shape of society in the next two decades”. I would argue that their 
prediction has been accurate thus far (Leadbeater & Miller 2004: 9).  
 
Meanwhile Herz describes a process of ‘harnessing the hive’ which is the gathering and 
cultivation of quality ideas from consumers by commercial producers and using these to 
significantly improve consumer products (Herz 2005). Such ‘harnessing’ occurs on Irish radio 
every day where an amateur audience is involved through the production and dissemination of 
programme material, news items, entertainment inserts, song suggestions both on-air and 
online. Their work is often shared through Facebook, particularly in instances where a user is 
able to provide on-location multimedia material of a breaking news story. This concept of 
turning the audience into the eyes and ears of the station helps the station offer a much stronger 
public service. Radio producers are constantly trying to gather and cultivate useful ideas from 
an audience that is ready and willing to contribute suggestions and content to radio stations. 
Much of this collaboration and cooperation is only possible because of media convergence 
which has brought the means of production and dissemination into the hands of the consumers. 
Herz’s ‘harnessing the hive’ strategy is not new to radio production and has long been part of 
the production strategies of radio producers. The audience’s ability to be involved in the on-air 
narrative is one of the medium’s more attractive qualities.  
 
5.4 Active Audience Cycle 
Uses and Gratification theory challenged the long accepted philosophy that saw media 
audiences as being passive, vulnerable subjects at whom influential media messages were 
being directed (Blumler & Katz 1974; Katz et al. 1974; Schroder 1999). Uses and gratification 
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considers audiences as active media users who exercise their own agency to seek out and select 
the media texts motivated by their individual needs. It has been argued that the internet provides 
a perceived higher level of interactivity for the audience (Seiter 1999), a more tangible sense 
of control, and the “subsequent connotations of increased audience agency” (Graham 1996: 
171). Due to this increase in access for the audience there are now a wider set of participation 
opportunities open to the radio audience today than ever before. I have conceptualised the 
active audience discussion into an Active Audience Cycle which represents the circuitous 
pattern of consumption the audience takes as it consumes radio content on-air and online and 
that reflects the audience’s motivations as active audience members to exercise their agency. 
 
The present research found that Irish radio audience behaviour follows a cyclical pattern which 
is intended by the radio stations to maintain the audience’s loyalty. The cycle has three phases; 
at the outset, 1) the audience tune in as regular listeners of a radio programme then, (2) log on 
and visit the programme’s Facebook page for an enhanced experience with more information, 
a wider variety of entertainment, discussion and opportunities to enter competitions, followed 
by 3) actively participate by remaining on the radio station’s Facebook page for the opportunity 
to interact and engage with posts and share content with others in their social network. At this 
stage, as a result of a rewarding experience on-air and online, the audience returns to consume 
on-air programming, revisit the Facebook page and actively participate again in the future, thus 
completing the cycle and building a loyal audience for the station. As users become more 
interactive through Facebook they may find themselves jumping straight into the second phase 
as they get prompted by posts in their Facebook Timelines and/or visit a station’s Facebook 
page habitually. In such cases the aim of radio stations is to engage the audience and encourage 
them to listen to the station’s on-air programming to improve listenership ratings. Further 
discussion will now be offered on each of these phases of the cycle which is substantiated by 







Figure 3: The Active Audience Cycle 
 
 
Phase 1) Tune In 
As the strong Irish radio listenership figures along with the findings of this research show, 
before any interaction occurs on Facebook people are first radio audiences listening to one or 
numerous radio stations on a daily basis. This is the origin and foundation of the relationship 
between audience and radio station and one which, the commercial radio stations at least, 
nurture due to the financial return they gain from sponsorship and advertising. Station owners 
and operators value this relationship highly and the consumption of the core product – the on-
air programming – by consumers is the priority of all concerned and should never be sacrificed 
to improve social media output.  
 
Going back to the survey findings, the majority of survey respondents listened for up to three 
hours per day. Radio Kerry’s audience listen the longest with over one third, 35%, stating they 
listen for five hours or more each day and in total three quarters of their audience listen for two 
hours or more each day. For Beat one in three listeners listen for between one and two hours a 
day while the bulk of the audience, 70%, listen for between one and four hours. At RTÉ 2fm 
half the audience, 51%, listen for between one and three hours and 27% listen for five hours or 
more per day. The Tubridy 2fm programme’s audience shows similar patters with around 70% 
listening for two hours or more per day.  
 
The current research found that despite the advances in technology and the availability of radio 
on numerous digital platforms, 69% of listeners continue to listen to the traditional analogue 
frequency modulation (FM) broadcasts. Tubridy 2fm listeners had the least number of FM users 
with 64% while Beat had the highest with 74%. Live internet streaming (11%), DAB (digital 







distance behind the analogue service according to combined results of the survey. Much of this 
strong reliance on FM is due to the fact that although Ireland has a DAB network covering the 
main cities, very few radio stations are using this broadcast service meaning only 52% of the 
population receive DAB coverage and currently the platform only carries the RTÉ suite of 
digital radio stations outside Dublin (World DAB 2017). Commercial DAB services are 
available only in Dublin and surrounding counties, the northeast, and counties Cork and 
Limerick. As a result DAB household penetration is only 17%, with little appetite for further 
expansion by commercial stations due to the increased cost involved at a time of severe 
austerity (World DAB 2017).  
 
Despite the strong listenership figures, 82% in 2016, it should be noted that the national 
listenership percentage has dropped from a figure of 85% in 2011. Therefore although the 
recent figure remains high, there has been a slow decline in listener numbers that cannot be 
ignored (Ipsos MRBI 2011a; 2016b). 
 
Radio listeners are encouraged by programme presenters and station promos, stings and idents 
to visit the radio station Facebook page to find further content which complements the on-air 
programming. The audience may also be enticed to visit Facebook by a post which appears in 
their own Facebook Timeline. Indeed, the survey found that many audience members only visit 
radio station Facebook pages when they see an item in their Timeline that piques their interest, 
however, three in four respondents visit a radio station Facebook page at least once a week. 
 
Phase 2) Log On  
In the second phase of the cycle users log on to Facebook seeking a deeper, audio-visual 
multimedia experience. By visiting and subsequently clicking ‘like’ on a radio station 
Facebook page, a user has decided they want to further engage with a radio station through 
Facebook. Thereafter a certain amount of that radio station’s posts will appear in the user’s 
Timeline which may attract them to revisit the station’s Facebook page. The survey revealed 
that audiences are seeking three main types of content when they visit a radio station Facebook 
page namely: to find information; to find content that will amuse or entertain them; and to learn 
more about and perhaps enter a competition. By offering this content on the Facebook page the 
producers are greatly increasing the likelihood that their radio audiences will visit the Facebook 
page regularly and find some content that matches what they are looking for.   
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The survey found that the Tubridy 2fm audience came to the Facebook page ‘to find out what’s 
going on’ (63%), many were also looking for entertainment or amusement (63%), and 50% 
were interested in entering competitions. The response from the RTÉ 2fm audience survey 
found that 60% visited because they wanted to enter competitions, 49% for amusement or 
entertainment purposes and 45% for information. Radio Kerry respondents had the opposite 
order of priorities and a desire to stay informed was by far the most important motivation for 
them at 65% ,while 39% were seeking amusement or entertainment, and 35% wanted to enter 
competitions. The Beat audience was more interested in amusement and entertainment (66%), 
and entering competitions (62%), followed by an interest to stay informed (58%) as their 
reasons for making regular visits to the station’s Facebook page.       
 
Information, photographs and other images, links to outside web content, and discussion 
threads and fora are offered to the audience on Facebook, and thus give users reasons to visit 
and spend time on the page. However, simply visiting a radio station’s Facebook page is not 
enough for most Facebook users as it represents passive media consumption. As discussed in 
the previous chapter, contemporary audiences want more from the mass media and Facebook 
is offering audiences this experience. Radio stations have ceased to be audio mass media 
broadcasters only and are now more diverse media organisations that supply an array of content 
to inform, entertain and engage audiences.  
 
In terms of the amount of time people spend on Facebook in a typical day, the audience survey 
showed that just over half of Beat’s audience, 55% spend between one and three hours a day 
on Facebook and this rises to 74% when those spending up to four hours per day are included. 
Furthermore, two in five Beat listeners spend three hours or more on Facebook each day. Radio 
Kerry’s audience are on Facebook less often with 57% on for two hours or less, two in five 
listeners (41%) are on from one to two hours and 76% spend three hours or less on the popular 
SNS. RTÉ 2fm’s audience showed somewhat similar results with 55% on Facebook for two 
hours or less, 62% on from one to three hours and 77% on for up to three hours a day. The 
Tubridy 2fm respondents were on Facebook for less time than other RTÉ 2fm listeners with a 
large proportion, 63%, spending under two hours on Facebook and 80% on for three hours or 
less.  
 
This survey data shows not only that audiences are spending a significant amount of their time 
on Facebook but that younger audiences spend far more time on the SNS than older audiences 
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as evidenced by Beat’s listener responses. This does not necessarily reflect how much time is 
spent on radio station Facebook pages. Facebook users are known to visit many pages including 
friends’ pages while ‘on Facebook’. The challenge for radio producers, given that the audience 
are willing to spend such high proportions of their daily lives on Facebook, is to attract the 
audience to their page and give them reasons to stay and enjoy the content and experience of 
interacting with others and engaging with the content so that they will visit again. The material 
used to attract and hold the audience must be carefully created, sourced and curated so as to 
appeal to that specific audience at that specific time, day, week, month or year. The material 
therefore needs to be topical and capture the zeitgeist of the people in order to maximise effect 
and attention. Producers must work hard on this and consistently come up with new material 
that will connect with the audience to some depth. Case studies of the radio stations involved 
and evidence of the material used to engage audiences are presented in Chapters 11, 12 and 13. 
 
Phase 3) Participate  
Participation, interaction and engagement are what audiences crave and what radio producers 
hope will make loyal audiences. Rafaeli identifies three distinct levels of interactivity, “one-
way (non-interactive) communication, reactive (or quasi-interactive) communication, and fully 
interactive communication” (Rafaeli 1988: 119). Applying this schematic to radio audience 
participation through Facebook the most common but least participative form of participation, 
is the non-interactive form which includes users visiting the site, viewing content, reading 
comments and generally acting as a voyeur without participating in any way. Quasi-interactive 
communication includes users visiting the page, consuming content and interacting by ‘liking’, 
ascribing an emoji, ‘sharing’ the content with someone else, or commenting on the item. This 
level of interaction could continue over a number of posts and include two-way communication 
with other users. Fully interactive communication occurs when users have a deep and 
emotional engagement with content that has an impact on them and connects them with other 
users. Although much of the emotional affect is experienced internally for the user, the feelings 
are manifested through the comments made between users as they discuss shared memories 
and experiences.   
 
Through textual analysis it was revealed that audience interaction on Facebook is made up of 
a number of different actions which have varying levels of involvement and effort. The most 
superficial type of interaction is ‘liking’ or ‘sharing’ content viewed on a Facebook page, with 
the act of ‘liking’ far more common than ‘sharing’, but the latter showing a deeper level of 
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approval. In-depth analysis of the four Facebook pages involved in this study from 1st to 5th 
November 2013 revealed that in total audience members gave 36,199 ‘likes’ to 123 posts and 
‘shared’ posts 5,665 times. The ‘share’ function allows the user to distribute the post to all of 
their Facebook friends’ Timelines. The receivers are alerted to notify them that material has 
been ‘shared’ with them. Users may also ‘share’ the post with individual friends by ‘tagging’ 
them which is done by simply writing the friend’s name in the comment field. ‘Sharing’ posts 
through ‘tagging’ is less popular than using the ‘share’ function by a two-to-one margin. 
However ‘tagging’ does allow one to ‘share’ with specific individuals rather than one’s entire 
social network. 
 
Most importantly, however, is the evidence that suggest that a significant number of online 
users are merely lurking online and that not all users participate actively or interact to any 
degree. Van Dijck (2009) found that “an emerging rule of thumb” should be used when 
considering the levels of interaction among users that merely one in a hundred people will be 
active online content producers, with ten “interacting” by commenting, and the remaining 89 
simply viewing. This was also found by English (2013) in an Irish context where social media 
users spend the majority of time observing and not participating.    
 
Users may often both ‘like’ and ‘share’ an item on Facebook to show their approval of a post 
and to inform others about it. Competitions for prizes such as concert tickets are the types of 
posts that are ‘liked’ and ‘shared’ in great numbers. This is often part of the criteria for entry, 
not just so the station knows who has entered, but more importantly, is that the users ‘share’ 
the content with their friends so that the station’s brand and identity is circulated and promoted. 
This is a large part of the strategy, using concert tickets as a way of growing a Facebook 
audience, often to include new members outside the station’s listening community. Contests 
and giveaways aside, ‘sharing’ is less common than ‘liking’ but reflects a user’s deeper 
appreciation for the item so much so that they would like their friends to view it also and by 
clicking ‘share’ the other people in your social network can see that you recommend it. This 
low level of participation is easily executed by the user and thus popular Facebook posts will 
attract a great deal of this form of interaction as it snowballs in popularity and ‘goes viral’. 
 
A deeper level of participation involves composing and posting a comment regarding an item 
seen on a Facebook page and is categorised here as a medium level of interaction. The range 
of comments audiences make varies widely based on the content and how users feel on the 
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matter. One in three of all respondents (33%) said they express their opinions on Facebook 
posts and just under one in five respondents said they contribute something by ‘sharing’ 
material with other users – be that a photo, video, web link etc. I found that users made 10,795 
comments over the five days of study November 1-5, 2013, an average of 88 comments per 
post. Thus commenting is a contribution that is less common than ‘liking’ by a margin of more 
than three to one. This finding is not surprising considering the increased level of mental, 
physical, and sometimes emotional effort required to compose a comment compared to simply 
clicking a ‘like’ button. The comment facility can also enable ‘sharing’ by ‘tagging’ which 
might also include a comment to complement or contextualise the material being shared for 
the viewer.  
 
As stated earlier in this thesis, one in three of all respondents stated a desire to express their 
opinions as an important facility for them. Based on the evidence audiences use Facebook 
pages as a forum of discussion on cultural matters and thus a Facebook page acts as a public 
sphere of sorts. With regards direct replies to comments made on a post there was a total of 45 
during the period of analysis, a relatively low number, and less than I expected, but important 
in that it represents the existence of discussions amongst users.  
 
The highest level of participation on Facebook, somewhat akin to Rafaeli’s “fully interactive 
communication”, occurs when a user is intellectually or emotionally engaged with a post’s 
content (Rafaeli 1988: 119). Such posts that create an affective community of individuals with 
identical or similar feelings related to a topic or part of their past was the most powerful 
material found for connecting with an audience and creating a viral sensation. Some of the best 
examples of this were found on Beat’s page where posts inviting users to reminisce about their 
childhood through memories of toys and games from their youth. This fully interactive or deep 
engagement helps radio stations draw users closer as a community of listeners/online users and 
promotes loyalty. Radio Kerry is a station very much connected to the people, the county and 
the communities of Kerry. The management know that in order to gain and maintain the loyalty 
of the Kerry audience they need to be a beacon of cultural celebration in the county. This is 
where radio has been effective in creating a community of like-minded people that share a 




Contrary to my initial hypothesis, radio station Facebook pages were not being used as 
traditional public spheres in the Habermasian sense. This is partly because users have little or 
no control over what will be posted on a radio station’s Facebook page. The radio producer is 
the digital curator who decides what content to post, and users can then react to this material if 
they so choose. Radio Kerry management explained the station does not allow the public to 
post on their page because of the possibility of inappropriate content being posted or of the 
possibility of abuse by some members of the public. All Facebook pages need to be monitored 
and moderated by the station’s staff to protect against inappropriate comments and material 
being posted on their Facebook page. Facebook also has responsibility to moderate the content 
posted to its platform.  
 
5.5 Audience Retention and Growth 
Due to the lack of research into radio audience interaction, I refer to examples from television 
to support my research. A notable example is Enli and Ihlebaek’s work which, although 
focused on televised talent shows, found that facilitation of audience interaction through SNSs 
by the mass media can help build audience loyalty (Enli & Ihlebaek 2011). This correlates with 
my own findings. Managers and producers at the commercial radio stations involved in this 
study stated their motivation behind using Facebook was to engage audiences in the 
expectation that they will return as radio listeners which earns the business further income. 
Hence, building audience loyalty is the primary motive and replicates their on-air strategy 
which is geared towards keeping the listener tuned in.  
 
Survey respondents stated that they visit the radio station’s Facebook pages regularly, with the 
majority visiting at least once a week and many visiting more regularly. This represents a 
pattern of consistency with audiences returning to the Facebook page to consume new 
multimedia content and follow what is going on. As with any media product the challenge is 
to consistently deliver quality content that is fresh and stimulating and that gives the audience 
reasons to continue to visit. 
 
The most popular category of post on radio station Facebook pages is the on-air preview which 
quite simply promotes on-air programming and encourages the audience to listen. Posts such 
as these are regularly published before or as a programme goes live to preview what is coming 
up and hook the listener in, or if they are not listening, give them reason to tune in. The main 
aim is to drive the audience to the two places where the radio stations can sell them to 
 99 
advertisers – on-air or online. Although a radio station has the ability to sell Facebook exposure 
to a client (McMahon 2016), the radio station does not make money from users visiting their 
Facebook page. Instead Facebook generates revenue from users’ time and interactions. This 
makes the practice of radio stations using Facebook somewhat of a poisoned chalice. A modern 
radio station cannot ignore the draw of being on Facebook, but the management know it is very 
difficult to monetize. In fact by making their Facebook page so attractive to the user a radio 
station is helping Facebook make more money since advertising revenue that would have 
previously gone to radio stations is going to Facebook. This commercial conundrum for radio 
stations is a crucial finding of this thesis and will be discussed in later chapters.    
 
Over the course of the period of study the youth radio stations, including Beat, were able to 
boast a steady increase in listener ratings while Radio Kerry had consistently retained their 
listenership numbers. Interviews with producers support the contention that a consistent and 
coherent social media strategy can have an effect on listenership figures (see Fig. 4). Though 
neither the management at the stations nor I were unable to provide concrete evidence to 
support this assertion, the interviewees certainly believed that if they were not using Facebook 
that a certain portion of their audiences would go elsewhere in search of a social media 
experience which suits their tastes – which may mean switching to another station. A strong 
social media presence can also help put a station above another in the minds of those 
interviewed for listenership surveys (JNLR) and thus help ratings indirectly. Beat’s CEO 
adamantly contends that because her station’s young audience is so connected to social media 
that Beat would lose at least some of its audience to the competition, or miss out on attracting 
new youth listeners, if the station made less of an effort promoting the Beat brand via social 
media. Beat’s CEO maintains that her station is consistently increasing its listener numbers 
because they are engaging new audiences through their on-air programming, complemented 
by their social media activity. These increases, she contends, are made up of new young 
audiences that are reached initially through Facebook and other SNSs. In other words new 





Figure 4: Youth Radio Station Reach 2008-2014  
 
5.6 Commercial Radio vs RTÉ 2fm 
RTÉ 2fm was set-up by Raidió Teilifís Éireann (RTÉ) in 1979 in response to the pirate radio 
stations which, although illegal, were ubiquitous in Ireland at the time due to the broad appeal 
to their programming amongst the younger demographic. Since its launch RTÉ 2fm has 
generally enjoyed a strong national reach and market share, second only to RTÉ Radio 1. 
However in recent years that position has been eroded. The drop in ratings had been partly 
attributed to the tragic death of popular mid-morning talk show presenter Gerry Ryan in May 
2010, but this thesis also argues that the station’s reluctance to embrace the power of social 
media and other visual platforms to further engage their audience and attract new listeners was 
a strategic error. The regional youth radio stations outside of Dublin of which there are three; 
Beat in the south east, SPIN South West in the south west and iRadio in the north east and north 
west, grew their reach of young listeners steadily from 2008 to 2014 while RTÉ 2fm’s audience 





Listenership Changes 2009-2014 
The basis for commercial radio’s existence and success is in selling audiences to advertisers 
and the bigger the audience the more advertisers will pay. Hence the accurate measurement of 
audiences became necessary and mass media have been chasing ever higher listenership 
figures. In Ireland radio audience estimates are measured each quarter by the market research 
agency Ipsos MRBI which is funded by the local, regional and national stations along with the 
Broadcasting Authority of Ireland (BAI), the Institute of Advertising Practitioners of Ireland 
(IAPI) and the Association of Advertisers of Ireland (AAI). The results of the survey are 
published quarterly and annually through the Joint National Listenership Research (JNLR) 
reports.  
 
Each survey interviews circa 16,600 members of the public and measures two main criteria; 
audience reach and market share. The former refers to the amount of listeners that listen to a 
radio station each day and is also known as the ‘listened yesterday’ figure as respondents are 
asked what station(s) they listened to yesterday. The latter measurement, market share, 
represents the amount of time listeners spent listening to each station and is a strong indication 
of audience loyalty to a station. Only baseline reach and market share results are available to 
the public while more sensitive breakdowns of reach and share for specific stations and day 
parts are issued privately to each station. As a result, detailed figures were not available to this 
researcher so the publicly available baseline figures were used for this study. A selection of 
these figures is presented above to highlight trends in youth listener changes over the period of 
research (see Fig. 4). 
 
In the period from January 2009 to July 2014, a five and a half year period, RTÉ 2fm went from 
having a national weekday reach of 15% at the end of 2009, which was a -1% decrease on the 
previous year, to 10% by July 2014 – a decline of six percentage points from 2008 (Ipsos MRBI 
2009; 2014). This represents a steady decline in listeners for the station over a sustained period. 
Roughly speaking the station lost one third of listeners in the period 2008-2014 and due to 
audience figures being intrinsically tied to advertising revenue it is no surprise that RTÉ 2fm’s 
revenue had dropped significantly in this time.  
  
During the same time period 2009-2014 gains were made by regional youth orientated radio 
stations. Beat had a reach of 20% in the southeast region in 2009 which grew to 25% in 2014, 
an increase of five percentage points in five years. SPIN South West also increased its reach, 
 102 
rising from 18% to 20% (+2%), i102104 increased from 17% to 21% (+4%), and i105107 
climbed from 3% to 14% (+11%). In 2010, i102104 and i105107 were merged to become 
iRadio in an effort to streamline costs and stabilise the parent company’s finances. 
 
In terms of market share, a measure of the segment of airtime between 7am and 7pm that a 
station holds audiences, the figures reflect a similar trend for RTÉ 2fm and the regional youth 
stations. RTÉ 2fm’s market share went from 10.1% in 2009 (which was -0.4% down on 2008) 
to 6.6% in mid 2014, a drop of 3.5 percentage points or one third. Over the same time period 
Beat increased its share from 12.2% to 16.7% (+4.5%), SPIN South West increased from 9.8% 
to 10.4% (+0.6%), iRadio North West 11% to 12.3% (+1.3%) and iRadio North East jumped 
from 2.0% to 9.0% (+7.0%) (Ipsos MRBI 2009; 2014).     
 
The evidence suggests audiences have either migrated from RTÉ 2fm to more mature radio 
stations, RTÉ Radio 1, Today FM, Newstalk, or switched to the aforementioned regional youth 
stations. Furthermore, it would appear that the new young radio audiences have been attracted 
to the regional youth stations rather than the national public service broadcaster. New entrants 
to the radio market during this time frame also offered plurality in the market. Radio Nova, a 
station with a classic rock music format was launched in September 2010 broadcasting to 
Dublin and the Dublin commuter belt area. Classic Hits 4FM began broadcasting in February 
2009 to broadcast to audiences in the cities Dublin, Limerick, Cork and Galway with a music 
format aimed at the adult market.  
 
Another factor is that less people are listening to the radio today than five years ago. From 
2009 to 2014 the number of people listening to the radio on a daily basis fell from 87% in 2009 
to 83% in 2014 (Ipsos MRBI 2009; 2014). If there are 2.1 million adult listeners, this represents 
a drop of 84,000 listeners over the past five years. Interestingly the public broadcast station 
involved in the research, RTÉ 2fm, did not see audience retention as a primary motivating factor 
to Facebook engagement during the interviews I conducted with them. This reflects the attitude 
RTÉ 2fm has towards social media which I believe has had an effect on the station’s 
listenership. Another factor is the organisation’s reduced reliance on commercial revenue due 
to their significant subsidies from the television licence fee, which commercial independent 
radio stations do not receive a share of.  
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This helps explain why radio audiences are moving away from RTÉ 2fm in favour of regional 
youth radio stations of Beat, iRadio and SPIN South West due to the former’s inability to cater 
to a youth market which is showing keen interest in being engaged through digital, visual and 
social media. Furthermore, because the audience of regional youth stations is growing in 
Ireland, it suggests that these stations are attracting the younger radio listeners when they first 
start tuning into radio and before RTÉ 2fm can draw them in. They learn about their regional 
youth station before they learn of RTÉ 2fm because the regional stations are much more 
dynamic and exciting in how they use social media to reach that audience segment than RTÉ 
2fm, and actually target young people more aggressively.  
 
The argument that younger people are more avid digital technology users is not a novel 
assertion, indeed ComScore’s global social network research in 2011 found that the 15-34-
year-old cohort were the highest social media users. The same research also found that the 
older 55+ users were increasingly becoming involved, particularly female users. Meanwhile, 
the 35-54 group were still lagging behind the older and younger cohorts in terms of social 
media uptake and time spent online (ComScore 2011).  
 
The popularity of social media among younger people offers an advantage for youth radio 
stations such as Beat and SPIN South West over the national and local competition which must 
cater to a wider, and thus older demographic. Add to this the slow reaction RTÉ had to the 
arrival of digital and social media and it was clear why youth radio stations’ listenership grew 
in the early years of this research 2011-2014 at the expense of RTÉ 2fm. Much of this loss in 
listenership, I argue, was due to the lack of dynamism and response to the changes in audience 
preferences and the need for radio stations to be online where the audience is spending a 
significant proportion of its time. RTÉ’s Digital Priorities 2015-2016, aimed at addressing this 
lack of digital presence, may have arrested this drop based on the evidence, and in some 
measurement cycles shown slight increases in listenership for RTÉ 2fm from 2016 (Ipsos MRBI 
2016b). There were other factors that may also have played a role in the improved listenership 
at RTÉ 2fm including a dramatic shakeup in the schedule and presenter line-up that brought 
new, young voices into the primetime slots and shunted older presenters to the weekend and 
evening sections of the schedule. Furthermore, in 2018 the RTÉ 2fm Facebook page had shown 
significant growth in Facebook ‘followers’, boasting 490,641 on July 23, 2018. This is 
evidence that RTÉ did manage to improve their standing and popularity among their audience 
online with the changes discussed above going some way to achieve this. 
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The radio professionals interviewed explained how Facebook acts as another tool to 
supplement a radio station’s on-air content, and to help promote the radio station through 
digital platforms in order to drive audiences back to the on-air product or to visit the website – 
both of which earn the station direct revenue. As Barnard posits, radio stations use their web 
site “…as information points to bring added value to their services, as well as offering 
permanent online access to the station's output” (Barnard 2000: 253). At each station a number 
of staff members are responsible for updating the Facebook page and for maintaining a supply 
of fresh content to attract audiences. The on-air presenter or producer is usually responsible for 
posting content during their programme. This responsibility then passes to the next 
presenter/producer when their programme starts. Thus, the radio presenter/producer’s 
professional remit has been significantly expanded and this will be discussed in greater detail 
in Chapter 8. Furthermore, I argue there are more forms of capital that can be accumulated by 
radio stations beyond the obvious economic capital, namely social and cultural capital. 
Although not measured in monetary value, social and cultural capital help the station build a 
brand that is well informed and well connected to the community. This building of reputation 
among young people in particular can help build the station’s reputation and encourage them 
to listen to the station and become ambassadors of the station’s brand.   
 
5.7 Conclusion 
Radio listeners are keen to be involved in the on-air narrative and have turned to social media 
and social messaging to communicate with radio producers and contribute their opinions 
whenever possible. A station’s Facebook page is an extension of the radio station and offers 
content which complements the on-air product, or promotes what is coming up on-air. Radio 
audiences are no longer satisfied by audio content alone. Audiences want more from radio 
stations, a deeper media experience including visual and audio-visual multimedia which is 
increasingly offered online through the dynamic and innovative platform of Facebook. 
Discussion of the active audience stems from cultural studies theory which challenged media 
affect theory and argued the audience were much more active and had much more control over 
the media messages they consumed. This has continued in the current research where the 
audience are now media producers as well as consumers due to the access they now have to 
the means of not only media production, but media distribution. This has altered the 
nomenclature to terms such as ‘prosumer’ and ‘produser’ as a reflection of the dual nature of 
the role now occupied by the people formerly known as the audience. 
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A central research question of this thesis was to understand the uses radio audiences have for 
visiting and interacting with radio station Facebook pages, and what motivates them to 
participate. The research found that Irish radio listeners are an active audience that visit radio 
station Facebook pages seeking information, entertainment, opportunities to win prizes and to 
access a forum where they can express their opinions. Furthermore, audiences want to interact 
and participate in on-air and online discussions. Facebook affords them these opportunities.  
 
This chapter also analysed what the audience are doing and their patterns of behaviour 
including radio and social media consumption and production practices. Radio audiences’ 
patterns were found to follow a continuous cycle. This cycle begins with listeners as habitual 
radio listeners who then decide to visit their preferred radio station’s Facebook page seeking 
deeper media content, entertainment and interaction. As a result of the experience offered on 
Facebook, audiences return to the on-air programme, remaining as loyal radio listeners and, by 
extension, regular radio station Facebook page visitors. This process of continuous engagement 
and entertainment is tied to the radio stations’ marketing strategy of maintaining existing 
listeners and attracting new ones by any means possible. Due to the limited resources that can 
be directly extracted from Facebook exposure by a radio station, stations are not reaping huge 
economic benefits from high Facebook popularity. Instead Facebook itself is benefiting by 
harvesting user data to targeted advertising at the user, thus damaging the Irish Radio Industry’s 
fragile economic model. A distinct discrepancy was found between the social media strategies 
of the commercial and public service stations involved in this study with a correlation identified 
between this and listenership figures – the  lifeblood of any radio station. Commercial radio 
stations were found to be far more aggressive and innovative with their social media 
engagement whereas RTÉ 2fm was slow to react but eventually became much more digitally-
focused and visual with their output in 2015 and 2016. Therefore the commercial stations were 
quicker to adapt to the shift in power towards the audience member and created an offering 










Chapter 6: Putting the ‘Social’ in Social Media: The Importance of Connecting  




Having focused on the attitudes and behaviour of the audience, I will now address the impact 
of Facebook on radio producers’ roles and what functions the platform holds for them and their 
station. This chapter presents findings and analysis from interviews with producers and key 
personnel in the featured radio stations. The aim was to better understand the producer’s 
perspective in a time of rapid change for radio and digital media and what reasons they had for 
adopting Facebook. The chapter also looks at the strategies involved in attracting and engaging 
listeners and online users to consume media produced by the station. 
 
The research methodology of the interviews and detail of the individuals interviewed will be 
presented in this chapter to offer clarity and a strong understanding of the research process for 
the reader. The in-depth, semi-structured interviews were conducted with presenters, 
producers, general managers, marketing managers and CEOs of four radio stations, the three 
involved throughout this thesis, Beat, Radio Kerry and RTÉ 2fm, plus one interview with the 
Assistant CEO of SPIN South West. Transcripts of these interviews can be found in Appendix 
8. It was found that the use of Facebook held four main functions for radio stations; to increase 
the online and digital presence, to promote the radio station, to increase interaction and 
engagement and increasing radio listenership. Fitting with the Active Audience Cycle outlined 
in the previous chapter this is a sequential process that reflects the deliberate strategy of radio 
producers to compete and remain relevant in an age of digital media. However, stark 
differences exist between the strategies of the commercial and public sectors with the former 
being far more direct and aggressive in the planning and execution of social media strategies. 
I argue that this is as a direct result of immediate financial pressures placed on the commercial 
stations with the arrival of the economic recession from 2008 onwards compared to the public 
service broadcasters who were under less pressure to change.  
 
6.2 Research Methods: In-Depth Interviews 
The qualitative in-depth, semi-structured interview was a fundamental method in this research 
due to its effectiveness at eliciting important information from key individuals. There exists a 
plethora of names for the various types of interviews employed in social science research. 
Frankfort-Nachmias and Nachmias prefer the term “personal, focused interview” to refer to 
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what would also commonly be known as an in-depth, semi-structured interview. Both are 
interchangeable and refer to an interview where the interviewer aims to gain an in-depth set of 
qualitative data from their subject while having the flexibility to adapt or change the set of 
questions or format as required, or as s/he sees fit (Frankfort-Nachmias & Nachmias 2000: 
217). This can be the case when a researcher pursues a certain line of enquiry based on previous 
experience, hypotheses or existing theory. Having the flexibility to pursue an unexpected 
avenue of questioning can lead to invaluable insights not anticipated or foreseen by the 
researcher. This was the case with the current study which revealed a number of radio 
production practices and strategies that had emerged as a direct result of the adoption of digital 
media in Irish society at the time of research. 
 
Interviews were chosen over questionnaires for a number of reasons, firstly, as Kane and 
O’Reilly De Brún posit, “an interview can give greater depth than a questionnaire, because you 
can probe – encourage people to expand on their answers – and crosscheck information” (Kane 
& O’Reilly De Brún 2001: 266). Rubin and Rubin also advocate the use of interviews,  
Unlike survey research in which exactly the same questions are asked to each 
individual, in qualitative interviews each conversation is unique, as researchers match 
their questions to what each interviewee knows and is willing to share (Rubin & Rubin 
2005: 4). 
 
Interviews offer the interviewer more control of the situation while also offering greater 
flexibility than the questionnaire to allow them to probe for more information and/or detail, to 
change the order or wording of questions, or to help rephrase or clarify should questions be 
unclear to the interviewee. The personal interview allows for a high response rate compared to 
questionnaires where respondents can easily ignore or avoid the researcher. Interviews allow 
for the gathering of supplementary information, such as personal background information on 
the interviewee or can uncover an unexpected reaction to a question that might not have been 
revealed using other methods (Frankfort-Nachmias & Nachmias 2000: 218). There are 
drawbacks, however, including the limited number of interviewees that can be consulted 
compared to a survey and the time required to interview multiple individuals spread throughout 
the country. Despite these drawbacks I felt the method was very effective given the number of 
interviewees involved and the fact the method was supported by the other research tools 




6.3 Fundamental Functions of Facebook 
Interviews were conducted with ten industry professionals at four radio stations (RTÉ 2fm, 
Radio Kerry, Beat and SPIN South West) which represented a variety of station types and a 
geographic spread throughout the country. Within these stations specific programme teams 
were interviewed namely; the Tubridy 2fm programme on RTÉ 2fm; Kerry Today, a current 
affairs programme on Radio Kerry and Beat Breakfast, a speech-based entertainment 
programme on Beat. The assistant CEO was also interviewed at SPIN South West. The 
interviews allowed the researcher to access a deeper level of understanding with each 
interviewee to explore the functions audience participation via Facebook has for them, their 
programmes, their audience and their station. The following represents their responses 
categorised into four functions for Facebook; to increase online presence, for station promotion 
purposes, to increase audience participation and to improve listenership, and with it revenue. 
Each of these will now be discussed in more detail. 
 
Increase Online Presence 
As the literature presented in previous chapters pointed out, we are living in a digitally-
connected convergence culture where digital media and Information and Communication 
Technologies (ICTs) are ubiquitous. Furthermore, these technologies are increasingly 
prevalent day by day as technology empowers the user and allows individuals to connect in 
more ways through mobile communication hardware such as smartphones and tablets and the 
Android and iOS software that powers them. As a result of this explosion in digital media and 
online growth, the viability and place of radio in the Irish public’s daily lives has been 
challenged. 
 
Social media offer some of the most popular yet invasive digital platforms that open new and 
exciting communication and connection opportunities but also open the door to malicious and 
harmful attacks. Young people in the 15 to 34-year segment of the market were particularly 
enthusiastic social media users during the period of study, not only using social media 
platforms such as Facebook, Twitter and Instagram in the early years of the research, but also 
adopting new and emerging platforms such as Snapchat and WhatsApp as these services 
rapidly became popular and commonplace among the general population. Due to this 
popularity of social media among young people and their penchant to be ‘early adopters’ of 
new technology, youth radio stations were in a unique position to take advantage of the rapid 
growth in popularity of the platforms.  
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Programme Controller and Assistant CEO of SPIN South West Nessa McGann is a strong 
supporter of the use of any and all platforms that help her staff reach their audience. McGann 
believes that people are increasingly using Facebook to communicate and especially those in 
her station’s demographic, the 15-34-year-old cohort. McGann understands the importance of 
her station being present on Facebook, as she puts it “we have to be there because that’s where 
our listeners are”. McGann points out that being on Facebook is similar to her station being 
present at night clubs and other places where young people gather in large numbers in order to 
be noticed and promote the stations brand (McGann 2013). The online, virtual world is as 
important if not more important than the physical world because of the power of technology to 
spread a message and attract a crowd instantaneously. 
 
Gabrielle Cummins CEO and Programme Controller of Beat believes that an online presence 
is absolutely essential “because we are a youth station and social media is so huge for our 
audience”. Cummins is highly keen that all presenters and deejays be connected to the audience 
via social media, asserting that if the station is doing something on-air they have to be 
supplementing it online, “we have to make sure it’s part of what we do” (Cummins 2013). 
Cummins believes radio stations like Beat have to embrace social media more than other 
companies because the station has to be where their audience is, and Beat’s audience, according 
to the industry research, is on Facebook, “they’re all engaging with Facebook so it’s really 
important that we’re there” (Cummins 2013).  
 
Fiona Stack, General Manager of Radio Kerry, also knows that her station needs to be online 
and more specifically on Facebook, “it’s part of our listeners’ world and if we want to engage 
with them then we have to be in their space, we have to be in their zone”. Stack believes that 
any radio station would be foolish to “turn a blind eye” to Facebook such is its prevalence in 
modern society and the strength of its relationship with modern media (Stack 2013). The online 
exposure that Facebook offers is a very useful way for stations to have a presence where 
audiences are spending increasing amounts of time.  
 
There is also an element of needing to keep up with the competition. Ryan Tubridy, RTÉ 2fm 
presenter, states that Facebook has become so prevalent in most people’s lives that 2fm has to 
have a presence on the social network site. Otherwise he and his programme run the risk of 
being left behind by the competition if they do not “keep up with the times” and embrace the 
 110 
popular communication platform. Even though his core audience is somewhat older than the 
mid to late teens of the other youth stations, “because everyone else on planet earth is using it, 
we’d feel a little too old fashioned not to have such a thing” (Tubridy 2013). 
 
Not only is it a case of keeping pace with the competition and being where the audience is, 
there are a host of new opportunities open to radio producers through such a user-friendly 
online tool such as Facebook. These opportunities can enhance the overall entertainment 
package offered to the radio audience. Producer-in-Charge of the Tubridy 2fm programme on 
RTÉ 2fm, Paul Russell, values the opportunities offered by Facebook as it provides a more 
vibrant, interactive and meaningful online presence compared to radio station websites, which 
until recently, were the only online presence radio stations had. As a result of Facebook, he 
believes the traditional website is becoming somewhat redundant (Russell 2013). After all, 
Facebook offers all the information the audience is looking for and can be updated instantly 
and without the need for web administrators and cumbersome backend editing tools.  
 
Having an online presence is also very useful for engaging those who maybe cannot listen to 
the radio at that time for whatever reason, but still want to follow the show and be involved, 
according to Grace Waller, Researcher on the Tubridy 2fm programme (Waller 2013). Waller 
explains how an online presence also allows her and the team to bring visual components into 
the radio show, thus enhancing the experience for the audience and allowing them to follow 
the show at a glance or while doing their work. In the case of the Tubridy 2fm programme, this 
usually comes in the form of photographs or images, often of Ryan in the office, in studio, with 
a celebrity guest, or on the road, and gives the audience a wider experience of the programme 
and a ‘behind the scenes’ peek of what goes on when the show is off-air. Waller believes that, 
because of Tubridy’s celebrity status, his audience has a keen interest in seeing, as well as 
hearing Ryan. Photographs of Tubridy at his desk or opening fan mail, as mundane as that may 
seem, are highly interesting and engaging for his large, mainly female, audience. One of 
Waller’s main responsibilities is to maintain Tubridy’s online presence and does so largely 
through her mobile phone which she uses to take photographs, apply filters to give the images 
improved aesthetic, and post the images to the Facebook page. Such material proves popular 
on the Facebook page and is done throughout each weekday. The use of Facebook by Tubridy 
and his team to engage audiences through the presenter’s celebrity status will be discussed as 
a dedicated case study in Chapter 13.  
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Tubridy himself certainly sees an advantage of being able to “bring a visual element to an aural 
product” by posting photographs, videos and other multimedia content on the programme’s 
Facebook page (Tubridy 2013). The strategy of offering a wider experience through Facebook 
is supported by the presenter who likens the content on the Facebook page to “the DVD extras”, 
in other words the value added extra content that the audience gets in addition to the on-air 
content and often outside of the programme air time of 9-11am, Monday to Friday (Tubridy 
2013).  
 
Tubridy 2fm Producer-in-Charge Paul Russell is pleased to have such a resource as Facebook 
at his disposal where he can place extra content on an easily accessible platform, “for people 
to see, to experience, to hear to read about what we’re discussing…I think we’d be lost without 
it at this stage” (Russell 2013). Russell believes Facebook makes radio “more digestible” and 
that new media platforms such as Facebook are “really, really helpful additions to the overall 
radio experience” (Russell 2013). The producer also likes how Facebook is very useful at 
bringing a visual element to radio, which is a recurring theme of these interviews. 
 
Station Promotion 
The increased online presence afforded by Facebook allows radio stations to reach new 
audiences and is part of what makes the SNS so attractive. According to radio station marketers 
Cummins, McGann and O’Sullivan, Facebook is a very useful tool for promoting the station 
and driving traffic back to the on-air product or the station’s website, both of which can be 
monetised.  Melanie O’Sullivan, Events and Marketing Manager for Radio Kerry, explains 
their strategy as working to engage people to send them to either the radio to listen, or to the 
website to find more information on whatever they’re looking for, “so we’re using it as a 
marketing tool to engage with people” (O’Sullivan 2013).  Nessa McGann explains that SPIN 
South West’s Facebook page is very reflective of their brand and is used very much as a 
promotional tool to drive people to listen to the radio station or to visit the website. For 
example, if the station is running a competition to win concert tickets, they will always require 
the audience to listen on-air to enter. This allows the station to encourage more listeners to 
sample the station’s product and hopefully return again in the future. 
 
Barnard argues that few radio station websites are profitable but that they present “new 
opportunities for sponsorship, advertising and promotion of the station's off-air activities” 
(2000: 253). This is certainly true for station websites which have been superseded by 
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Facebook because of the dynamism and regularity in which information can be updated and 
disseminated. Furthermore, Barnard makes a particularly salient point about ancillary benefits 
of radio station websites that can now be directly applied to Facebook,  
“they have value in building brand loyalty and customer confidence, generating 
information about the product…part of the challenge is to keep users coming back to 
the site by creating an expectation of new information every time” (Barnard 2000: 253). 
 
This was identified by station management as crucial, that audience loyalty was evident on 
Facebook as well as in listenership. As Gabrielle Cummins CEO of Beat explains, “Facebook 
is an extension of our brand, if we do something on-air, we always want to see how we can 
make more people aware of it”. Cummins goes on to say that Facebook is another method for 
her station to reach new and existing audiences to promote the station and its programmes. 
Cummins believes that because social media has evolved so much in recent years, Beat’s 
Facebook page has become an extension of their brand (Cummins 2013). The notion of brand 
building was also identified by O’Sullivan who sees Facebook and other social media as 
helping build brand recognition, “the lines are blurred now so as long as people are keeping 
Radio Kerry as a brand name and they know it as where they got their information or it’s their 
station of choice…we’re happy” (O’Sullivan 2013).  
 
Niall Power, Head of Station Sound at Beat, says the station encourages people to visit the 
Facebook page “primarily for recall, to get Beat into people’s heads as best we can” in an effort 
to keep the Beat brand at the forefront of their minds (Power 2013). The strategy is that this 
pays dividends when the JNLR surveys are being conducted each quarter. The hope is that Beat 
is the station that people recall when they are surveyed. Treasa Murphy Head of News at Radio 
Kerry made the same point, arguing that if the Radio Kerry brand can be pushed to the forefront 
of people’s minds via Facebook or any other means, that it will not matter if they have not 
listened to the station they may still name Radio Kerry as the station they listen to when the 
listenership survey is conducted, thus boosting the stations listenership figures (Murphy 2013). 
 
Russell sees Facebook as a positive marketing and promotional tool for the Tubridy 2fm 
programme and by extension RTÉ 2fm as well, as Russell states, “it reinforces our presence” 
(Russell 2013). Facebook is a very useful tool for marketing the programme’s presenter, Ryan 
Tubridy, one of the most popular and the highest-paid broadcasters in Ireland at the time of 
writing. Russell explains that due to Tubridy’s diverse broadcasting career – he has presented 
a number of television and radio talk shows on RTÉ Radio 1 and RTÉ 2fm – that people are 
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often unsure as to where he is currently working, and Facebook helps remind people that he 
presents on RTÉ 2fm. In late 2015 Ryan Tubridy returned to RTÉ Radio 1 to present a mid-
morning show. 
 
Increase Participation, Interaction and Engagement 
The third function that Facebook offers is increased interaction between the audience and the 
station. As the literature presented earlier in this thesis revealed modern media consumers, 
radio listeners included, want to engage in two-way communication with media producers and 
are demanding increased involvement in the programmes they consume. This empowers the 
audience and makes them media users rather than simply media consumers. Facebook 
facilitates this by offering the audience increased interaction opportunities including the 
prospect of contributing their own content. Brecht envisaged a time when radio would fulfil its 
powerful potential by becoming not only a transmitter of information, but a receiver of 
information from audience members (Brecht 1973). It is clear that Brecht’s vision has now 
become a reality in modern radio. 
 
Until only recently, text messaging was the preferred method of audience interaction. McGann 
explains that despite a continued reliance on text messages, Facebook now offers a much more 
diverse range of options for the audience to interact with a radio station, “Facebook allows the 
audience to do more and share more…they can now send in their own photos, videos, share 
images and links with the station and its followers” (McGann 2013). McGann also sees it as a 
useful feedback channel,  
“It’s a way to connect with our audience, it’s a way to gauge what our audience is doing, 
thinking about and how they feel about issues, music and what’s going on in their lives 
and it’s a direct communication with them” (McGann 2013). 
 
Treasa Murphy of Radio Kerry believes it offers the audience more communication options 
and helps the producer to “get conversation from listeners” especially those who find the other 
forms of audience interaction such as phoning, texting or emailing not to be of their liking. 
Murphy feels many listeners prefer communicating via Facebook because it is less formal than 
other channels such as email. (Murphy 2013). Stack also sees Facebook as yet another way to 
interact with listeners and contends that the more methods of communication a station can offer 
its audience the better (Stack 2013). 
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The format of the Tubridy 2fm programme involves a strong element of audience participation 
for much of its content and thus the interactive features of Facebook are a key function for the 
production team. Tubridy feels that it allows the audience to share material with the production 
team and other users, be that photographs, videos, links etc. Tubridy feels that Facebook can 
act as a “rudimentary straw poll”, to measure audience sentiment towards an item through the 
number of ‘likes’ and comments it receives. In other words, Tubridy finds Facebook allows 
the audience to have a say and creates real two-way communication between station and 
listener which engages the audience further. 
 
Tubridy finds the interaction useful for finding out more about the programme’s audience, 
“who they are, what they like and what catches their attention” (Tubridy 2013). Researcher on 
Tubridy 2fm, Grace Waller agrees that Facebook is an excellent resource that provides a wealth 
of information about the audience. This includes their opinions on matters, what their likes and 
dislikes are and what they like to talk about, which in turn informs the team as to what they 
should be covering in their show. Niall Power of Beat argues that Facebook is another way of 
“attracting interaction from the audience” and agrees that Facebook is a useful tool to gauge 
how people feel about something that’s going on in the news. Power wants the audience to 
perceive the station and its staff as “People Like Us”, people who share common tastes and 
interests with the listeners. Facebook allows Beat staff to remain acquainted with the 
audience’s interests by offering a platform for open discussion (Power 2013). Power asserts 
that he uses Facebook “to further engage listeners and to get them to listen to the station more 
and provide us with content for our shows” (Power 2013).  
 
The production of the Beat Breakfast programme forms an important part of the interactivity 
between station and audience. Modern audiences are keen to get involved, have more of a say 
and generally help shape the media programmes they consume. Facebook allows audiences the 
platform to contribute that content, be that written text, images, videos, photographs or any 
multimedia content they may want to share with others. As Enli and Ihlebaek write, when an 
individual is included in a TV programme this makes them feel involved and further engages 
them to continue to ‘follow’ the programme to find out how they have influenced the outcome 
of the show and thus builds loyalty (Enli & Ihlebaek 2011).  
  
For Producer-in-Charge of Tubridy 2fm, Paul Russell, interaction is integral to the programme, 
as he describes “it  is an audience driven radio show”. Russell believes that there is drama in 
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every home in Ireland and everyone has a story to tell. He and his team want to tap into that 
because that is what listeners want to hear; stories that resonate at local and national levels. 
Russell explains that this is what makes his programme, and radio in general, so exciting, “you 
just don’t know what you’re going to hear next” (Russell 2013).  
 
Russell continues by saying that Facebook is a very useful medium for his programme’s 
listeners to interact with the show and that such interaction “can exist almost separate to the 
radio programme” (Russell 2013). I agree with this assertion as I have found that radio station 
Facebook pages hold different content to the on-air discussions. Furthermore, Facebook holds 
a different function than text, email or phone participation. Russell describes Facebook as a 
“social mall”, a meeting place where the audience and the show can connect in a somewhat 
different way than they do on the radio. Furthermore, Russell believes that it allows interaction 
outside of the programme’s broadcast slot of 9am-11am, therefore offering “a much wider, 
broader and somewhat less demanding place to meet” (Russell 2013). This means that the 
audience and the production team can “dip in and out of the Facebook page and still feel 
connected to one another”. Waller echoes Russell’s sentiments and believes one of Facebook’s 
strengths is that it offers interaction with listeners when the show is over, such as during 
evenings and weekends when audiences generally have more free time to explore the 
programme’s online content. 
 
Increase Listenership 
Fiona Stack argues that a radio station’s bottom line is to keep listenership up and believes that 
interaction and engagement with listeners can help grow the audience. Stack sees Facebook as 
being able to help facilitate this engagement and thus help grow the audience (Stack 2013). 
The literature presented earlier in this dissertation supports the theory that audience 
participation with radio programmes is beneficial for the station in the form of increased 
loyalty, and thus revenue. According to Harley, the interaction between audience and station 
also has commercial motives, positing that media producers “use two-way communication for 
mostly one-way commercial objectives – the sale and promotion of goods and services” 
(Harley 1996: 104). I agree with Hartley and it is the two-way communication involving 
multimedia content that maintains the audience’s interest and keeps them listening to the 
station. The conversion of audience interaction into more listeners is the final function of 
Facebook for radio stations and ultimately the main focus of their efforts. If the producer can 
convert Facebook interaction into radio listening, this will benefit the station financially. 
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Listenership figures are what drive the radio industry and is the main measurement of success 
as it dictates the amount a station can charge for its airtime. It is logical therefore for stations 
to have the motive of profit behind everything they do. Increasing the number of listeners of 
their respective radio stations is cited as a key motive for station managers and producers for 
embracing Facebook, because more listeners equals more revenue. As Hendy writes, audiences 
are the “primary product, or commodity, of radio” (Hendy 2000b: 31). After all, Ang argues 
that audiences were created by radio stations with the goal of making a profit from them (Ang 
1991). Ultimately stations are motivated to improve the bottom line through what Smythe 
describes as the ‘commodification of audiences’ (Smythe 1981), where the audience are 
reduced to a tangible commodity that works to earn money for the media organisation. These 
scholars are correct. The prime objective of radio always was, and still is, to obtain and 
maintain listenership. What has changed is the channels which the audience uses to consume 
radio, and which producers use to engage and to sustain their attention and loyalty.  
 
SPIN South West had been consistently growing its Facebook following and had the highest 
number of ‘likes’ of the stations studied in this research and the third highest of all the radio 
stations in Ireland in 2013. The station had also experienced steady growth in listenership 
numbers over the years of this study. However, Programme Director and Assistant CEO Nessa 
McGann is hesitant to draw a direct correlation between the two figures without evidence to 
support it and believes there are other factors at play. McGann describes Facebook as “a really 
important tool to drive people to listen to the radio and essentially sell advertising, because 
that’s the basis of commercial radio” (McGann 2013). McGann appreciates the value of the 
social network as an aid to promote the station and hopefully increase listenership through 
improved brand awareness. McGann uses Facebook to help recruit new listeners and maintain 
existing ones because it makes people aware of the SPIN South West brand.  
 
McGann also points out that there are other factors that are helping her station grow its listener 
base and argues that all of the youth radio stations are gaining listeners as the market becomes 
more fractured. McGann believes that SPIN South West are capturing new listeners in their 
early teens and keeping them until they reach thirty years of age or so and move on to stations 
more geared to their age demographic. McGann explains why SPIN South West appeals to 
younger audiences, “we offer listeners more music and less talk, which appeals to younger 
people” (McGann 2013). 
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CEO of Beat Gabrielle Cummins encourages the station’s staff to use Facebook to engage the 
audience and “drive them back to listen on-air” (Cummins 2013). Cummins believes that 
Facebook has helped the station grow its listenership because of the staff’s effective use of the 
SNS. Cummins points out that the station has seen consistent audience growth since 2004 and 
argues that the station would have become stagnant and probably would have lost listeners had 
they not embraced technology, including social media, from an early stage. Furthermore, 
because of the rapid rate that technology is evolving, Cummins believes that some radio 
stations will fall behind if they choose not to keep up with the modern technology and embrace 
social media. Cummins continues by stating that Beat is growing its listener base primarily 
because the management are listening to what the audience want to hear on the station, and 
what is more, the station is using Facebook to gather this information.    
 
Niall Power of Beat believes that Facebook supports listenership and states that the main 
reasons Beat uses Facebook is to support the on-air product both in terms of supplying some 
content and supplying listenership – the latter being of higher importance. As Power explains, 
“it’s all about ratings at the end of the day” (Power 2013). An example Power offers is a 
competition being run on-air with a prize up for grabs. The presenters can promote it on the 
Facebook page, but direct people to listen to the programme for their chance to win. Power 
explains how this is crucial to the strategy of driving people back to the on-air programmes and 
not allowing them to dwell on the station’s Facebook page. Since the radio station cannot make 
money from their Facebook page, the audience must be encouraged to listen to the radio where 
revenue can be made from them. Essentially Power uses competitions as a ‘dangling carrot’ to 
entice people to listen to Beat and increase the station’s listenership. Power states, “we’re using 
Facebook to enhance and strengthen the on-air product and boost the figures which leads to 
improved revenue for the station” (Power 2013). Power explains how Facebook is a very quick 
method of reaching a large number of people, who may or may not be Beat listeners, and 
encourage them to listen to the on-air product “which is essentially what radio stations need at 
the end of the day – listeners” (Power 2013). The Beat case study in Chapter 12 illustrates how 
Beat has been able to reach new audiences within their target demographic through Facebook. 
 
Power also hopes that Beat’s Facebook content might persuade new or occasional listeners to 
tune into their radio station more regularly. Power explains that the station has two strands of 
listener; the ‘P1’ strand includes the regular listeners who are loyal to the station and listen on 
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a regular basis, while the ‘P2’ strand includes the occasional listener who might tune in from 
time to time to sample the Beat product. Power hopes that through Facebook the station can 
attract more ‘P2’ listeners to tune in more often and hopefully become ‘P1s’ themselves (Power 
2013). Melanie O’Sullivan of Radio Kerry concurs with this strategy. O’Sullivan believes that 
if you are promoting the radio station on the radio you are only promoting the programme to 
people who are already listening, you are not reaching the non-listeners, and this is the 
advantage of using Facebook. It presents the opportunity to promote the station to those who 
might not necessarily be listening on a regular basis, but who are on Facebook and may come 
across the posts (O’Sullivan 2013). Facebook offers the opportunity to be spontaneous and 
engaging to grab attention and give a reason to listen to Radio Kerry. Thus Facebook offers 
radio stations the opportunity to reach out to potential new listeners, but it must do this by 
posting content that existing users might ‘share’ with others in their social network – some of 
whom may not be listeners but may become listeners at some point. 
 
O’Sullivan is however hesitant to say for certain that Facebook helps the station gain listeners 
due to the lack of evidence or research done to support the theory. However, O’Sullivan 
believes that this does not hurting the station as it is unquestionably engaging people. 
O’Sullivan contends that even if Facebook is able to help maintain the existing listenership 
numbers, that would be a positive result in the current climate, where so many media 
organisations are losing audiences. It means that the station has a core of loyal listeners, which 
is always a good thing (O’Sullivan 2013). Radio Kerry’s Treasa Murphy believes that 
Facebook can help grow listenership, “I do think it’s a way of growing people, of growing 
listenership and that it will draw people back to the radio, which is the main aim of radio 
stations” (Murphy 2013). Murphy continues to value quality radio programming however and 
sees Facebook as merely a means to an end, with that end goal being to grow the station’s 
listenership.  
 
General Manager at Radio Kerry Fiona Stack reiterates the point made above that a radio 
station’s bottom line is “to keep your listenership up, so the more ways you can tell people 
about it and engage with them the better”. Stack’s argument is that Facebook helps attract 
possible new listeners who would not normally interact with the station via traditional methods 
or be aware of what is going on on-air. Therefore, in terms of promotion Stack believes that 
by, “teasing people, hooking them, be it towards a programme piece or a competition”, that 
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Facebook can be very useful for informing people of what’s on-air and hopefully appealing to 
their tastes or interests (Stack 2013).  
 
Stack also believes that one should not ignore something as profound as Facebook and its 
prevalence in society, especially among younger people. By adopting Facebook, Stack feels 
that Radio Kerry is seen by the audience to be keeping up with the times – thus working to 
remain relevant. The danger being that listeners might be lured elsewhere should Radio Kerry, 
which targets the 25-65-year-old cohort in county Kerry, be seen to be lagging behind other 
radio stations by not communicating on their preferred platforms. Stack is referring particularly 
to audience members around 20 years of age whom Radio Kerry needs to be attracting now so 
that they become loyal listeners and are still listening to the station in 20, 30 and 40 years’ 
time. Stack and her staff see social media as key to attracting these younger audiences. Even 
though most of the programming on Radio Kerry may be geared to an older demographic, 
younger listeners recognise that Radio Kerry is relevant to them and has something to offer. 
For example, the late night music programme, The Pulse, is targeted at a younger audience and 
the presenter is charged with using Facebook, Twitter and other SNSs as much as possible to 
interact with the audience, as this is how that age group prefers to communicate. Facebook is 
also where you will find this audience spending their time, and therefore makes the strategy of 
using the SNS to attract them a logical one (Stack 2013). 
   
An interesting finding is the perspective from Russell, Producer-in-Charge of the Tubridy 2fm 
programme who does not see increasing listenership as a primary function of Facebook for his 
programme, or that the social network site can help increase listenership. Russell has yet to see 
the figures that would support the notion of Facebook increasing listeners, “I don’t think it 
connects people in that way, not yet anyway” (Russell 2013). Programme presenter Ryan 
Tubridy agrees with Russell declaring, “No is the simple answer, I don’t think it’s actually 
going to garner more listeners” (Tubridy 2013). Tubridy believes the only way to gain more 
listeners is by having a quality radio show, not by having a good Facebook page. Furthermore, 
Tubridy believes that producers should “focus on the core product of broadcasting” as a means 
of increasing listeners (Tubridy 2013).  
 
The above finding that RTÉ 2fm are less convinced of the possible correlation between 
Facebook engagement and radio listenership figures than their commercial station counterparts 
is notable. This may be due to the fact that they have less of a reliance on audience figures due 
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to their public funding stream from the broadcasting licence fee. This allows RTÉ 2fm to be 
less reliant on advertising revenue compared to commercial radio stations for which it is the 
main revenue stream. However, Hendy argues otherwise contending that every station needs 
to maintain or grow its audience numbers, even public service stations, who need to justify 
their licence fee funding (Hendy 2000b). I argue there was a correlation between Facebook and 
radio listenership based on the findings presented above, as well as the drop in RTÉ 2fm’s 
listenership which coincided with a rise in listenership for the three youth radio stations in 
Ireland. It would be a significant coincidence that listenership would change in favour of youth 
stations with a similar drop in listenership for RTÉ 2fm without some factors at play, especially 
given the aforementioned rate of change and growth of SNS use by radio stations during the 
period of study. Further evidence is that RTÉ 2fm’s listenership losses were steadied in 2016 
after the implementation of its Digital Priorities 2015-2016 strategy which created a more 
youth-targeted, digitally-savvy product. Further research is required to test the theory that there 
exists a correlation between radio station Facebook use and listenership, however it was found 
to be a primary motivating factor for the commercial radio stations studied.  
 
6.4 Conclusion 
This chapter has presented Irish radio producers’ perspectives on the role of Facebook in radio 
production and what functions the platforms serves for them and the station. The chapter also 
lays the foundation for Chapters 7 and 8 which offer further analysis of the impact Facebook 
has had on the Irish Radio Industry. I justified my use of the in-depth interview as a qualitative 
research method that would be most effective at extracting the data I required from radio 
professionals. Through in-depth interviews with leading members of the industry, I have 
uncovered a rich set of data that has informed this thesis and offered a clear perspective of how 
and why radio producers find Facebook and other social media so crucial to modern production 
practices and strategies. Through the analysis of the data gleaned from the interviews with 
radio station management and production teams I identified four key functions of Facebook 
which are that they want to (1) increase online presence, (2) promote the station, (3) increase 
participation, interaction and engagement, and ultimately (4) increase listenership. However 
outside of these common threads different presenters and producers had their own uses for 
Facebook that worked best for their audience. Within the key functions, finding out more about 
their audience was cited throughout as highly valuable to help management and producers to 
get closer to them. Therefore, by interacting with the audience and studying the content they 
are posting and interacting with, the staff can gather valuable information and incorporate what 
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has been learned into future posts and online material that will be more likely to engage 
audiences. Producers are keen to be where the audience is because their presence, in real and 
virtual spaces, shows the audience that the station is at one with them and shares their tastes 
and interests.  
 
The aim at commercial stations of building the audience is quite clearly a priority for producers 
and managers but less so for the staff at the public service broadcaster. To achieve this 
Facebook is seen as a viable tool to help build the station brand and attract new, young listeners 
and online users. These new audience members are likely to be drawn in by engaging online 
content that has been ‘shared’ through social networks of existing audience members. Despite 
this agreed importance of Facebook in modern radio production, there is no doubt among 
producers and station management that the on-air programming needs to remain of high quality 
and this cannot be sacrificed at any cost. However, this places increased responsibility on the 
presenter and/or producer in the form of a widened professional remit, thus putting pressure on 
their time and energy. The expanded remit of the presenter/producer will be discussed in further 










This chapter explores the concept of audience commodification, an important aspect of the 
political economy of the media. Despite arguments professing a shift in power towards the 
audience, the media industries still command a great deal of power, particularly the power to 
extract economic revenue from the audience’s time and attention. As long as people are 
attracted to any medium for entertainment, information and news, the media industries will aim 
to package them into groups and sell them to advertisers seeking their attention. Facebook is 
the most recent mass medium to commodify audiences, using digital technology and powerful 
algorithms to do so with remarkable accuracy. Despite this, audiences are more than willing to 
participate for hours on end, on a daily basis. The chapter also highlights how digital 
technology has created new mass media platforms that produce new kinds of audiences, also 
known as Facebook users, that never existed before. This is another characteristic of media 
convergence that is creating challenging conditions for traditional media to operate in.  
 
There are concerns regarding the commodification of the audience’s habitual ‘creative labour’ 
through social media, which is seen through the use of ‘produser’ material for media outlets’ 
own commercial benefit. Despite Facebook accumulating the most coveted form of capital, 
economic capital, radio stations are using Facebook to accumulate other forms of capital that 
allow to build their brand and position themselves for further economic growth in the future. 
Through the dissemination of relevant content to a target audience that is engaged and drawn 
closer to the station and the wider listener/user community, a radio station can accumulate 
cultural, symbolic and social capital. Each of these are valuable forms of capital that can 
improve the perception and standing of a radio station amongst the wider audience and give it 
a competitive edge over the competition. This chapter also explores the theory relating to 
audience commodification along with capital accumulation theory and the benefits of these in 
the current context. Bourdieu’s habitus and field theories are also discussed and applied to the 
context of Facebook page interactions which lays the foundation for the case studies later in 




7.2 Audience Commodification  
One of the main criticisms levelled at social media comes from Fuchs, and involves the cynical 
nature by which it uses participants as free labourers and profits from their work (Fuchs 2014; 
2015). Any discussion of audience retention and growth will usually lead to the seminal work 
of Smythe and his concept of ‘audience commodification’ (Smythe 1981), as it is the selling 
of audiences to advertisers that makes the business model for any medium viable. As Hendy 
points out, it is the audience and not the programme itself that should be considered the 
“primary product, or commodity, of radio…programmes are made simply to attract audiences” 
(Hendy 2000b: 31). Hendy further states that “…getting listeners – the right sort and in the 
right number – is what it is all about” (Hendy 2000b: 115). Hendy points out that radio is 
produced to attract audiences, in the case of commercial radio to generate advertising revenue, 
and in the case of public-service radio to “justify its public funding” (Hendy 2000b: 115).  
 
Similarly, Ang proposes that the concept of the audience itself was created by media 
organisations and defines an audience as “an imaginary entity, an abstraction constructed from 
the vantage point of institutions” (Ang 1991: 4). Ang further explains that before television, 
newspaper, radio or cinema were invented, there were no audiences who consumed such media 
texts, “…their constitution, activities and preferences as media audiences were not preordained, 
‘awaiting’ the invention of television, film, radio and so on” (Ang 1991: 4 [original 
punctuation]). Media audiences were created by the media institutions through the 
manufacturing of media products that the consumers would be attracted to. Hence these 
products were created with commercial gain as the primary goal (Ang 1991).  
 
The validity of Ang’s argument has been reinforced by the emergence of Facebook and other 
SNSs as advertising businesses which have commodified enormous audiences. After all, there 
was no such thing as a Facebook audience before Facebook was invented. Facebook is no doubt 
pleased for radio stations to use their platform because it means audiences are likely to spend 
more time on the platform, interact more, be exposed to more advertisements, and thus make 
more money for the corporation. Facebook can also sell the attention of users and time spent 
on the platform to firms wishing to advertise to specifically targeted demographics. Radio has 
always struggled to do this effectively due to the nature of broadcast media disseminating its 
content widely to anyone with a receiver for consumption. Ironically by adopting Facebook 
into their programming remit radio stations are helping provide audiences for their competition. 
Facebook is a competitor that offers a good return on investment due to highly-accurate 
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targeted advertising. Radio broadcasts advertisements to anyone listening without much 
certainty whether the right listeners are listening to the right advertisements at precisely the 
right time meaning much advertising spend is actually wasted with radio. As long as radio 
relies on this model in the digital age for its core income, I argue that the medium will struggle.   
 
The ‘audience commodity’ as Smythe labelled it, is the concept that media institutions are not 
thought of as producing media products, but rather as producers of audiences which are sold to 
the highest bidders (Smythe 1981: 26). The media texts are made just as a means of packaging 
audiences for sale. Tebbutt supports this assertion, stating that in essence “the media construct 
audiences” (Tebbutt 2006: 858). Smythe writes “because audience power is produced, sold, 
purchased and consumed, it commands a price and is a commodity” (Smythe 1981: 26). 
Smythe describes ‘audience power’ as, 
…the principal product of the commercial mass media in monopoly capitalism…This 
is the concrete product which is used to accomplish the economic and political tasks 
which are the reason for the existence of the commercial mass media (Smythe 1981: 
26). 
  
Thus Facebook created a new audience that did not exist previously and the radio industry in 
Ireland has helped supply content and grow this audience. Facebook’s goal was initially to 
grow its user base and get as many people as possible on the platform. Given the nature of the 
service as a social platform, achieving high numbers of users was essential. However, once the 
majority of people on the internet is now a Facebook user, this has changed to a focus on 
maximising users’ time spent on the platform with the aim of gaining user data and exposing 
them to targeted advertising.  
 
As commodities, audiences are bought and sold by producers (media institutions) and buyers 
(advertisers). Audience commodities are priced according to market value and carry 
specifications in the form of demographics, including age, sex, income level, social class etc, 
thus allowing the purchaser (advertiser) to buy audiences appropriate to their specific product 
or market (Smythe 1981: 27). Despite audiences being sub-divided into segments based on 
demographic information, all audiences share the common feature of “being produced by mass 
media and priced and sold in oligopolistic markets to advertisers for whom they perform 
services” (Smythe 1981: 27-8). 
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The audience’s work does not stop there. After being sold on the market to advertisers the 
audiences then have to “work for the advertisers” in marketing their products, “by learning to 
buy goods and to spend their income accordingly” (Smythe 1981: 39-40). “In short”, Smythe 
writes, “they work to create the demand for advertising goods which is the purpose of the 
monopoly-capitalist advertisers” (Smythe 1981: 39-40). Therefore, radio audiences are seen 
by radio organisations as having a monetary value and should be aggressively recruited and 
then maintained by whatever means. One way that radio stations have better engaged with their 
audiences is through improved two-way communication, in other words, increased 
interactivity.  
 
Smythe, writing in the pre-Facebook era when television, radio and print media were the only 
mass media, posited that advertisers were buying the services of audiences which, through in-
depth market research, were proven to have predictable patterns of media consumption in 
predictable numbers, consuming certain forms of mass communication (television, radio etc) 
in particular market areas. Smythe continues, “as collectivities these audiences are 
commodities” (Smythe 1981: 27). Fuchs (2014) applies Smythe’s theory in a contemporary 
context to social media and makes the same assertions regarding the motives and practices of 
SNS and the capitalist strategies driving them. Fuchs is keen to temper the social-media 
optimism that is prevalent in academia and is critical of the commodification of the digital 
media industry which is evidence of the “ongoing search for new capital accumulation models” 
(Fuchs 2014: 99). Social media users are just the latest to have their labour fall under the control 
of the media industries in what he sees as the exploitation of digital users (Fuchs 2014: 99). 
  
Exploitation or Entertainment? 
Despite their altruistic image, the corporations that own and operate social media platforms are 
motivated by profit, with advertising the main revenue stream. An argument could be made as 
to whether digital media users are being exploited for ‘digital labour’ or whether users 
experience their own enjoyment of their time online through ‘play labour’ (Fuchs 2014). This 
is an interesting debate for scholars studying the use of social media and certainly one which 
is relevant to this thesis. 
  
Fuchs is referring to the point that although it is ‘free’ to set up and own a Facebook profile, 
users are in fact working for Facebook whenever they spend time on the site. Each click one 
makes online is monitored and Facebook uses clever algorithms to select the types of sponsored 
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and non-commercial content to insert into each individual’s Timeline as well as in the 
advertising spaces along the sides of the page. The vast majority of users are unaware that their 
time is being spent performing digital labour for someone else’s capital gain. Facebook is 
mining its more than 2 billion global users for their personal information, which they provide 
for free, and using this information to sell advertising space to companies looking to sell goods 
and services back to the specific users. Since users are not paid for the personal data that is 
extracted from the platform the company Facebook, Inc. makes supernormal profits while the 
radio station also loses out of valuable revenue as advertisers flock to the digital platforms.  
 
Users for their part do not seem to know, or if they do, are not bothered by this perceived 
exploitation. Users continue to spend their time on social media without complaint and thus 
appear to be enjoying their social media experience. Users can spend hours at a time reading, 
sharing and connecting with friends and family. If users were not enjoying their experience or 
if it felt like labour to them, they would not be doing it. Hence the term ‘play labour’ describes 
how users are at play online but by doing so are also at work in “surplus value production” for 
the digital media industries (Fuchs 2014: 100).  
 
Miller describes how Facebook is a major ‘time suck’ in many people’s days and that, at the 
time of writing in 2011, users spent on average six hours per day on the SNS (Miller 2011: 78). 
Users’ time, according to Miller, was spent looking at what new photographs had been posted, 
checking out other people’s status updates, then commenting on another person’s post or 
maybe posting something themselves (Miller 2011: 78). He categorised people’s online use 
into three forms of activities; communication, online gaming, and cultivating one’s profile 
(Miller 2011: 78). At six hours a day this amounts to almost a full day’s labour if we accept 
that a full working day is eight hours long. 
 
There is an argument that users should be paid for their personal data and thus have a share in 
the success of a platform they helped build and continue to help develop and improve. I support 
this more equal distribution of wealth which would compensate users for their valuable work. 
However, without some form of regulation SNS companies will continue to exploit users for 
their labour in the new data economy and return improved profits to the shareholders. This 
being said, radio audiences are also working for radio stations when they give their attention 
to advertisements which influence their purchasing decisions. 
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Commodification of Audience Engagement    
More recently, as advertising and licence fee revenues are under threat there is another method 
in which revenue is generated from audiences – through audience interaction and participation 
(Enli & Ihlebaek 2011: 955). Enli and Ihlebaek argue that audience participation not only offers 
broadcasters a new source of revenue, but programmes involving interactivity or a vote-in 
element have benefits for the industry through “more loyal audiences since they will be more 
devoted if they have a vested interest in finding out the results of the competition” (Enli & 
Ihlebaek 2011: 955). It must be noted that this model relies on the audience paying a fee for 
each message they send, usually in the form of a premium text message service, whilst they 
interact with the programme.  
 
According to the same authors, much of the success and proliferation of reality format 
television can be attributed to the inclusion of an interactive element “where the audience is 
invited to influence the programme’s narrative” (Enli & Ihlebaek 2011: 955). The authors 
continue by noting, along with strong audience ratings there is a boost in revenue from popular 
reality programmes such as Pop Idol via the vote-in feature where audiences vote by text. As 
a result of this success, the use of reality-TV formats has become a key component of the 
broadcasting industry’s strategy, which aims to “capitalise on the audience’s desire to influence 
the shows’ outcome, both in terms of direct income and viewer loyalty” (Enli & Ihlebaek 2011: 
955). This was also found to be true in Irish radio where the audience was motived to text a 
radio station for the possibility of the inclusion of their comments in the on-air programme, 
and were not bothered when they had to pay a small fee for this. It had the added benefit that 
the audience member wanted to listen to learn had their input contributed to the on-air narrative. 
This made for more engaged and loyal listeners who felt valued as listeners and contributors 
to the programme’s live content (McMahon 2010).  
 
Harley also contends that media producers facilitate audience participation for commercial gain 
through the use of new media communication technologies, often via internet supported 
platforms. Harley maintains that the modern media producer “exploits the technological 
possibility of two-way interaction for mostly one-way commercial objectives – the sale and 
promotion of goods and services” (Harley 1996: 104). Tebbutt meanwhile argues that the 
incorporation of audience participation into radio talkback formats has attracted advertisers 
back to radio due to its engaging nature (Tebbutt 2006). Tebbutt’s argument here is correct to 
a point. The more involved the audience feels the more engaged they are, however, the fact 
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remains that advertisers are not flocking to buy traditional on-air advertisement spots in Ireland 
(CoreMedia 2017). Instead, advertising spend is migrating to online platforms and therefore 
the radio industry must look to ways it can continue to interact and engage with their audience 
online and profit from this. 
 
7.3 Accumulation of Capital 
The engagement of radio audiences online is therefore vital to the radio industry’s success but 
also part of its current problems. However, economic gain aside, there are other ways in which 
a radio station can achieve success and that is through accumulation of other forms of capital. 
One of Bourdieu’s most important theoretical contributions to sociology was that of capital 
accumulation which is contained in the forms of cultural, social and economic capital 
(Bourdieu 1986). Economic capital is the most tangible and concerns financial resources one 
has at their disposal; it is closely associated with Marxist class division between the bourgeois 
and the working class. In short it refers to financial resources and how much one possesses. 
Social capital is the aggregate resources available within one’s social network of friends and 
associates which offer a myriad of benefits and provisions in society. Cultural capital is 
associated with cultural taste and concerns the accumulated knowledge and understanding of 
cultural artefacts such as art, music or literature and the distinction the possession of cultural 
capital offers the holder. Cultural capital, for Bourdieu, is represented in cultural ‘taste’ which 
according to one’s habitus can elevate an individual within his/her social class. Working from 
the perspective of class division Bourdieu argued that although the bourgeoisie had less 
economic capital than the dominant class, they could elevate their social position by 
accumulating cultural capital.  
 
According to Bourdieu social capital is “the aggregate of the actual or potential resources which 
are linked to possession of a durable network of more or less institutionalised relationships of 
mutual acquaintance and recognition” (Bourdieu 1986: 248-9). Therefore, social capital is 
represented in the network of relationships created by “investment strategies, individual or 
collective, consciously or unconsciously aimed at establishing or reproducing social 
relationships that are directly usable in the short or long term” (Bourdieu 1986: 249). Building 
on Bourdieu’s work Putnam describes social capital as referring to “features of social 
organisation such as networks, norms, and social trust that facilitate coordination and 
cooperation for mutual benefit” (Putnam 1995: 67). Social capital is the interpersonal 
connections people have with others in their lives, be that in personal, professional or 
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community spheres, and the intrinsic value these connections hold for the individual. It is about 
having a collection of personal contacts which can offer a myriad of benefits to a person 
depending on who they know and in which context they operate. In the context of Irish radio, 
I argue that radio stations aim to build a social media following for the social capital that is 
accrued and the ancillary benefits this has for the station.  
  
For Bourdieu the volume of social capital one possesses is dependent upon the number of 
connections one has in their network and on the volume of capital each one of those 
connections possesses. Therefore, for Bourdieu the larger the network one can boast, the higher 
the volume of social capital that individual will have. Bourdieu also posits that three other types 
of capital exist – economic, cultural and symbolic capital – that are built much the same way 
as social capital (Bourdieu 1986: 249). Coleman writes that much like other types of capital, 
social capital is productive, “making possible the achievement of certain ends that in its 
absence would not be possible” (Coleman 1988: 98). Coleman further argues that compared to 
other forms of capital such as physical capital, (objects and equipment) and to a lesser extent 
human capital, (the skills and knowledge acquired by an individual) social capital is far less 
tangible, “for it exists in the relations among persons” (Coleman 1988: 98). 
   
Bourdieu contends that although some may inherit some social capital established previously 
through family relations, most social capital is the result of continuous and diligent effort to 
“produce and reproduce lasting, useful relationships that can secure material or symbolic 
profits” (Bourdieu 1986: 249). The building of social capital is therefore a deliberate 
investment of time and energy into social relationships that will yield a return of some sort in 
the near or distant future. This return can be financial in nature, but can also take the form of 
cultural or symbolic capital (Bourdieu 1986: 249). The above forms of capital are useful to 
support my arguments regarding capital accumulation. I will apply Bourdieu’s three main 
forms of capital, as well as symbolic capital, not only to analyse the strategies and actions of 
radio stations on Facebook but also to analyse the individual user’s Facebook practices and 
behaviours.  
  
I argue that by accumulating cultural, symbolic and social capital from the audience through 
Facebook, radio stations can generate and accumulate economic capital now and into the 
future. The latter is, of course, the form of capital radio stations crave above all others. Surplus 
economic capital can be reinvested into the organisation into resources that will help 
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accumulate further cultural and social capital which will yield further economical capital and 
so on in a cyclical pattern. This is the theoretical underpinning for how I argue radio stations 
are using Facebook.  
 
As a result of the platform’s ability to connect a station with its audience and remain involved 
in their everyday cultural experiences, both radio and Facebook are uniquely positioned to 
capitalise from their convergence. As later chapters in this thesis will exemplify, radio stations 
acquire elevated positions based upon taste among their audience by their choices in music and 
other popular culture artefacts. Youth-targeted radio stations in particular, by broadcasting, or 
posting the latest pop songs, celebrity gossip, new film/TV/game releases and reviews, fashion 
and technology trends and so on, become trusted suppliers of cultural taste. Young people will 
want to connect to stay informed of high (popular) culture tastes. This accumulation of cultural 
and symbolic capital in the form of recognition gives a station an elevated position of credibility 
as a trusted source of popular cultural material. Radio stations are therefore considered 
knowledgeable sources of trending information and furthermore, influential in the formation 
of the tastes of the audience members. This places radio stations in a respected position as trend 
setters and influencers of people’s tastes, thus building cultural capital which audiences are 
attracted to. 
 
Radio stations are also able to accumulate social capital by building their Facebook followings. 
This has a double benefit, first by boasting a high number of ‘followers’ the station is deemed 
to be popular and successful in the eyes of the audience, and second by having a large social 
community the station has a wide audience of play labourers from whom the station can harvest 
novel content which the station can publish and gain symbolic capital based on the prestige 
this brings. Such material can then be used to expand the social capital of the station and further 
develop the station brand, identity and credibility. Therefore, by building a large Facebook 
following, a radio station has a significant number of connections from which to accumulate 
cultural resources. An example is the contribution of information and multimedia in relation to 
a local news story as a form of citizen journalism by the audience member.  
 
Likewise, a radio station can improve its cultural capital by posting and ‘sharing’ content which 
resonates with their audience and matches their tastes. For example, humour is often used to 
improve one’s profile according to Miller (Miller 2011: 80). Humorous content is regularly 
collected from members of the station’s social/fan network who have ‘shared’ it with the station 
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to receive affirmation of their taste and boost their own cultural capital. By then posting the 
content and thus being the perceived source of the humour, the station’s status as a source of 
cultural material rises. The station gains symbolic capital because of prestige and credibility it 
receives by being a valuable source of cultural content. We see examples of the above regularly 
on radio station Facebook pages and must not overlook the importance of ‘harvesting’ valuable 
resources from ‘the hive’, that is, the body of Facebook ‘followers’ a radio station has (Herz 
2005). Although the accumulation of social, cultural and symbolic capital does not garner 
economic capital directly, a radio station can, over time, continue to build the station’s 
reputation. This reputation would be as a source of quality material with a strong online and 
on-air audience which could ultimately lead to economic gains. Beat was successful at turning 
its significant Facebook following into a saleable commodity due to the Facebook audience 
size being significantly higher than its broadcast audience (McMahon 2016). This will be 
discussed in more detail later in the thesis. 
    
7.4 Habitus and Field 
Bourdieu’s (1984) habitus and field theory can be applied to radio and Facebook audience 
members as a way of understanding their behaviour and dispositions as they relate to audience 
participation. According to Bourdieu, ‘habitus’ is how an individual acts and conducts 
themselves within a given social ‘field’, and is an unconscious system of behaviours learned 
through our upbringing and education, and is ever-changing as we navigate through life. One’s 
habitus is formed by the amount of capital we possess and is therefore strongly linked to class. 
Understanding how our dispositions dictate how we interact in a given field “provides the key 
for understanding practice” (Maton 2008: 49). Bourdieu’s theory is thus helpful to explain the 
practices of Facebook users as social actors. Although Bourdieu presents family and class as 
key habitus areas where the sets of cultural principles, including tastes, lifestyle and interests 
associated with habitus are formed, I would argue that a habitus can be much broader. Based 
on my observations, I posit that small sociocultural communities, such as the franchise areas 
of local radio stations in Ireland, Radio Kerry’s for example, are their own habitus. Members 
of such habitus have developed unique patters of thought, tastes and actions because they have 
grown up in a particular community. Users thus find themselves attracted to, and comfortable 
engaging in, fields that suit their tastes and interests such as the Facebook page of their local 
radio station.  
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Bourdieu was most interested in understanding the social world through empirical 
investigations and believed that his habitus and field theories could be applied to any social 
situations. For Bourdieu a field is any social arena where humans interact, in the context of this 
thesis, radio station Facebook pages. Individuals interact with many fields in their daily lives 
with each possessing its own set of ‘rules’ of play. Such rules are suitable for the habitus of 
some and not others with social agents gravitating to fields in which they feel their habitus 
operates comfortably while avoiding others, thus avoiding what Bourdieu refers to as a ‘field-
habitus clash’. Social agents are gravitated to fields which match their habitus, their local radio 
station’s Facebook page, and this process occurs naturally as people find their fit. Therefore, 
unless an agent had a connection to multiple counties in Ireland, you would not expect to see 
them engaging on other radio station Facebook pages, this would present a field-habitus clash.  
 
In this research, I conceptualise radio station Facebook pages as social fields where individuals 
conduct their social practice as part of their daily lives in bespoke sociocultural communities. 
Which field or set of fields one finds themselves in on Facebook very much depends on their 
habitus and therefore we can see groups of like-minded individuals with similar backgrounds 
and tastes engaging with each other. Hence in the three radio station Facebook pages featured 
in this project we see three distinct fields with three sets of social actors all possessing unique 
taste and habitus qualities. A Beat ‘follower’ for example is drawn to the Facebook page 
because it offers the content, set of rules, and social actors in which s/he feels comfortable. The 
same person would not simply then fit in with the Tubridy 2fm Facebook page as a social field. 
By applying Bourdieu’s capital, habitus, and field theories to my own empirical research we 
can better understand the relationship between radio stations and their audiences. This research 
will analyse the Facebook pages or ‘fields’ where individuals practice socially and this will 
develop our understanding of what these fields mean for its users.  
 
7.5 Conclusion 
This chapter was concerned with the political economy of the modern media industries and 
explored the concept of audience commodification developed by Smythe (1981). I take the 
concept of commodification of radio audiences, which has been happening since the 
commercialisation of radio and has been integral to the medium’s success, and show how the 
same process is happening to Facebook audiences. The application of Smythe’s theory of 
commodification is important for this study because of the way it explains the current 
dominance of digital media sites such as Google and Facebook, both of whom are advertising 
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businesses neatly packaging and selling audiences to advertisers with far greater accuracy than 
radio does. Therefore, ironically by using and promoting Facebook, radio is doing the work for 
Facebook by generating and directly delivering an audience to the competition, since both 
media are in the advertising business and are seeking to maximise audience numbers and time 
spent exposed to their content. This does not seem to be a concern for radio producers, however, 
as they see their Facebook audience as their audience and I argue that other forms of capital 
are being gained – social, cultural and symbolic – which can build a station’s position in the 
industry and lead indirectly to economic capital. I argue by building its online following, a 
station can accumulate social capital which offers benefits in the form of quality creative 
content that can be disseminated to the station’s audience. By ‘sharing’ this and other curated 
content a station builds cultural and symbolic capital as users appreciate the station’s taste and 
its credibility as a source of cultural information and content.  
 
However, unfortunately the radio industry is harming itself and its revenues by promoting 
Facebook to their audience. In the modern data economy this is helping Facebook gather 
enormous amounts of personal data from users for free, Facebook then use this data to teach 
artificial intelligence machines to sell to users better and thus make more money for the SNS. 
Furthermore, Facebook is taking advantage of users by mining their ‘play labour’ and personal 
information for free, thus representing an unequal sharing of resources – akin to ‘data slavery’. 
This chapter also explored the habitus and field theories of Bourdieu which I apply to the radio 
station Facebook pages and behaviour of visitors of those pages as a social field. This theory 
is relevant to the case studies found later in the thesis. 
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As detailed in previous chapters, social media grew in popularity and became a mainstay in 
modern Irish society during the period of research. Throughout this time, platforms grew more 
prevalent by the day as technology allowed us to be connected in a number of ways through 
mobile communication hardware such as smartphones and tablets and the Android or iOS 
software that drives them. Social media are the latest software to open new and exciting 
communication and connection opportunities, and radio stations are taking advantage of these 
platforms to reach existing and new audiences. Due to these technological changes, and the 
Irish Radio Industry’s almost seamless integration of these into daily radio production, I argue 
the medium has entered the digital age and in doing so has shaken off it’s ‘old medium’ tag 
and been reimagined into what I refer to as ‘Radio 2.0’ (McMahon 2014).  
 
This chapter is concerned with radio’s digital coming of age, as well as what this change has 
meant for radio production practices and the role of the radio producer. Where the remit of the 
radio producer once involved numerous responsibilities associated with the overall 
management of a radio programme, it has expanded rapidly to include the management of 
online content including Facebook and other SNS accounts. Not only does the producer now 
need to be a curator of high-quality content relevant to the target audience, as well as grow 
online ‘followers’ and listeners, but also consistently maintain a high standard of on-air 
programming. There have been changes to a number of areas of radio production namely; 
production practices, production technology, and human resources. As a result of these 
changes, a fresh and in-depth understanding of the modern radio producer’s remit is required. 
I offer the new knowledge in this chapter which will be beneficial to higher education as it will 
allow academics like myself, who teach radio production and cultivate module content, to 
develop research-informed teaching which will not only form the Radio 2.0 producers of today 
but futureproof students for an increasingly digital industry. This research is therefore a strong 
example of how academics should operate, constantly interrogating and learning about 
changing industry practices and developing theory from this.    
 
The key research method for this chapter was direct observation which was conducted on radio 
producers during the production of their respective radio programmes on a typical weekday. 
This allowed me to see first-hand how producers manage the station’s Facebook and other 
 135 
social media accounts before, during and after broadcast. This qualitative method was 
supported by data gathered from the aforementioned semi-structured interviews with radio 
production staff. 
 
8.2 Research Methodology: Direct Observation 
To explore the changes in radio production as a result of digital technology advancements, 
direct observation was employed. This involved the observation of radio producers in their 
work environments before and during the live broadcast of their programmes, including how 
they manage their Facebook page. The observation lasted one day at each station and yielded 
valuable information for the researcher about the practices of the professionals as they 
discharge their duties, including how they manage the two-way flow of information between 
the station and its audience on Facebook and other audience participation channels. Detailed 
notes were taken during observation which recorded the work practices and daily routines of 
the subjects.  
 
According to Lofland there are a number terms used to refer to field-based observations 
including “participant observation, fieldwork, qualitative observation, direct observation, and 
field research” (Lofland 1971:93). Lofland continues, “all of these terms refer to the 
circumstance of being in or around an on-going social setting for the purpose of making a 
qualitative analysis of that setting” (Lofland 1971:93). One of the most significant benefits of 
observation according to Frankfort-Nachmias and Nachmias is its directness,   
…it enables researchers to study behaviour in real time, as it occurs…the researcher is 
able to collect data first-hand, thereby preventing ‘contamination’ or distortion of the 
data by factors or events standing between him or her and the object of research 
[original quotations] (Frankfort-Nachmias and Nachmias 2000: 190).  
 
This type of observational analysis according to Patton is designed to “take the reader into the 
setting that was observed”, and for this to be achieved observational data must contain 
sufficient “depth and detail” (Patton 2002:23).   
The data must be descriptive – sufficiently descriptive that the reader can understand 
what occurred and how it occurred. The observer’s notes become the eyes, ears, and 
perceptual senses for the reader. The descriptions must be factual, accurate, and 
thorough without being cluttered by irrelevant minutiae and trivia. (Patton 2002:23).     
 
Patton sees a number of advantages of employing direct observation; firstly it allows the 
researcher to better understand the context within which people exist. Secondly, it allows the 
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researcher to be open minded and objective, casting aside any preconceptions s/he may have 
had. Thirdly, observation allows the researcher to notice certain details that are no longer aware 
to the people in the setting because the nuances have become part of their regular routine, the 
observer, coming in with a fresh pair of eyes, can notice these details. Fourthly, first-hand 
observation can reveal information that may be sensitive to the subjects causing them to be 
unwilling to discuss them in an interview setting. A fifth advantage is that field observation 
allows the researcher to include his/her own perceptions and include those in their research and 
not rely on the second-hand perceptions of others. And finally observation provides the 
researcher with personal experience that s/she may draw on during the formal interpretation 
stage (Patton 2002: 263-264). According to Hansen et al., observation is best used in 
conjunction with interviews and textual analysis – a methodological combination which I have 
adopted for this research (Hansen at al. 1998: 44-5). 
 
Through contact with the stations involved it was agreed that I would come to the station and 
observe during the time of broadcast of one programme on one day. This was deemed an 
adequate amount of time for the researcher to spend at each of the three radio stations. The 
aforementioned interviews were conducted with selected programme staff after the programme 
was aired and the staff had dealt with any other pressing duties. Observation was conducted at 
RTÉ 2fm on June 25, 2013 between 09.00 and 11.00, at Beat on June 20, 2013 between 06.45 
and 09.00 and at Radio Kerry on June 18, 2013 between 09.00 and 11.00.  
 
8.3 Changes in Radio Production  
The adoption of Facebook into radio programming has certainly affected radio production 
practices. Producers now have to incorporate social media management into their daily routine 
meaning new practices, additional technology, and in some cases, additional human resources 
are required. Two of the three categories outlined above, practices and technology, often 
overlap such is the role technology is increasingly playing in the practices of the modern radio 
producer, but attempts have been made to separate the two below. Direct observation of several 
radio producers during the course of their daily routine coupled with interview data and the 
researcher’s own radio production experience informed the following section of findings. 
 
In radio production, the terms producer and presenter are often used interchangeably. In most 
instances a programme presenter is also the programme producer or co-producer. In some 
cases, when the budget allows, the roles of presenter and producer are separated and other roles 
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may even exist in the team, including, but not limited to, Researcher, Production Assistant, 
Broadcast Co-ordinator, Broadcast Assistant, Series Producer and Producer-in-Charge. Most 
often however, the programme’s presenter is also the producer, and thus the term ‘producer’ 
will be used hereafter for the role of the person responsible for the programme’s management 
and output.  
 
Practices 
Radio producers have had to alter their production practices to incorporate social media into 
their programmes. Producers have to constantly manage and monitor the station/programme 
Facebook page to make sure they are making the most of the technology. Also, since audiences 
often interact with Facebook pages outside of programme transmission hours, social media 
management must continue before, during, and after each programme is aired.   
 
Before a programme begins the producer routinely checks the station Facebook page to see 
what posts other producers on the station have published recently. This allows the producer to 
avoid duplication of posts and bombardment of the audience with too many posts. The producer 
can also get an idea of what posts have been published, what has proved popular recently, and 
what has not been popular, which allows the producer to get a general feel for what is 
happening on the station’s Facebook page at that time. Producers also regularly monitor the 
Facebook pages of their direct competition to see what content other stations are posting. The 
producer will usually publish a post at the start of his/her programme’s broadcast to signal that 
a new programme is starting, to preview what is coming up on that programme, and to 
encourage participation from the audience. At the outset of the show, the Beat Breakfast 
producer will often post a humorous meme to incite a reaction from the audience. Common 
subject matter relates to being fatigued in the morning, or a commentary regarding the gloom 
of Monday morning or the excitement of Fridays. A meme may also try and capture the mood 
of the audience relating to the weather as this is a constant point of discussion and complaint 
amongst Irish people (see Beat meme example in Fig. 5). The value of the meme is its ability 
to understand, appreciate and match the feeling and thinking of the audience member which 
engages her/him through their emotional response to it. This tells the user that the 




Figure 5: Example of Beat meme on Irish weather (Content removed for copyright reasons) 
 
During the programme’s transmission, the producer regularly monitors Facebook on one of the 
studio computer monitors. The Facebook page is open at all times to pick up on useful 
comments from the audience, react if something is proving popular, and moderate any 
inappropriate comments that may be posted by the public. Producers cannot only focus on 
Facebook either, they also have to manage the flow of contributions from the other 
communication channels including phone, text message, email and any other social media the 
station may use. Some stations use more SNSs than others meaning more responsibility for the 
staff of those stations. The above responsibilities relate solely to the management of audience 
participation which is only one part of the producer’s remit. The producer must continue to 
provide a quality on-air product to the audience, producing and in some instances presenting, 
continuous content over several hours of broadcast. Live radio production itself involves a 
myriad of tasks small and large which are well-documented elsewhere and by themselves 
represent a demanding job (see Beaman 2006; Dubber 2013; Starkey 2013; McLeish & Link 
2016). The remit of a radio producer is ever expanding due to media convergence and the 
demands placed by social media management. Producers often require further technological 




Radio stations and their producers have also had to make technological changes to adapt to 
social media use. Since Facebook is easily accessible via the internet, stations have not required 
any upgrades in software or hardware to access and manage their Facebook account. Some 
producers however, including Kerry Today producer Treasa Murphy, have recognised that 
additional in-studio technological hardware does help her manage Facebook and other social 
media simultaneously and thus more effectively. 
  
The most common in-studio set-up includes two computer monitors for the main presenter with 
one dedicated almost exclusively to the broadcast management system – that is the software 
that producers use to arrange and play-out all of the audio including ad breaks, music, sound 
clips, promotions and so on. The other computer monitor is used for everything else including 
exploring the internet for research, monitoring and managing social network sites, monitoring 
email and incoming text messages, editing and reading Word documents to use as scrips/cues, 
communicating with colleagues via the intranet, and anything else the producer may need to 
do during the course of the programme.  
 
The extra pressure put on this second monitor has prompted Murphy to have a laptop dedicated 
to Facebook and Twitter set-up in the studio control room in which she is based during 
programme transmission. This additional hardware, which was introduced into the studio in 
the spring of 2013, allows Murphy to constantly monitor both SNS platforms, publish posts 
and comments, and send comments from the audience to the presenter to read on-air.  
 
Additional computers or monitors may not always be required however, and some producers 
are finding that in fact mobile communication devices such as smartphones can be used to very 
good effect to manage Facebook and other social media. Beat Breakfast producer Niall Power 
manages the station’s Twitter account during his programme via his company-issued 
smartphone. Modern smartphones have high levels of functionality and are very user friendly, 
and thus afford the producer more flexibility to supervise various communication channels 
without having a supplementary computer in studio. This is an example of a radio producer 
being adaptable and flexible and negates the need for additional equipment which can be costly 
and can take up valuable space in the studio environment. 
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Technology has also allowed producers to create and post more content through mobile 
devices. Producers often find themselves broadcasting at a location outside of the main studio 
in special set-ups known as ‘outside broadcasts’. Outside broadcasts are usually commercially-
driven programmes or series of programmes which are sponsored by a client often as part of a 
broader promotional campaign with the radio station. The outside broadcast’s location can be 
anywhere once the technical crew can access a phone line or satellite connection, but is usually 
at the sponsor’s business location to attract the maximum exposure. Outside broadcasts are an 
excellent opportunity for the station, not only as a source of sponsorship revenue, but also as a 
means to increase the station’s visibility and presence in the local community, thus 
strengthening and promoting the brand.  
 
There are challenges associated with outside broadcasts for the producer. The producer is 
removed from their normal working environs, which are fully equipped for regular 
broadcasting. As a result, the producer is rarely afforded the same level of technical support 
and must therefore manage without the usual comforts of the in-studio set-up. Outside 
broadcasts do however offer producers the opportunity to use mobile devices to record and 
post multimedia material on the station’s Facebook page. The producer can instantly offer the 
audience videos and photographs of the location to the audience to view on their Facebook 
page, thus connecting online and on-air content. The Tubridy 2fm team are particularly adept 
at this. This allows the station to give a visual insight into the event and entice the audience to 
come and join them. Social media therefore allows producers to connect with the audience in 
a more expansive way than previously possible. The client also benefits through increased 
exposure of their event. 
 
Producers also use smartphones to provide in-studio and behind-the-scenes access to allow the 
audience to ‘get to know’ the producers and their routines. Niall Power, producer of Beat 
Breakfast and Tubridy 2fm researcher Grace Waller both post such material regularly. In the 
case of the Tubridy 2fm show, Waller’s practice usually involves providing a window into the 
world of Irish celebrity presenter Ryan Tubridy who, at the time of writing, was Ireland’s top-
earning indigenous media personality. Tubridy not only presents his weekday talk radio 
programme, he also presents a weekly television entertainment programme, The Late Late 
Show which airs live on Friday nights and is one of the highest-rated programmes on Irish 
television. As evidenced by the response to images of Ryan as posted on the Tubridy 2fm 
Facebook page, his audience is curious as to what he is like as a person and what he does 
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throughout his working day. Images posted can include Tubridy posing with famous celebrities 
who have appeared on the programme, or donning a piece of clothing sent to him by a fan. The 
photographs are often taken at Ryan’s desk or in the radio production offices at RTÉ, thus 
offering further behind-the-scenes access to the audience. 
 
Niall Power of Beat Breakfast will also regularly post images from the studio of himself and 
co-presenter Vincent Bradley. Power will take images with his phone and use these images to 
create an item of discussion. For example, in July 2013 Power took a photo of a junk drawer 
in his home and posted it on Facebook, asking listeners if they have such drawers in their home, 
and if so, what is in it. This posting was successful in creating a topic of discussion that the 
audience engaged in on-air and online – something that was not possible before SNSs and 
smartphones. 
 
Due to the growth in popularity of visual communication, stations quickly adopted other SNSs 
that allowed producers to engage the audience visually. In August 2014 Beat began actively 
promoting their Instagram account on their Facebook page. The post read, “Add us on 
Instagram for lots of behind the scenes pics!”. A link to their Instagram page was provided 
which takes the user to a growing collection of images taken of the Beat staff on location at 
outside broadcasts or in the studio with musicians or celebrities. Tubridy 2fm researcher Grace 
Waller was also using Instagram regularly for the same purpose and with similar behind-the-
scenes material. This is an interesting development, considering the producers could simply 
continue to post images on their Facebook page as they have been doing. However, Beat always 
want to do more with the social media available to them and remain current with their audience. 
The management explained during interview that their listeners are young and fervent users of 
social media. They want to attract new, younger listeners and to appeal to them the station must 
have a presence on as many SNSs as possible. The producers also need to be aware of what the 
new SNSs are and make sure Beat is using those too. Hence the aforementioned appeal to 
Beat’s Facebook ‘followers’ to visit the Beat Instagram page. At the time of observation on 
August 28, 2014 there was a low level of uptake on Instagram with only 463 ‘followers’. At 
the same time the Beat Facebook page had 104,737, a stark reminder of just how popular 
Facebook was amongst radio station fans at the time of research.  
 
Smartphones had become so advanced at the time of interviews in 2013 that a producer could 
manage all audience participation channels – text, phone, email, Facebook, Twitter and any 
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other social media – through a handheld device. Mobile phone technology is therefore offering 
producers a quick and convenient tool with which to provide the audience a deeper media 
experience. If recent history is anything to go by, technology will continue to develop and 
allow us more channels of communication as these are developed. Will this result in producers 
requiring even more computers and monitors in-studio in the future, or will communication 
technologies be ultimately combined into fewer devices to allow for a streamlining of 
technologies? This is a hard question to answer since new social media platforms are constantly 




With the increased workload producers now have to deal with, including the multiple hardware 
and software technologies that need to be managed, it is clear that significant demands have 
been placed on producers’ time. The producers interviewed expressed concern at the amount 
of time required to manage social media effectively while at the same time extolling the virtues 
of a dedicated social media strategy. The above factors, coupled with staff cut-backs during the 
economic downturn, have put considerable pressure on producers to do more with less whilst 
consistently delivering high quality programming to increase ratings. In some circumstances, 
notably SPIN South West and Radio Kerry, management have come to the realisation that 
bespoke staffing resources are required in order to get the most out of SNSs and compete in 
this fast-changing industry. Both of the above stations hired dedicated social media/digital 
content managers, and at the time of interview were finding this to be a sound investment based 
on the improved digital content and SNS followings achieved. On the Tubridy 2fm programme, 
researcher Grace Waller has social media as a large part of her remit, thus the producer is not 
burdened by these responsibilities. By hiring a digital content manager, not only are producers 
relieved of much of the burden of social media management, but those stations now have a 
staff member applying dedicated time, energy and specific skills into improving the online 
content for the station. This represents a significant step for already struggling radio stations to 
add another staff member to the payroll. However station management came to the 
understanding that such a move is a worthwhile investment of resources.    
 
As presented above, the value of Facebook along with social and digital media in general to 
radio stations cannot be overstated. However, managing the various digital media platforms 
including Facebook is a time consuming and thus costly prospect, compounded by the fact that 
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Facebook does not yield any direct revenue for radio stations at this point in time. This raises 
an important dilemma for radio professionals, which was discovered during interviewing. 
Considering the value of Facebook, should stations be hiring dedicated social media managers 
to get the most out of online and social media? The response to this issue from the industry 
professionals interviewed was mixed. Management at Beat felt at the time of interview in 2013 
that the spending constraints imposed by their tight budgets did not allow them to hire a full-
time social media manager while Radio Kerry and SPIN South West saw hiring someone for 
such a role to be a necessary investment.   
 
Power stated that ideally Beat would like to have someone dedicating most, if not all, of their 
time to managing and driving social media content for the station. He pointed out that some 
media organisations have an employee in such a role. However, he admitted that having a 
digital/social media manager was not a possibility at that moment due to financial constraints. 
Power explained how currently each presenter/producer has responsibility for managing the 
social media content for their own programme, which admittedly adds more to each person’s 
workload. Power acknowledged that management had started to look closely at the skill sets of 
candidates during recruitment to be sure they had strong social media skills and experience. 
Power hoped that the station would have a dedicated social media or online editor in the future 
as he felt this would be highly advantageous for the station (Power 2013).  
   
Melanie O’Sullivan felt that social media as well as other online digital platforms such as the 
Radio Kerry’s website is important enough that someone should be employed full-time to 
manage it, but it simply came down to resources (O’Sullivan 2013). At the time of interview, 
Radio Kerry had an online content editor employed on a trial basis to assess the effectiveness 
of such a position. Their online content editor was working under the Job Bridge National 
Internship Scheme. This government scheme allows a company to hire an unemployed 
jobseeker at minimal direct cost to the company. As the nine-month scheme drew to an end, 
management were still unsure as to whether the station would be able to hire someone on a 
full-time salary. Ultimately, the station decided to hire the individual as a full-time employee 
to manage the online content for Radio Kerry and its sister station Shannonside/Northernsound. 
This employee had clearly proven the value of a digital/social media manager to the station 
during his trial period. The employee’s role included managing and updating websites with 
content such as podcasts, as well as managing the social media content for both radio stations 
in conjunction with the various programming and marketing staff.   
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Nessa McGann of SPIN South West affirms that she “couldn’t afford not to employ someone 
for such a role, such is the importance of social media to the station’s identity and daily output” 
(McGann 2013). At the time of interview, McGann had recently converted a newsreader into 
their online editor. The individual was a university graduate with a master’s degree in digital 
communications and was charged with maintaining a vibrant and cutting-edge presence across 
all SPIN South West’s online platforms including social media. She also produced the talk 
programme SPIN Now as part of her remit. This was at a time when the station had to downsize 
its workforce and close its news department due to declining revenues caused by the weakened 
economy. The individual previously worked in the news department before it was closed, but 
was kept on because of her training and skills and thus her value to the organisation, “…we 
took people off news and put them on social media” (McGann 2013). McGann described SPIN 
South West’s payroll as “ruthlessly lean, but it works” (McGann 2013).  
 
This investment of scarce resources reiterates McGann’s appreciation of the significance 
Facebook and other social media can have as a promotional tool for the station. McGann 
explains, “it’s what we have to be doing as a marketing tool…if you have somebody who can 
reach 32,000 people with a post wouldn’t you be mad not to have someone working on that 
full-time, and they’re just one person” (McGann 2013). McGann sees digital marketing as the 
future and explains that advertising spend on digital media is growing significantly and was 
higher last year in Ireland than on-air advertising. McGann’s strategy was to sell more 
advertising from their website since 50% of their web traffic comes from Facebook. Therefore 
an online editor is a highly valuable investment to make with such a radical marketing strategy, 
a strategy McGann argues is the future for radio. 
 
The issue of employing a social or digital media manager did not arise during the interview 
with the staff at RTÉ 2fm. This is likely due to two factors, firstly that the Tubridy 2fm 
programme does not use Facebook and social media as much as the other stations in this study, 
and secondly because the programme is well-staffed compared to commercial station 
counterparts, by a ratio of 3 to 1. Therefore, existing staff can cover this role, such is the case 
with Tubridy 2fm researcher Grace Waller. However convenient this may be, it does show little 
appreciation for the skill and training required to effectively engage an audience online. 
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Another recurring theme from each of the radio professionals interviewed was the risk of 
focusing too much on managing Facebook to the detriment of the primary product of radio 
programming. The unanimous response to this was that on-air programming should never be 
sacrificed for online content. However, as a radio producer with experience in on-air radio 
production, and having learned of the expanded role of the modern producer, I find it very 
difficult to see how a radio producer can manage their expanded remit to a consistently high 
level on a long-term basis. Over time the structure and production roles in radio will need to 
change to allow radio producers to produce great radio and social media managers to 
complement this with engaging online content and creative ideas. Staff will need to be on the 
lookout for the next opportunity to grab the audience’s attention and, hopefully, make money 
for the station in the process.  
 
8.4 Radio Station Owners’ Perspective  
While radio producers are overwhelmingly in favour of Facebook and other platforms as 
essential to engaging audiences, the owners of commercial radio enterprises are far less 
enthusiastic. From the owner and operators’ perspective, the arrival of Facebook has brought 
enormous challenges from a commercial standpoint as it is part of a larger shift in the 
digitalisation of media, which includes a shift in advertising spend from traditional to digital 
advertising. John Purcell chairman of the Independent Broadcasters of Ireland (IBI), an 
organisation representing the interests of the 34 independent commercial radio stations in the 
Republic of Ireland, argues that Facebook is a big hindrance to the organisation’s members’ 
efforts to break even, let alone turn a profit (Purcell 2017). Although he is fully aware as a 
CEO of a local radio station himself, that SNSs are an integral part of modern radio production, 
he argues that it is probably doing more harm than good because businesses are now investing 
their marketing and advertising budgets into digital advertising alternatives – of which 
Facebook is becoming one of the world’s largest. The move of total advertising spend from 
traditional media (print, radio, and TV) to online platforms continued through the period of 
research. Figures from Core Media, an Irish media and advertising think tank, showed that 
radio took only 14% of total advertising spend in 2016 which was down from 16% in 2015 
(Core Media 2017). Meanwhile investment in online media continued to do well, with a 17% 
year-on-year increase in 2016 to €289.3 million, compared to radio’s €126.9 million (Core 
Media 2017). The fact that advertising investment in radio continues to decline despite a third 
consecutive year of overall advertising investment growth in 2016 is a worrying sign for the 
industry as a whole.  
 146 
 
One of the main reasons for the dramatic shift in advertising spend to digital is that the latter is 
far more targeted and thus cost-effective, allowing an advertiser to zero in on its target 
customers and thus eliminating wastage – something radio cannot do with the same level of 
accuracy. In a nutshell, online advertising’s ability to reach a specific audience with vibrant 
multimedia messages across multiple online platforms gives it a distinct advantage. This 
dichotomy puts radio in a very difficult position and makes digital somewhat of a ‘frenemy’ – 
a friend and enemy at the same time. If stations do not use Facebook, they risk being left behind, 
but the more a station attracts its audiences to engage through Facebook, the more Facebook is 
able to learn about users and tailor bespoke advertising to meet their interests and needs. 
 
Another issue raised by Purcell was the quality of news, or lack thereof, that proliferates the 
internet. Local radio stations in Ireland pride themselves on the quality of their local journalism 
and information on the locality. This is what makes local radio stand out from the largely 
national-focused public service broadcaster. With the spread of so called ‘fake news’ through 
social media, radio stations as news organisations are faced with serious challenges to the 
services they provide and the veracity of news as a whole. The radio audience needs to know 
the information they are receiving is trusted, this trust in the media to provide honest impartial 
news is beginning to be eroded as a result of the ‘fake news’ phenomenon (Purcell 2017).  
 
Interestingly, while the Irish Radio Industry was experiencing challenging trading conditions 
the UK Radio Industry had recovered from the financial crisis and registered record audience 
reach and profits in 2017 (Kenny 2018). UK stations were attracting increasing demand from 
advertisers, which is evidence that the medium remains competitive in a healthy market and 
therefore perhaps lessons can also be learned from the ongoing success there. 
 
8.5 RTÉ Digital Changes  
As discussed previously RTÉ was quite slow to change to the arrival of new digital 
communication technologies. In the organisation’s published document, Digital Priorities 
2015-2016, RTÉ outlined what it planned to achieve in the two-year period in response to a 
changing mediascape in which digital communication technology had advanced greatly, and 
in which audience behaviour and expectations had also changed. The context of this landscape, 
which has been outlined in detail in Chapter 2, eventually led RTÉ to take action to “change to 
stay ahead” (Raidió Teilifís Éireann 2014: 4). The plan was to deliver on the next stage of 
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digital transformation by meeting the current and future needs of their audiences based on new 
patterns of consumption. RTÉ also hoped to develop innovative ways of developing existing 
and invent new products to best serve their audience. Inclusivity of all age ranges of the Irish 
audience was also key to their strategy as a PSB, as was the development of new online revenue 
streams. The document set out their overarching digital goals and priorities for the two-year 
period. The strategy applied to all of RTÉ’s output; radio, television and online though this 
research is more concerned with the changes to radio. 
 
In the plan RTÉ Digital, a division of the RTÉ organisation with a remit for management and 
development of RTÉ’s TV, radio and online digital services has been expanded and tasked with 
leading the changes outlined in the strategy. The document further stated, “As the market 
continues to change, we will need everyone to embrace the opportunities these new digital tools 
give us to tell stories and to connect with, inform and entertain our audiences” (Raidió Teilifís 
Éireann 2014: 4). The digital strategy document was profound in many ways as it identified 
the need for change within RTÉ to keep up with the competition, for this change to happen 
now, and for RTÉ as a whole to become a more integrated, synergised, and digital organisation 
in order for the strategy to be a success. 
 
Given the modern, dynamic media environment RTÉ correctly identified the need to deliver 
media on the audience’s terms, because the audience now has more prominence than before. 
RTÉ identified their digital priorities for 2015-2016 which were; Re-development of RTÉ.ie 
and RTÉ Player (Television and Radio), Digital News, RTÉ Player International, SAORVIEW 
Connected, RTÉ 2fm online and mobile and Radio and Music Performance Visualisation 
(Raidió Teilifís Éireann 2014). One of the most noticeable changes implemented since 2015 
has been the installation of fixed, multi-camera set-ups in the RTÉ 2fm studios. Using this new 
technology, along with a rebranding of the RTÉ 2fm logo and a complete refit of the radio 
studio interiors to make them more appealing to the viewing audience, every radio programme 
is now streamed on Facebook Live so audiences can watch and listen to the show online. 
Furthermore, production staff edit and then post segments of the audio-visual content on the 
RTÉ 2fm Facebook page, which are also sent to their ‘followers’ Facebook Timelines to attract 
listeners and viewers to catch up on what they missed, or draw audiences to dip in and out of 
the programme during the day. The other stations involved in this research Beat and Radio 
Kerry were also streaming some live video content from their studios but not to the same 
consistent level of RTÉ 2fm. This has much to do with the financial cost associated with 
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installing several cameras and refitting studios with attractive backdrops which are still beyond 
the budgets of struggling commercial stations. 
 
8.6 Conclusion 
Radio has experienced a momentous coming of age during the period of this research and has 
joined the digital age. This happened as a result of the communication technologies available 
to radio producers at a time when the radio industry was under severe pressure to remain 
competitive and maintain currency in a rapidly changing world. The changes in radio 
production which I observed in this research reveal that the role of the producer has been 
expanded to include a wide remit with many new tasks that need to be fulfilled on a daily basis. 
This has put enormous pressure on the existing production staff because, for the most part, 
there has not been an expansion of the workforce. This raises the question of whether on-air 
radio content can remain at a high standard when producers are being asked to do more with 
less. It stands to reason that over time something has to give, either on-air production standards 
will fall and/or the standard of social media content and engagement effectiveness will 
diminish.   
 
Commercial radio stations were under much more pressure financially than the PSB during the 
period of research and as a result adopted changes and technologies far quicker, thus showing 
their responsiveness. I argue that this had a direct impact on RTÉ 2fm’s listenership with their 
figures dropping by a third overall from 2009-2014. RTÉ is a large and complex organisation 
that has been traditionally slow to change but did eventually implement changes that arrested 
the decline in listenership. Although the changes to the radio industry and radio production 
were led by the commercial sector, the latter did take action eventually and made sweeping 
changes which were outlined in their document Digital Priorities 2015-2016. This publication 
outlined the changes RTÉ were committed to making to output and included making the RTÉ 
2fm website and brand more vibrant as well as making radio a more visual and immersive 
online experience for the audience. This included installing multiple cameras in all studios for 
audio-visual radio streaming.    
 
SNS adoption has affected radio production practices as producers have more responsibilities 
and tasks added to their remits. Technological needs are affected since producers often need 
more technology, however, with this technology they can offer the audience more diverse and 
engaging content, and are not confined to the studio to do this. Personnel are also affected by 
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the strong connection of Facebook with radio. Producers are either weighed down by increased 
responsibilities, or relieved of some duties by the hiring of bespoke digital media managers. 
RTÉ 2fm was in a position to distribute these new digital media responsibilities to existing staff 
due to their healthy staffing ratios compared to the commercial sector – a ratio of 3:1. However, 
these staff members did not necessarily have adequate digital media skills and training, which 
may have limited the impact of their efforts. 
 
Despite Facebook representing a generally positive development for radio producers and 
station managers desperate to remain relevant, the financial pressure caused by Facebook is a 
far greater issue. Perhaps the most interesting finding is the movement of advertising spend 
from traditional media such as radio, to digital media such as Facebook. The IBI chairman 
raised serious concerns over the long-term viability of the commercial radio industry as a result 
of this erosion of radio’s share of the total advertising spend. Thus, although producers may 
extol the virtues of Facebook for day to day production, the long-term implications for their 




Chapter 9: Understanding Radio Station Facebook Pages –  




This chapter will present findings and discussion on the audience’s use of radio station 
Facebook pages and the pleasure and meaning they extract from these. The hypothesis at the 
outset was that the congregation of individuals on radio station Facebook pages constituted 
online, quasi-virtual communities of people with shared tastes, culture and/or experiences. In 
order to better understand the complex concept of ‘community’ and explore the extent that 
communities exist from the audience’s perspective, the term was broken down into its 
constituent elements and each of these elements formed into a question for the audience to 
respond to. Overall I felt this gave breadth and depth to the inquisition.   
 
The data for this chapter was primarily drawn from the audience surveys of the three radio 
stations involved. I found that the more bespoke and parochial the radio station and its 
audience, the stronger the sense of community there was amongst the audience. Therefore, 
Radio Kerry audience members felt much more part of a community of listeners and online 
users than the RTÉ 2fm audience which tries to unite a larger national group. Herein lies the 
advantage local radio holds over their national competitors; the ability to engender a sense of 
togetherness and cultural relevance to a relatively small community of listeners. The 
management of the radio stations were also interviewed on the same questions to gain their 
perspectives and the Facebook pages themselves were observed and images recorded to offer 
tangible evidence of the community and public sphere concepts in practice.  
 
9.2 Online Communities 
Rheingold was an early proponent of online group connectivity and is credited with the term 
‘virtual communities’ which, as Rheingold writes, “…are social aggregations that emerge from 
the Net when enough people carry on those public discussions long enough, with sufficient 
human feeling, to form webs of personal relationships in cyberspace” (Rheingold 2000: 
5). Although written at the early stages of the internet when few pockets of digitally-connected 
and internet-savvy users could communicate and connect online, let alone form online 
communities, his work was one of the first instances where online communities were known 




Turkle too was an early adopter of the technology and spoke optimistically about the 
community building possibilities of online communication,  
We have the opportunity to build new kinds of communities, virtual communities, in 
which we participate with people from all over the world, people with whom we 
converse daily, people with whom we may have fairly intimate relationships but whom 
we may never physically meet (Turkle 1995: 9-10). 
 
This can exist on SNSs, specifically Facebook, according to Miller who argues for the term 
‘networked publics’ which he describes as “the imagined collective that emerges as a result of 
the intersection of people, technology, and practice” (Miller 2011: 39). This is a useful way of 
describing what happens on radio station Facebook pages given the levels of agency the user 
has to contribute their own comments and content to the conversation. However, as we will 
learn, the phenomenon at the focus of this thesis is not fully virtual since users have offline 
relationships with those they interact with online. Therefore, the online communities discussed 
in this thesis are more accurately labelled as quasi-virtual communities. 
 
Calhoun takes a different, and more reasonable viewpoint, that the internet exists as a 
supplement to face-to-face activity rather than as a substitute, arguing that “the Internet mainly 
makes it easier for us to do some things we were already doing and allows those with the 
resources to do some things that they already wanted to do” (Calhoun 1998: 32). This is 
supported by Parks’ research on online or ‘virtual’ communities. Parks found that many of 
these communities are “often simply the online extension of geographically situated offline 
communities” (Parks 2011: 120). I agree with this argument as I have found this to be the case 
in my research. Users share, interact and communicate with existing contacts but they share 
something in common with the wider community members whether that is something as simple 
as enjoying the same radio station, or something more profound as cultural identity.  
 
Moving on to define community, Wellman’s definition is concise, yet carries the clarity that is 
required to understand such a potentially complex term. Wellman posits, “communities are 
networks of interpersonal ties that provide sociability, support, information, a sense of 
belonging, and social identity” (Wellman: 2001: 127). The important shift is the move from 
physical communities that were based on geographic areas, to mediated notions of community 
that exist online, which in the age of digital and social media proliferation, have resulted in the 
large scale growth of online communities such as the ones in this study. 
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Returning to Rheingold’s definition above, I find it offers a good starting point for any 
discussion of online communities. An important research question for this thesis aims to 
determine whether the congregations that form around radio station Facebook pages constitute 
online communities. In order to address this question, it is first important to determine what 
the term ‘community’ actually means. This is not a simple task however as sociologists have 
long struggled to come to agreement on a definition. Much of the issue with including online 
communities lies in the fact that community sociologists have traditionally tended to associate 
community with a geographically-centred spatial togetherness – such as a local neighbourhood.  
 
After examining 94 definitions of the term ‘community’, Hillary concluded that “community 
consists of persons in social interaction within a geographic area and having one or more 
additional common ties” (Hillary 1955: 111). Furthermore, he identified three elements present 
in a community – “networks of interpersonal ties” which “provide sociability and support” to 
members, resident in a “common locality”, and to a lesser extent the emphasis on solidarity, 
which has encouraged the identification of “community” with “neighbourhood” (Hillary 1955: 
111). Similarly, Wellman and Leighton (1979) offer the following definition: “a spatially 
compact set of people with a high frequency of interaction, interconnections, and a sense of 
solidarity” (Wellman & Leighton 1979). Definitions of community began to evolve after the 
1970s to include long distance relationships as technology was making communications ever 
more accessible to the point today where the internet offers a multitude of communication 
methods that have allowed communities to exist in people’s imagination rather than physical 
location (Gruzd et al. 2011).  
 
The theory of the ‘imagined community’ as devised by Anderson is important to this 
discussion. According to Anderson, in imagined communities, “the members of even the 
smallest nation will never know most of their fellow-members, meet them, or even hear of 
them, yet in the minds of each lives the image of their communion” (Anderson 1991: 15). This 
can be applied to the radio station Facebook pages in question. Although users will have 
personal offline connections with some of the people within the community, they will not 
possibly know all members, which number in the tens, often hundreds, of thousands. However, 
each member will know they are part of a community with shared connections with other users. 
With such a discussion of online and offline relationships, it is important to understand that 
users primarily communicate and ‘share’ material from radio station Facebook pages with other 
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users within their existing offline social network. That is, people whom they know and interact 
with in the real world. However, despite this, I argue users are aware that they are members of 
a wider community of like-minded individuals sharing similar tastes, experiences, and 
identities. They are aware because they can see the names, profile images and profile 
information of the other online users and can thus validate the existence of the other users and 
can, if they choose, reach out and interact with them. Furthermore, with the number of 
‘followers’ of each Facebook page clearly presented in the profile information, a user can know 
exactly how many other users are ‘following’ that page. Despite this information, a user will 
probably never personally know all members of community and thus will have to imagine the 
vast majority of those with whom they share their interests. 
 
Rheingold posits that “whenever computer mediated communications technology becomes 
available to people anywhere, they inevitably build communities with it” (Rheingold 2000: 5). 
I argue that this is the case with radio station Facebook pages. People are drawn to other like-
minded people with similar interests and background, similar habitus (Bourdieu 1984). This is 
in line with Freeman et al. who argued that people seem to have a need to feel as though they 
belong to a community and will most often associate themselves with their primary groups of 
individuals (Freeman et al. 1989). We see existing friendship groups continuing interactions 
online and this is certainly the case on radio station Facebook pages. 
 
To better understand whether online communities can indeed be deemed communities the 
following will present and examine the features that a number of scholars have identified as 
crucial for a community to exist. Baym identified five traits that exist in both online groups 
and numerous definitions of community that highlight strong similarities between the offline 
and online versions of ‘community’ (Baym 2010). These five traits are “the sense of space, 
shared practice, shared resources and support, shared identities, and interpersonal 
relationships” (Baym 2010: 75). By taking each quality in turn and relating each to radio station 
Facebook pages, I will justify the use of the term ‘virtual communities’ and the value of these 
communities to the individuals involved. Shared space is key, traditionally this would have 
been a physical space but now a virtual space, “…a metaphorical sense of shared space is thus 
one criterion that people use when they label digitally mediated groups ‘communities’” (Baym 
2010: 75).  
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These spaces, in the context of this thesis, are the radio station Facebook pages which act as 
the meeting point for community members. Shared practice is, “the habitual and usually 
unconscious practices – routinised behaviours – that group members share” (Baym 2010: 77). 
Furthermore, Baym adds that “…because language is the primary tool through which digitally 
mediated groups cohere, the concept of ‘speech community’, has been particularly useful for 
many of us studying online groups” (Baym 2010: 77). The practice in the case of this research 
is manifest through reactions to posts published by the radio production staff and interactions 
between community members, also the habitual visiting of the Facebook pages either by 
choice, or through the content appearing in the user’s timeline.  
 
The third quality identified by Baym, shared resources and support, relates to the feeling 
among members that they are supported by other members of the community and can obtain 
the help when needed (Baym 2010; see also Wellman 1988). Such support between members 
is closely tied to the building of social capital between members. The more members interact 
and support one another the more social capital they can accrue. I also argue that radio stations 
build social capital with their ‘followers’ by building a large congregation on Facebook. 
 
Baym writes, “it is often common to find members of online communities and social networks 
providing one another with the sort of emotional support often found in close relationships – 
bonding capital (Baym 2010: 83). Due to the subject matter discussed on some posts, many of 
which are on emotional topics, there are many instances where this is particularly prevalent 
including Beat’s ‘Daily Dilemma’. There are also other forms of bonding capital that are built 
between users when they reminisce about memories from their past which occurs on Beat’s 
Facebook page. As Baym explains this support can come in many forms including, “social 
integration or network support, emotional support, esteem support, informational support, 
tangible aid, feeling that they are needed” (Baym 2010: 82-86).  
  
Shared identities is also important for a group who identify as a community and includes, as 
well as individuals’ roles and positions in the group, “a shared sense of who ‘we’ are that may 
be pre-existing or develop within a group” (Baym 2010: 87). Despite survey respondents not 
believing their membership of online communities helped them form their identity, Facebook 
pages are made up of members who are part of a distinctive group, Radio Kerry’s audience 
being a strong example. The audience are members of the unique cultural group of county 
 155 
Kerry and the people from there have immense pride in their identity and celebrate their identity 
openly on the Facebook page.  
 
The final trait of communities is interpersonal relationships, one-to-one relationships between 
individual users which when combined “provide a social mesh that underlies and helps to 
connect the broader web of interconnection within the group more closely” (Baym 2010: 89-
90). There is a large body of evidence of interpersonal relationships between community 
members, often this will occur when one person ‘shares’ a post with a friend usually with a 
comment which thus instigates a thread with replies back and forth between the group 
members. Using Baym’s framework for community, I will now present the findings from the 
audience survey questionnaires and interviews that explored the presence of each of these 
components within the complex notion of community on radio station Facebook pages.  
 
9.3 Online Communities – Audience Survey Findings 
This paper argues that radio station Facebook pages create online social networks or quasi-
virtual communities. These are spaces where users interact online in environments that share 
the same characteristics as traditional geographically-based communities. Numerous authors 
have presented definitions of community (see Hillary 1955; Wellman & Leighton 1979; 
Anderson 1991; McMillan & Chavis 1986; Rheingold 2000; Baym 2010; Delanty 2010; Gruzd, 
Wellman & Takhteyev 2011). 
 
Rather than selecting one of the definitions from the authors above I decided to combine the 
common characteristics from these scholars and use those to frame this part of the research as 
well as the survey questions. The eight features identified were therefore used as probes to 
explore whether radio station Facebook pages do create online communities as hypothesised. 
The characteristics identified were that a community should have a common shared location; 
that members should share an emotional connection to other users; that members feel they can 
influence the community; that members share resources and support; that members have a 
shared connection with one another; that members feel a sense of belonging to the community; 
that members have interpersonal relationships with one another; and that members have shared 
identities. Each of the above characteristics shall be treated below in turn with the research 
findings presented below under headings representing each characteristic. A reminder that the 
responses were measured using a Likert Scale and that the lower the score the more the 
respondents agreed with the question, therefore the higher the score the inverse applied. 
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Community Characteristic 1) Shared Common Location 
Survey Question: Do you see the radio station's Facebook page as a space you share with 
other fans of the station? Survey Response: Mean of rating average - 2.32. Radio Kerry rating 
average - 2.28, Beat - 2.25, Tubridy 2fm - 2.31, RTÉ 2fm - 2.45 
 
The mean rating average to this question was 2.32 and thus reflects the respondents’ strong 
agreement with the statement. Some comments left by Radio Kerry respondents support these 
sentiments of inclusion in a social group, “it’s like a local community online” (RK#29) and it’s 
“like an old style fan club” (RK#49) and “we have our group in the mornings” (RK#50). These 
respondents clearly felt as though they shared a space with others, even using such terms as 
‘community’, ‘club’ and ‘group’ to describe their shared space, is evidence that such networks 
exist for them.  
 
Others disagreed including one respondent who said, “I am a passive user of their Facebook 
page, I just view content & depending on content may like or comment. that is the extent of 
my level involvement [sic]” (RK#09). This respondent claims to be a passive user and therefore 
it is understandable that s/he will find it difficult to identify with feelings of a shared space or 
of a community in general. A finding of this research was that those having low levels of 
interaction had weaker feelings of connection to others and thus a diminished sense of 
community. This suggests that the more an audience member interacts and engages with the 
Facebook page, the closer they feel to the station and other users. Treasa Murphy, News Editor 
at Radio Kerry deems the station’s Facebook page as a shared space for users, “you do see the 
same names popping up from time to time and they very much see it as a forum to outline their 
views” (Murphy 2013). 
 
Of Beat respondents, 49% agreed and a further 19% strongly agreed with the statement with 
the following comments, “yes. a lot of my friends like the page and are all open to comment 
and interact with the page as well as me” BT#04). Another Beat respondent wrote, “It's like a 
little community of people that enjoy the station!” (BT#16) and another wrote, “it’s like 
knowing you are part of another "community" of people you never knew listened to BEAT but 
you can see ye [sic] have similar interests/tastes via Facebook” (BT#84). Both of these 
respondents can be seen to identify with being part of a community and sharing similar tastes 
and interests as them. Once again, we see here respondents using the term ‘community’ despite 
not being prompted with the term. Another Beat respondent offered the following, “We share 
 157 
a similar interest and I like to keep up with people's opinions” (BT#86), again reflecting the 
sense of shared interests, itself a characteristic of community, despite only being prompted to 
comment on the sense of shared space. 
 
Not all respondents felt that the radio station Facebook pages were a shared space however, 
which was expressed in comments such as, “[I] only look at things posted so i don't feel i have 
(or even have to) have any connection with other fans” (BT#63) and “I honestly never thought 
about the other people who 'like' the page” (BT#53). CEO of Beat Gabrielle Cummins believes 
there is a sense of a shared communal space on their Facebook page, “I definitely think the 
audience see themselves as part of the Beat community. You see them engaging, with the likes 
of the ‘Daily Dilemma’ so they feel like they’re part of a Beat community” (Cummins 2013).  
 
Exactly half of Tubridy 2fm respondents (50%) agreed that the Facebook page feels like a 
shared space and further 13% strongly agreed, “It is like a little community” (TY#22) was a 
quote form one respondent. Other comments include, “You can join in and share your opinion 
with others” (TY#54) and “Information & help is shared & received on a daily basis” (TY#61) 
and “Its a public forum” (TY#104) and finally,  
Yes, there are 1000s of other fans on the page and everyone who wants to expresses 
their opinions openly on the page.  You can interact with these other people if you want 
to and are aware that they are listening to the same thing you are (TY#103).  
 
Paul Russell, Producer-in-Charge of the Tubridy 2fm programme believes the audience does 
feel like the Facebook page is a shared space, but that it is shared with the programme presenter, 
Ryan Tubridy, as well as other audience members. Russell argues,  
They’re not just saying something on the Facebook page for other users to see they’re 
also saying something that Ryan will see and because of that connection there is like 
two relationships going on, a relationship with Ryan and a relationship with the other 
users, they feel they are amongst their peers (Russell 2013). 
 
Russell believes that a vital component to creating a sense of community amongst listeners is 
to let the audience know that they share a lot in common with the other radio listeners/Facebook 
users. He argues that the connection is also stronger on-air than on Facebook, “…because you 
can hear a voice and you can hear an element of emotion in that voice, despair, anger etc, that 
can create more empathy than a Facebook post (Russell 2013). 
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The response from the RTÉ 2fm respondents was also affirmative, 39% agreed and 12% 
strongly agreed. Comments from respondents were, “It's always good to see what other 
listeners/fans think about the questions the station asks...It's like a little community in itself” 
(2FM#09), and “It is a place where people who like the same music and entertainment as I do” 
(2FM#123). A RTÉ 2fm listener felt as if it was a shared space with national reach, “We can 
discuss topics we hear in the radio station with people from all over Ireland and see other 
people’s views on a certain topic” (2FM#21). Another respondent said, “yeah I share with other 
fans, I like to see what others comment on a topic on the radio through Facebook” (2FM#70) 
and “We are all usually responding to something that is going on on a particular show so yes 
we are usually on the same track” [sic] (2FM#82). 
 
There were also some RTÉ 2fm respondents who disagreed including the following sample: “I 
just like to receive information for myself and not to communicate with other listeners” 
(2FM#112); “I know they are there but I don't care” (2FM#84) was another comment; “Not 
really I just see it as a Facebook page, I wouldn't engage with other listeners on it” (2FM#57); 
“I have no interest in other fans of the show or station, I am only interested in the show or 
station itself” (2FM#34); “I don't use it to share anything, or connect to any one” (2FM#15). 
Another respondent wrote, 
I don't think about the other fans of the radio stations Facebook when viewing their 
content and 'liking' their posts and pictures. However, the radio stations Facebook page 
is interesting for comments and opinions on certain  posts and topics. It is also 
interesting to see the awareness the radio stations Facebook page is creating among 
other fans of the station (2FM#55). 
 
The recurring theme from those who disagreed with the question is one of disinterest in any 
other users of the RTÉ 2fm Facebook page. Although the respondents above are aware of the 
other users they feel no sense of connection to them, instead they have other uses for the page. 
For example, one comment read, “…i just like the station and the page is part of that” 
(2FM#07). 
 
Overall respondents agreed that their radio station’s Facebook page offered the shared space 
characteristic of community. What is also interesting is the prevalence of the term ‘community’ 
in the comments above from each of the four sets of respondents despite not having any direct 
prior knowledge of the researcher’s line of questioning. The respondents themselves identified 
that they felt that a community exists online based on the first question posed to them, thus 
immediately supporting the quantitative findings.  
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Analysis of the Facebook pages offered evidence that this was indeed a place where the 
audience do come together and interact with each other or with the content on the page. 
Everyone in the community has equal access to the page, unless restricted by internet 
connectivity, and new members may join or existing members can leave at any time if they so 
choose. 
 
Community Characteristic 2) Emotional Connection with Others 
Survey Question: Have you ever enjoyed a joke or humorous posting on a station's Facebook 
page? Overall response across the four surveys, Yes – 81% No – 19%.  
 
Baym (1995) posits that sharing in a humorous joke constitutes sharing an emotional 
connection and therefore this was used as a probing question in the survey. In an effort to 
simplify and shorten the questionnaire, respondents were not asked to explain their answers to 
this question. Across all four surveys 81% admitted to enjoying a joke or humorous post on a 
station’s Facebook page which shows that the vast majority, four out of five respondents, have 
shared an emotional connection with others through humour. The Radio Kerry respondents 
replied 81% ‘Yes’ and 19% ‘No’, the Beat response was 96% ‘Yes’ and 4% ‘No’, and the 
Tubridy 2fm response was 95% ‘Yes’ and 5% ‘No’. 
 
A significant amount of the content posted on radio station Facebook pages is of a humorous 
nature, posted to offer diversion to the audience, therefore providing the audience with content 
they are seeking. Therefore, because humour usually provokes an emotional response, 
respondents would feel as though they have shared an emotional connection with the other 
users when enjoying such content on a Facebook page. Much of the material posted on 
Facebook is of a humorous nature including ‘memes’, hence this is quite common. 
 
Survey Question: Have you ever read a comment or post that affected you emotionally?  
Overall response across the four surveys, Yes – 65% No – 35%. 
 
However, respondents were less convinced when asked if they had read a post that affected 
them emotionally, despite humour being associated with the emotion of happiness. 
Interestingly when asked if they had ever read a comment or post that affected them 
emotionally 65% said ‘Yes’ and 35% said ‘No’ across all four surveys, a significantly lower 
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score than on the humour question. Of the surveys the RTÉ 2fm sample’s response was the 
most negative with 57%, however, 93% of that same group had enjoyed a joke or humorous 
posting on a station’s Facebook page in the previous question. The Radio Kerry audience 
response was 65% ‘Yes’ and 35% ‘No’, the Beat response was 53% ‘Yes’ and 47% ‘No’, while 
with the Tubridy 2fm audience it was 56% ‘Yes’ and 44% ‘No’. Although the majority of 
respondents felt they had enjoyed humorous material, fewer felt they were affected emotionally 
by anything they saw. If 65% of respondents are affected emotionally by material on Facebook 
they are therefore sharing an emotional connection with others.  
 
Community Characteristic 3) Community Influence 
Survey Question: Do you feel that comments or posts you contribute could influence other 
users? Mean of rating average = 2.56. Radio Kerry - 2.46, Beat - 2.50, Tubridy 2fm - 2.69 RTÉ 
2fm - 2.60. 
 
Overall the collective audience surveyed believed that their comments do have an impact on 
other Facebook users. The Radio Kerry respondents agreed most with just over half (54%) 
agreeing and a further 4% strongly agreeing, 33% neither agreed nor disagreed with the 
remaining 8% disagreeing. Some quotes from the Radio Kerry respondents include, “everyone 
reads comments and they are bound to influence” (RK#13) and “of course people are affected 
by your public opinions, it’s human nature” (RK#45) and “I hope some of them do” (RK#24). 
The final remark here is poignant as it shows the desire of a respondent to help another user 
who may be in need. This motivation to share information of resources and support another 
person is part of what helps build community which will be addressed shortly. There were also 
Radio Kerry respondents who disagreed including the following quote, “I don't think they 
would have much of an impact on most people” (RK#22). 
 
The Beat audience had similar results to Radio Kerry’s audience with 47% saying they agreed 
and a further 9% strongly agreed and 33% neither agreeing nor disagreeing, 9% disagreed and 
3% strongly disagreed. Beat audience agreement comments include, “People are quite easily 
influenced...Well some proportion of the population are” (BT#13), “Once an opinion is out 
there, it may affect someone if they choose to read it!” (BT#16), “They might find it helpful” 
(BT#26) and “Facebook users can be very harsh and unforgiving” (BT#51). A comment in 
disagreement, of which there were very few, read, “It's hard to know, I don't believe a comment 
on a certain subject would influence people all that much” (BT#86).   
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The RTÉ 2fm audiences responded in agreement including 35% who agreed, 9% who strongly 
agreed and 46% neither agreed nor disagreed, 7% disagreed and 3% strongly disagreed. Some 
of the RTÉ 2fm comments on this question were the following: “Emotive topics will always 
have a reaction” (2FM#08); “If you provide a good enough argument and do it nicely, I think 
people's opinions may change” (2FM#53); “yes for example they ask for your thoughts on a 
current topic gets everyone sharing their views” (2FM#70); “They may feel the same and relate 
to wat i said” [sic] (2FM#94); “sometimes people can voice an opinion drastically different or 
so in tune with mine that it gives me pause” (2FM#105).  
 
Some comments that disagreed with the influential effects of Facebook comments and posts 
were linked to the fact that those individuals did not post comments, for example “I don’t 
comment, only like” (2FM#34) which was a common response and in line with the broad 
majority of users who lurk or have minimal interaction. Obviously if one does not comment 
this does not relate to them. However, there were others who disagreed for other reasons: 
“Everyone has an opinion for and or against something. I think people make their own minds 
up either way depending on their values and believes” [sic] (2FM#62) and “We’re adults and 
are responsible for our own actions and reactions” (2FM#124). 
 
The Tubridy 2fm audience was also positively biased, 37% agreed and a further 4% strongly 
agreed with the question, 46% neither agreed nor disagreed and 12% disagreed and 1% strongly 
disagreed. Tubridy’s audience agreed for the most part that people can be influenced by what 
is said online, a sample of comments read: “You may have a different opinion and by 
explaining where you're coming from it might show others an alternative view that they hadn't 
considered” (TY#54) and “I don't tend to delve too deep into topics. I am very aware of the 
impact an inappropriate comment can have on people” (TY#64). The latter comment makes 
the point that comments can influence others and some feel better not commenting for fear of 
influencing others negatively. 
 
A Tubridy 2fm respondent who was not convinced of the effects of Facebook comments on 
others said, “Can't see why what I say would” (TY#09). There were also many comments by 
respondents who said that they do not ever post comments on radio station Facebook pages 
rather they just ‘like’ content instead. Therefore, these respondents were removing themselves 
from the equation and accounted for many of the neither agree nor disagree responses. Based 
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on the findings from the survey it is therefore clear that there is a strong pattern of agreement 
from the audience that they believe their contributions influence other Facebook users.  
 
Community Characteristic 4) Shared Connection 
Survey Question: Do you feel as though you share a connection with other users who interact 
with the radio station's Facebook page? 
Mean of rating average = 2.87, Radio Kerry Rating Avg. 2.63, Beat 2.83, Tubridy 2fm 3.01, 
RTÉ 2fm 2.99. 
 
On average, the audience surveyed felt that they shared a connection with the other Facebook 
users, however the national audience (Tubridy 2fm and RTÉ 2fm) were very close to neutral on 
the issue. Of the Radio Kerry audience, 35% agreed that they shared some sort of connection 
with the other users who interact with the radio station’s Facebook page. A further 15% 
strongly agreed with this statement meaning half of respondents agreed to the statement, a 
strong positive bias. Some quotes from respondents include: “even though it's all online, I feel 
part of the global community based around the station and the locality” (RK#03); “I have met 
a lot of people through the breakfast show” (RK#50); “I recognise their names and enjoy 
reading their comments” (RK#53). One respondent who felt particularly connected was 
actually a listener to another local radio station in Cork City which is evidence that audiences 
in other regions feel similarly, 
Yes even though i might not know them face to face all fans of Red Fm have 1 thing in 
common. We love the station! So i would strongly agree that there is a connection with 
other users [sic] (RK#34). 
 
Again we see respondents using the term ‘community’ in their comments thus describing the 
feeling of group involvement they are experiencing. Another respondent said s/he met other 
people online through interactions during the breakfast show, which is evidence of 
interpersonal relationships existing and another element of community discussed in greater 
detail below. Meanwhile 24% of Radio Kerry respondents disagreed or strongly disagreed with 
the statement: “It’s just fb [Facebook]. I don’t feel any connection with others who like the 
station's page” [sic] (RK#13); “that implies something deeper & i am a passive user” [sic] 
(RK#09). The remaining 26% neither agreed nor disagreed with the statement with one quote 
stating, “Not unless we are talking/posting about the same thread” (RK#45). 
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The strong sense of connection amongst the Radio Kerry audience may be attributed to the fact 
that it is a local radio station which is listened to for the most part by people living in the area 
or who are from the area and like to keep up with what is going on in the county. Treasa Murphy 
believes that her audience have a shared connection which is the county of Kerry and many 
things associated with it as part of their identity,  
Yeah I think they’re very interested in Kerry. They’re very strongly of Kerry or they 
love Kerry, definitely, definitely…Kerry people have a huge identity… I think they feel 
like it is a very special place, so I think that they feel like they are part of the kingdom 
as it were…you sometimes get people on Facebook saying they think it’s a beautiful 
place, a beautiful county, they love the people (Murphy 2013). 
 
Treasa Murphy’s point that Radio Kerry’s listeners share a common interest in anything Kerry-
related points to there being pre-existing feelings of cohesion amongst listeners which is being 
reinforced by Facebook. Therefore, the audience are already connected and the radio station 
reinforces this connection through on-air and online content. 
 
The Beat audience also felt they shared a connection, evidenced by their positively biased 
response, 29% agreed and a further 6% strongly agreed while 17% disagreed and 3% strongly 
disagreed, 45% neither agreed nor disagreed. Some comments in support of the shared 
connection were,  
It’s like knowing you are part of another "community" people you never knew listened 
to BEAT but you can see ye have similar interests/tastes via Facebook - or indeed may 
not agree on things but it’s a space to see that too [sic] (BT#84). 
 
Another respondent said, “yes because we all have one thing in common, we are interested in 
what the people in beat have to share” (BT#83) and another comment read, “We agree with the 
same view” (BT#87). The comments above highlight the use of ‘community’ once again by a 
respondent, despite not being prompted with any such terminology, but clearly feeling a 
community exists.   
 
There were a number of respondents in disagreement however with the following representing 
some of the comments: “Not really as each person is individual and your [sic] not actually 
meeting them” (BT#26); “I don't feel a connection to the other people really...it is very 
anonymous” (BT#43); “They're just faceless people that I share a passing interest with” 
(BT#51); “Nope each to their own” (BT#11).  
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One comment above mentions “not actually meeting” the other Facebook users, which 
previous research has identified as crucial for interpersonal relationships to be strengthened, 
offline, face-to-face interaction should also exist (boyd & Ellison 2007). Niall Power of Beat 
is not convinced the audience members have shared connections with one another, “I’m not 
sure if there’s a shared connection with them outside of isolated incidents such as a busy thread 
or a picture that’s shared” (Power 2013). I argue such interaction constitutes making a 
connection with other users. 
  
The RTÉ 2fm audience had a balanced opinion on the matter with the following results, 25% 
agree, 3% strongly agree, 24% disagree, 3% strongly disagree, 44% unsure. The RTÉ 2fm 
response was marginally positively biased. The following are some of the comments from those 
who agreed: “Similar comments to my thoughts” (2FM#11); “Because we all "like" the same 
thing” (2FM#36); “Yes we are following the same radio station so we have a common interest” 
(2FM#39).  
 
Some respondents pointed out that the interaction between audience members was what 
connected them, “I usually engage in the general banter or slagging so we are usually all 
involved in something typical so yes there is interacting” (2FM#82) and another comment read, 
“I find like-minded people who I can interact with” (2FM#105). These respondents therefore 
felt that they share a connection with others based on their shared enjoyment of a radio station. 
They also share common preferences of certain content and their interaction with one another 
and/or the material gives them a sense of connection.  
 
Half of the respondents did not feel such connections however, with blunt remarks such as: 
“These are strangers so no” (2FM#124); “Certainly not a personal connection” (2FM#19); “I 
don't think I do it to form a connection” (2FM#07). Other respondents explained how they use 
the Facebook page for more self-centred purposes such as, “not really I am on their page for 
my own entertainment” (2FM#70) and “I don't read or take in their comments on a topic” 
(2FM#112). The following respondent felt that they would need to be talking with someone 
who liked the radio station to feel a connection to them, “Not really. I would feel like I had a 
connection if I was talking to someone and it came up that we both like the same radio station” 




The Tubridy 2fm audience was also fairly evenly split on the question with a slightly negative 
bias, 21% disagreed or 7% strongly disagreed, 43% neither agreed nor disagreed while 26% 
agreed and 4% strongly agreed.  
 
A selection of comments by those who agreed include those who felt that the connection was 
through similar opinions, interests and experiences: “I think I may connect with others who are 
of the same opinion” (TY#07); “yes we are all probably of a certain age group so would have 
similar interests and outlook on life” (TY#34); “People who've gone through things in life, 
illness & tragedies, happy moments” (TY#61). One comment suggested the connection was 
that the users were engaging in the same content, “we are commenting on the subject matter of 
the shows we are listening to” (TY#56). Another comment related to an earlier question of 
emotional connection, “Certain topics talked about bring people together emotion wise and 
lead to a sense of unity between the listeners, a 'family' sense” (TY#75).  
 
Again, on the other side of the argument respondents saw limited or no connection with other 
users with comments such as, “I do not think much about other users” (TY#58) and “They are 
just strangers who listen to the same show as me” (TY#64). One comment read, “again, i don’t 
think about the other users of the space, it’s the connection direct to the radio station i want” 
[sic] (TY#73). This respondent admitted to seeking some kind of connection, but that 
connection was with the station rather than other users. Another comment agreed that 
connections do exist, but that they are fleeting and are dependent on the subject matter, “Maybe 
for a brief few seconds, again, depending what the discussion is” (TY#31). 
 
Producer-in-Charge of the Tubridy 2fm programme feels that connections are shared between 
users of their Facebook page through participation,  
Yes, there is a sense of participation in a positive sense compared to Twitter which is 
more cynical, Facebook is more of a watering hole for a wide variety of backgrounds 
and a community that wants to communicate, they are participating if even fleetingly 
(Russell 2013).  
 
Tubridy 2fm researcher Grace Waller also believes the Facebook users have shared connections 
primarily because they are of the same gender and age cohort and with that comes similar 
interests and tastes,  
 Yeah definitely, predominately it’s women, of the same demographic, young 
 women, mums or single women aged around their 30s. Way more women than 
 men using our Facebook page (Waller 2013).  
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Survey respondents agreed marginally that connections exist, what that connection is exactly 
is another question. Some suggest the connection is the enjoyment of the radio station or the 
content on the Facebook page, sharing the enjoyment of a comment, opinion or having shared 
similar experiences draws them closer through empathy or perhaps an emotional connection. 
Others see a more profound connection as members of a wider community associated with the 
radio station and its region. This is evidently more so the case with the non-national radio 
audiences in this research, Radio Kerry and Beat, whose respondents felt they connected more 
with other users than the audience of the national radio station RTÉ 2fm, including the Tubridy 
2fm audience.  
 
This is likely due to the role local and regional radio stations play in the community they 
broadcast to. These stations tailor programming to their region based on the specific 
expectations of the audience including local news and information. Offering this tailored 
service gives the local and regional stations an edge over the national stations as it helps build 
audience loyalty and a sense of community which is much more difficult to achieve at a 
national level. Furthermore, due to the prominence of radio stations in their respective 
communities local and regional stations are able to strengthen the sense of community amongst 
the people and create a feeling of unity and cohesion. Radio Kerry’s audience responded most 
positively to the notion of a shared connection with other audience members on the Radio 
Kerry Facebook page. I argue that because Radio Kerry represents the distinct bordered 
community of county Kerry that has its own identity built on history, heritage and unique 
cultural traits, that the sense of community among the audience is stronger as a result.  
 
A less distinct sense of community exists amongst the audience of Beat, a regional radio station 
covering five counties in the south east of Ireland; Wexford, Waterford, Carlow, Kilkenny and 
South Tipperary, each with its own identity and unique cultural traits. Therefore, it is a more 
difficult task for the station to build a sense of community amongst a more disparate audience 
than in one specific county. Nonetheless, Beat has managed to create a community of listeners 
since its launch in 2003 based around the shared interests and cultural traits of the ‘south east’ 
of Ireland, and more importantly around the age demographic of its target audience which, at 
the time of research, were the millennial generation. The producers interviewed at Radio Kerry 
and Beat also identified how they are always working to build that sense of community amongst 
the audience by reinforcing pride in the county or region.  
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Due to the disparate nature of the national radio audience, listening in from all corners of the 
country, it is understandably more difficult to create a similar sense of community amongst the 
listeners. This may explain the neutral feelings from the RTÉ 2fm audience regarding a shared 
connection with other users. 
 
Community Characteristic 5) Shared Resources and Support 
Survey Question: Have you ever offered someone support or received support from another 
user on the radio station's Facebook page? Combined Response Yes - 19% No - 81% 
 
Overall, across all respondents only 19% said they had offered or received support from 
another user on a radio station’s Facebook page, with the remaining 81% stating they had not. 
Radio Kerry recorded the highest positive response where 30% said they had offered or 
received support from another user. Among Beat respondents 21% said yes, at RTÉ 2fm it was 
9% who said yes and 15% of Tubridy 2fm respondents said yes. Therefore, on average one in 
five respondents has given or received support for another member which is a strong number 
when one considers that many users are engaging in low-level interaction, and not ‘sharing’ 
and commenting regularly, or even at all.   
 
Gabrielle Cummins, CEO of Beat, believes members do support one another, “It’s actually 
quite frightening how willing they are to give themselves and their opinions, like when people 
are asking for personal help…they feel very comfortable in the Beat Facebook community”. 
Cummins points to the ‘Daily Dilemma’ as an example of where this sharing and support 
occurs. The ‘Daily Dilemma’ is a segment on the Beat Breakfast programme where listeners 
and Facebook users are invited to put forward a personal problem they are experiencing and 
seek council from the rest of the audience. Cummins explains why the ‘Daily Dilemma’ is a 
good example,  
 …people are really laying themselves on the line probably more so than they 
 should a lot of the time…people are coming online specifically for advice. 
 There was a really good example where a woman’s husband was having an 
 affair and the online community was supporting her and wanted to know what 
 happened and would she leave him and she did (Cummins 2013). 
 
Niall Power, producer of Beat Breakfast agrees that the ‘Daily Dilemma’ segment on his 
programme creates a space where people regularly offer help and share information and 
resources with others. Power explains,  
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We always get the best reaction on our Facebook page to the ‘Daily Dilemma’. It’s the 
one thing that everybody is happy to give advice on and happy to talk about, give an 
opinion. So it will be a very busy place on Facebook when we put up the ‘Daily 
Dilemma’ (Power 2013).  
 
Power also notes instances when other threads of discussion form between smaller groups of 
users, “…within some threads we start, some conversations will start between users on 
Facebook, ‘Oh did you have that? Oh I had that too’” (Power 2013). Producer of the Kerry 
Today programme Treasa Murphy has noticed that Facebook users do offer sympathy and 
advice to one another in certain circumstances, but she does not think that this helps or is 
supportive in a direct way, she does not believe it has much impact. 
 
Paul Russell, Producer-in-Charge of the Tubridy 2fm programme, feels his audience participate 
quite actively and do offer support to one another,  
What they contribute is usually quite personal, a first-hand experience and they can 
throw those experiences into a post, an empathetic, sympathetic comment, support. 
There’s probably not as much as we’d like, if we encouraged it more we’d probably get 
more (Russell 2013). 
 
Grace Waller also definitely sees Facebook users sharing resources and support on their page, 
“…people have shared info about a clinic they have been to, a doctor they went to, ‘I’ve been 
through the same’, ‘my doctor recommended this’. We see that a lot on our page” (Waller 
2013). The surveys revealed on average one in five respondents offer or receive support from 
another user. The act of sharing resources and helping the fellow community member is an 
important aspect of community since it helps build relationships and cohesive groups. In strong 
relationships people do things to support one another and there is an understanding of mutual 
support amongst members so when help is needed it is there. 
 
Community Characteristic 6) Shared Identities 
Survey Question: Does being part of the station's page help you reaffirm your identity; give 
you a sense of who you are? Mean of rating average = 3.41, Radio Kerry Rating Avg. 3.07, 
Beat 3.59, Tubridy 2fm 3.43, RTÉ 2fm 3.56. 
 
The general response to this question was negatively biased with a rating average of 3.41. 
Radio Kerry audience’s rating average was close to neutral at 3.07 but still negatively biased 
including 40% who neither agreed nor disagreed. Those on either side were fairly evenly split, 
27% agreed and 4% strongly agreed while 16% disagreed and 13% strongly disagreed. Some 
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quotes agreeing with this statement include, “living abroad, it makes me feel more in touch 
with the goings on at home” (RK#03), “Makes u feel part of the local community” (RK#29) 
and “I feel part of a community” (RK#53). Here it is evident that those who agreed found that 
being in touch with Radio Kerry via Facebook does help some people construct their identity 
based around their home community, again the respondents have used the term ‘community’ 
without being prompted. The Facebook page also helps expatriates reconnect with home and 
thus helps reaffirm their origins and thus continue to construct or maintain their identities.  
 
There were slightly greater numbers of respondents who disagreed however, with such 
comments as: “No way it’s just something I like” (RK#13); “I would be confident enough with 
my identity not to depend on the page to reaffirm it” (RK#22); “My being has very little to do 
with it” (RK#45). These remarks dismiss the notion outright that connecting via a Facebook 
page could have any connection to one’s identity.  
 
Beat’s rating average was further biased toward the negative with a score of 3.59 meaning the 
audience was firmly in disagreement, more specifically, 43% neither agreed nor disagreed, 
25% disagreed, 21% strongly disagreed, 10% agreed and no one strongly agreed. Some of the 
comments from those who did agree tied their identity to the location of origin, in this case the 
south east of Ireland, with comments including, “Pride of area” (BT#23) and “I am from Ireland 
and living in London for the past 9 years, I do feel it helps me reaffirm my identity” (BT#86). 
Others associated their identity with the content of the radio station, and by extension the 
Facebook page, “yes kind of, i can associate myself to the things they talk about” [sic] (BT#83) 
and another quote read, “it shows what you like in terms of music & looking for some fun in 
your day, regardless of your age” [sic] (BT#84). 
 
Most rejected the notion that their identity could be influenced by a Facebook page, quotes 
associated with this include, “I am who I am, I'm not influenced easily by others” [sic] (BT#87) 
another one read, 
it’s only a radio station page.  It has no effect on me as a person. I liked the page because 
i like the station and the presenters, not for reaffirming my identity of giving me a sense 
of who I am. I don’t see how a radio station could do that [sic] (BT#04). 
 
Others stated how they were comfortable with their identity and that a radio station or its 
Facebook page was not needed to shape them: “I don’t need a radio station to reaffirm my 
identity” (BT#15); “I am already very sure of my identity and feel it doesn't depend on what 
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you like but more about who you are as a person” (BT#26); “I just like the station it isn't a 
defining character of mine” (BT#66). 
 
Cummins believes that users share a sense of identity in so far as they have similar interests 
and tastes, “Definitely because they’re drawn to the Beat Facebook page because they all share 
certain interests so yeah they have common interests I would think so yeah” (Cummins 2013). 
 
 
The RTÉ 2fm audience at 3.56 scored a similar rating average to Beat’s. Of the respondents 
11% said they agreed, 2% strongly agreed, however 31% disagreed, 20% strongly disagree, 
35% were unsure. Of the limited number of those who agreed the following comments were 
made, “I agree only on an online sense, when other people see my page and the things I like” 
(2FM#04), “I feel it shows I know what makes good radio and know my music” (2FM#57) and 
“it’s nice to be part of something bigger than my own circle” (2FM#105). A respondent who 
was unsure said, “It may show your music taste or age group but I personally do not feel it 
identifies me as a person” (2FM#123). There were many more comments of disagreement 
which carried similar messages that people are comfortable with their identities such as “I have 
my own identity so don't need it reaffirmed” (2FM#07), “I know who I am I don’t need a radio 
station to reaffirm who I am. I just enjoy listening to it” (2FM#62).  
 
Others believed that Facebook or radio could not influence people’s identities, “I don't think 
being part of a Facebook page can reaffirm your identity unless you are a very shallow person!” 
(2FM#36), and “It’s just a radio station” (2FM#74). Other respondents dismissed the notion 
outright as being somewhat absurd, “I just use it for information and entertainment. I don't take 
it seriously” (2FM#112), and “I think that would be rather pathetic” (2FM#124). The Tubridy 
2fm audience response was also predominantly in disagreement with the statement. The 
average rating was 3.43, 42% neither agreed nor disagreed while 22% disagreed and another 
20% strongly disagreed. Only 11% agreed and a further 4% strongly agreed.  
 
Of the small number of those who agreed, they connected it to pride in their Irish identity, 
examples are, “We'll living over-seas photos of Ireland or comments about places or 'Irishisms' 
do make me feel more connected to home” [sic] (TY#124). Another said,  
…Certainly Breakfast with Hector gives me a real sense of identity as the presenter is 
proud and outwardly Irish. As a Northern listener this is very refreshing. Tubridy 
presents the popular topics of the day, sometimes serious and sometimes less serious, 
but again the topics of conversation concern  Ireland and the Irish which I really enjoy.  
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This is something, I find, that the Northern Radio stations are reluctant to do or else 
don't do very well (TY#65). 
 
As the figures show there were many who rejected this question of identity outright, with 
comments such as, “I already know who I am, I don’t need a radio station to affirm anything 
about myself” (TY#56), and another said,  
I don't agree or disagree with this statement, I enjoy the station and I enjoy some of the 
posts on the Facebook page, I don't think it defines or give me a sense of who I am.  I 
am my own person and I am aware of my likes and dislikes, sometimes I agree with 
posts or think they are funny, sometimes I don't agree and don't find them funny at all 
(TY#103). 
 
The results are fairly clear that respondents do not feel as though the radio station Facebook 
pages help reaffirm their identity or help give them a sense of who they are. Those who did 
feel it affected their identity felt it did so in terms of helping them stay connected and grounded 
to their roots from abroad. In these cases, the Facebook page worked in tandem with the radio 
station to connect them to their home community in Kerry, the south west, or Ireland in general. 
Interestingly radio station staff do believe the station’s output is geared towards aligning with 
the audience’s existing identities and thus trying to reinforce these. Furthermore, as the case 
studies in Chapters 11, 12 and 13 illustrate, the Facebook pages do act as identity reinforcement 
tools for the audience. 
 
Community Characteristic 7) Interpersonal Relationships 
Survey Question: Have you formed direct interpersonal relationships with any of the other 
users of a radio station's Facebook page? Combined Response Yes - 5% No - 95% 
 
Of the Radio Kerry respondents, 15% said they formed direct interpersonal relationships with 
users of a radio station’s Facebook page, the highest of the three stations. 96% of Beat 
respondents, 100% of RTÉ 2fm respondents, 98% of Tubridy 2fm respondents, and on average 
95% of all respondents said ‘No’, that they had not formed a direct interpersonal relationship 
with another Facebook user. Some respondents did form interpersonal relationships however, 
and although this number is a small proportion of the audience it does provide evidence that 
such relationships have been formed and do exist. In an online virtual community, which I 
argue these Facebook pages are, the vast majority of users are unknown to one another so the 
fact that any relationships are formed is a positive sign that a community does exist and there 
is scope for further development. Furthermore, in hindsight I believe the question was poorly 
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worded and perhaps should have asked whether they have online relationships which also exist 
offline. The latter has certainly been found to be the case broadly across all radio stations 
studied where individuals have friends and family members who are also ‘followers’ of the 
same Facebook pages. This is evidenced in the conversations and ‘shares’ that occur when one 
friend finds something they are interested in and ‘shares’ this with the members of their social 
network. 
 
Cummins did think that users form interpersonal relationships but admits that it is somewhat 
artificial because they do not know one another offline, “Yeah, which is obviously quite 
artificial but they don’t see it that way, because they wouldn’t know one another, it’s a faceless 
community” (Cummins 2013). Niall Power also believes that people have interpersonal 
relationships whereby they help each other, “We’ve seen it on occasion people share 
information like in the context of a competition where someone missed a clue or something 
and someone offered to share this information with one another. Helping one another” (Power 
2013). 
 
Waller believes that some of their Facebook audience do have interpersonal relationships, 
“Yeah we see that through the comments they leave you know they might refer to someone 
else’s comment and we see a bit of interaction there” (Waller 2013). Waller argues that on their 
Facebook page users are “friends with strangers a lot of the time” because they share a common 
interest of being listeners to the show and sometimes “have shared similar experiences” which 
creates solidarity and brings them closer together (Waller 2013).  
 
Community Characteristic 8) Sense of Belonging to a Group 
There are three questions associated with this community characteristic which will be dealt 
with in turn below.   
Survey Question: Do you feel a sense of belonging amongst the other users who interact with 
the radio station's Facebook page? Mean of rating average = 3.26, Radio Kerry Rating Avg. 
2.84, Beat 3.30, Tubridy 2fm 3.39, RTÉ 2fm 3.51 
 
When asked whether they feel a sense of belonging amongst the other users on the radio 
station’s Facebook page, 27% agreed and11% strongly agreed, while 20% disagreed or 7% 
strongly disagreed. The remaining 36% neither agreed nor disagreed. The mean of rating 
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average of 3.26 means that overall respondents did not feel a sense of belonging, however, 
responses varied across stations. 
 
One of the quotes in agreement read, “the familiarity feels like friendship” (RK#53) another 
simply said “Kerry folk” (RK#07). The latter quote refers to the other users from county Kerry. 
A respondent who was unsure said, “again v deep questions for a passive user” [sic] (RK#09). 
This is an understandable response for someone who is involved at a low level of participation. 
Those who are less actively involved on radio station Facebook pages cannot really be expected 
to have strong feelings of belonging, let alone feeling part of a community so this sort of 
response is understandable.  
  
Beat’s rating average was biased towards disagreement with a score of 3.30; 27% disagreed, 
13% strongly disagreed, while 20% agreed, 1% strongly agreed and 39% neither agreed nor 
disagreed. There were a number of comments left by those who agreed, who felt they belonged 
when they shared certain interests or opinions with others, “It's amusing to find how many 
people can share the same interests as you and also people like to just converse on a topic if 
they do share an interest” (BT#46). A similar post read, “Sometimes, if you post a comment 
and people respond or 'like'” (BT#86). Another respondent simply said, “There is a sense of 
community on the page” (BT#67). This is yet another example of a respondent identifying that 
there is a sense of community on their radio station’s Facebook page.  
 
One respondent felt the medium of Facebook was not strong enough to have such effects, a 
recurring sentiment among respondents,  
I'm aware that Facebook is a medium of communication but it's limited to what kind of 
relationship can be forged, I might feel that I agree or disagree with someone but that 
is all you have in common so I don't think it's the right place to feel a sense of belonging, 
that is with your friends and family that you  see in person, not those you converse with 
on the internet (BT#57). 
 
The RTÉ 2fm audience also disagreed that they felt any sense of belonging amongst other users 
with a rating average of 3.51. Of the respondents 12% agreed, 1% strongly agreed, but 37% 
disagreed and 14% strongly disagreed while 37% neither agreed nor disagreed. Of those who 
did agree there were the following comments, “We all interact with the station and I genuinely 
feel like I'm part of a group of fans/listeners that the station values” (2FM#09). Another person 
wrote,  
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Many of my work colleagues would listen to other radio stations and so wouldn't share 
in the funny stories that I hear on the way to work; on Facebook the other fans of the 
page are aware of these stories and regular slots and so can share in the fun - it's like 
being in on a private joke (2FM#29). 
 
Other respondents identified a sense of belonging due to the common interests and values as 
seen in the following quotes, “Sometimes, because we share a common interest” (2FM#36), 
and another that said, “like minded souls” (2FM#105). Some respondents were unsure if they 
felt a belonging, but did feel that they shared some connection,  
It’s nice to hear other people’s stories and how other people are getting on day to day. 
But if I felt a sense of belonging for all pages I liked or followed, I’d be very confused 
(2FM#62). 
 
Another wrote, “It’s not an emotional attachment, although I can see if some people do receive 
a sense of belonging” (2FM#123). 
 
Others were more dismissive of the notion of any belonging and stated that they do not feel 
they are involved with any other users on a personal level, “I don't know them personally so it 
would only be to like their comment or give advice if I could” (2FM#53). Another respondent 
said, “I don't get personally involved with strangers on Facebook so no it's just usually a bit of 
craic” (2FM#82), and one response simply noted, “Not on a personal level” (2FM#19). 
 
Tubridy 2fm listeners were negatively biased on this question with a rating average of 3.39, 
31% disagreed, 13% strongly disagreed, 38% neither agreed nor disagreed but 16% agreed and 
1% strongly agreed. Some assertively negative comments were, “being one in a few thousand 
listeners, viewing a page would not make me feel a sense of belonging” (TY#56), and “No 
because I don't know them” (TY#61). A number of respondents viewed the other users as 
‘strangers’ including these quotes, “I don't need social media to feel a sense of belonging, and 
I certainly wouldn't feel a sense of belonging amongst a group of strangers” (TY#103), and “I 
don’t get a sense of belonging amongst random strangers who just happen to listen to the same 
radio station as i do!” [sic] (TY#112). 
 
There were those who did not feel such belonging because they simply do not interact with 
other users, “I enjoy the Facebook page but don't feel the need to interact with other users” 
(TY#36), a similar quote read, “I don't interact with others on the page” (TY#81). A significant 
number of respondents were unsure whether they felt any sense of belonging but did feel they 
shared something with other users, “I don't feel a 'sense of belonging' but I feel, in the particular 
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moment, that 'we' have the show/presenter/topic of discussion etc. in common, just at that 
moment” (TY#31) and another respondent wrote, “Possibly but to no great degree” (TY#34). 
 
Community Characteristic 8) Sense of Belonging to a Group (continued) 
Survey Question: Do you feel that interacting with other people on a station's Facebook page 
brings you closer together in some way? Mean of rating average = 3.28, Radio Kerry Rating 
Avg. 3.00, Beat 3.41, Tubridy 2fm 3.42, RTÉ 2fm 3.56 
 
Radio Kerry respondents were exactly neutral on this question with a rating average of 3.00. 
The survey results revealed that 22% agreed, 9% strongly agreed, 40% neither agreed nor 
disagreed, 18% disagreed and the remaining 11% strongly disagreed.  
 
Some comments from those who disagreed were, “I have commented & liked others comments 
on FB & it didn’t bring me or them any closer” [sic] (RK#09), and “No, just cos we may share 
an opinion would not bring me closer to someone online” (RK#45). One respondent pointed 
out that s/he did not feel closer to the other users because they do not share an offline 
relationship, “No i don't think so because you never met up with other fan's. Which is a shame 
really” [sic] (RK#34). This comment supports previous research which argues that Facebook 
supports existing offline relationships rather than create new ones and that offline relationships 
are required for people to form deeper relationships (see boyd & Ellison 2007; Dunbar 2012). 
Those who agreed that they are brought closer to others via the Radio Kerry Facebook page 
made the following comments, “Yes by talking to others and the presenters” (RK#50), and a 
separate respondent believed the interaction helped by sharing personal information. It read, 
“You get to know the ins and outs of people's lives” (RK#53).    
 
Beat’s respondents returned a rating average of 3.41 meaning they were negatively biased, of 
which 37% neither agreed nor disagreed, 30% disagreed and 16% strongly disagreed, while 
14% agreed and only 3% strongly agreed. Two respondents felt that because the interaction is 
online computer-mediated communication that they are not brought closer together, “Dats [sic] 
silly its online” (BT#47) was how one respondent put it, while another gave more detail, “No, 
I wouldn't put it that way, I think if I was of the same opinion as someone I see it as that, not 
relationship forging unless you have met the person” (BT#57). 
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There were a number of respondents who felt strongly that they were brought closer to other 
users as one respondent wrote, “Absolutely, it's the perfect medium for people to communicate 
and in some cases I am sure relationships have been formed” (BT#46). A similar comment 
read, “It does in some weird sense because you get to see who is commenting and it is more 
familiar than the anonymity of the station” (BT#67). Two other respondents felt that through 
online discourse people are brought closer, they read, “If you share the same opinion/view, 
yes” (BT#16) and “yes it can because you can discuss things” (BT#83). 
 
Cummins thinks that the Facebook page does bring people together, “In some way, in a very 
weird bizarre, false kind of way, but I think it does yeah absolutely it totally does but it’s still 
very much in a superficial way” (Cummins 2013). Power feels that by sharing with others that 
audience members feel involved, “Everyone wants to feel part of something and so if you’re 
contributing to a thread I think it gives you a feeling of being part of something” (Power 2013).  
 
The RTÉ 2fm audience had a rating average of 3.56, meaning they were also negatively biased 
with 41% disagreeing, 13% strongly disagreeing, 36% neither agreeing nor disagreeing and 
10% agreeing. No respondents strongly agreed with the question. 
 
Once again respondents highlighted the view point that computer-mediated communication is 
not as effective as offline interaction, “At the end of the day, interacting with people online 
will never become more important than interacting with people in real life so I don't know if I 
agree or disagree with this” (2FM#09). A similar point read, “If I wish to connect with someone 
I would not do it on a radio station's Facebook page” (2FM#123). 
 
Others agreed that if the content was something both shared in common it would draw some 
people together, “Sometimes, depending on what is being posted/discussed” (2FM#36) and 
“depends on the person you are talking to” (2FM#70). Another wrote, “see their story and see 
my story” (2FM#105) thus suggesting by having shared experiences and knowing more about 
one another that people can feel closer to other users, even strangers. 
 
There were numerous comments left by respondents explaining their answer, “No as generally 
strangers” (2FM#19) and two similar comments, “I don't interact with other people on the 
stations Facebook page” (2FM#55), and “I don’t interact with other audience members on the 
page” (2FM#62). Again the notion that the medium is not strong enough to exert such influence 
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was expressed by one respondent, “Not really because it's just a Facebook page” (2FM#57). 
Another respondent felt the content would not have much effect, “cause the majority of posts 
are jokes or competitions which wouldn’t have that affect” (2FM#42). 
 
The rating average amongst the Tubridy 2fm audience was 3.42 and therefore negatively 
biased. The respondents largely disagreed (29%) or strongly disagreed (14%) while 42% 
neither agreed or disagreed. Meanwhile 15% agreed but not one respondent strongly agreed.  
 
The comments left by Tubridy 2fm respondents were similar to others made regarding viewing 
other users as strangers, “sharing an opinion or disagreeing with someone else’s opinion would 
not make me feel close to a stranger” (TY#56) and “I don't feel any need to connect with others 
as we are all just a nation of people with various opinions” (TY#106). Another said, “No, 
people just make passing comments, i don’t think it’s something people really dwell on” 
(TY#124). 
 
Of the relatively few respondents that agreed one read, “Yes it can make people feel as if they 
are not alone in certain life situations” (TY#75). Again this refers to audience members sharing 
life experiences and personal stories which do seem to be supportive to others. Another 
respondent wrote, “Not to other people but maybe to the programme” (TY#36), so clearly the 
Facebook page is helping build this respondent’s loyalty to the station. 
 
Ryan Tubridy does not think that Facebook is effective at bringing users closer together, not in 
any meaningful way at least. Tubridy states,  
It’s useful to have it and people laugh and so on, but no it’s not like that. You get a little 
bit of solidarity of women having shared experiences, but not a huge amount, you’d see 
it on Twitter a lot more (Tubridy 2013). 
 
Community Characteristic 8) Sense of Belonging to a Group (continued) 
Survey Question: Do you feel that interacting with a station and other audience members on 
the station's Facebook page makes you feel part of a group or community? Mean of rating 
average = 2.92, Radio Kerry Rating Avg. 2.73, Beat 2.76, Tubridy 2fm 3.08, RTÉ 2fm 3.10. 
 
To complete the series of questioning on community a very simple and straightforward 
question was put to the respondents: Do you feel that interacting with a station and other 
audience members on the station's Facebook page makes you feel part of a group or 
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community? The aim was to pose a direct question that would elicit a clear and concise 
response to complement the other questions posed. The rating average from all four surveys 
was 2.92 meaning the respondents were positively biased to the question and therefore did feel 
part a community on their radio station’s Facebook page.   
 
The Radio Kerry rating average was 2.73, the most positively biased of all four surveys. Most 
respondents agreed (38%) while a further 11% strongly agreed to the question, 16% disagreed, 
9% strongly disagreed and 27% neither agreed nor disagreed. The number of comments was 
quite low but some of the comments in agreement were, “People come to know you as well” 
(RK#53), and “common interest” (RK#49), meaning that some users share common interests 
which brings them together. Others were unsure, one wrote, “I think on some level it does yes 
but not totally. If i percentage it maybe 10% yes a little bit” [sic] (RK#34). 
 
Those who disagreed said, “no didn’t get that vibe from my experiences. it’s a page not a 
members group” (RK#09), and another respondent wrote, “I think it would be sad if people 
have to be part of the Facebook page to make you feel part of any group or community” 
(RK#22). Treasa Murphy feels there is an online community on their Facebook page involving 
the listeners of the Kerry Today programme especially. She also believes that much of the unity 
comes from their identity as Kerry people and their shared interests, many of which are Kerry 
related (Murphy 2013). 
 
Beat respondents also were positively biased with a rating average of 2.76 which broke down 
into the following percentages, 51% agreed and 6% strongly agreed, while 19% disagreed, 
10% strongly disagreed and 14% were unsure. Some of comments in agreement read: “Yes, if 
the same opinion is shared” (BT#16); “interest are the same” [sic] (BT#23); “I guess it does as 
we all are interested in the happenings of the one station and fb page” (BT#26); “Sometimes is 
nice to be group of people that are passionate about something” (BT#11). These comments 
show that their shared interests and enjoyment of the Facebook page is pulling these people 
together. One respondent wrote simply, “There is a sense of community on the page” (BT#67) 
while another who strongly disagreed felt there was a sense of community about the station 
even before Facebook existed, “I felt part of a community long before Facebook. I like 
Facebook but for different reasons” (BT#51). Niall Power of Beat does not think that the 
Facebook page creates a community for the audience “No I don’t think so, I don’t think that 
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the 62,000 ‘followers’ or even a sizeable part of them see themselves as necessarily a Beat 
online community. It’s just part of what Facebook is to them” (Power 2013).  
 
The rating average for this question on the RTÉ 2fm survey was 3.10 meaning the respondents 
were negatively biased. The breakdown was 24% agreed, 5% strongly agreed, 27% disagreed, 
8% strongly disagreed and 36% neither agreed nor disagreed. Some respondents felt as if 
through Facebook they were made to feel appreciated as a listener, “I feel like I'm a valued 
listener” (2FM#09), and another read, “I feel special” (2FM#105). 
 
Again, the feeling that shared interests and/or topics help create feelings of connectivity with 
other users was expressed through certain comments, “depends on topic if I believe in 
something I will discuss the topic via Facebook on the radio station page” (2FM#70) and “If It 
is relating to a certain topic then yes, sometimes” (2FM#123) another said, “you’re talking to 
other like-minded people” (2FM#42). One respondent said “Possibly, if the same people were 
on fb page all the time” [sic] (2FM#53). Understandably if the same small group of users were 
consistently online, they might be able to get to know one another a bit better and develop more 
of a community feel. The RTÉ 2fm Facebook page had over 50,000 page ‘likes’ at the time of 
survey in 2013, therefore it should not be surprising that there is little consistency among those 
who do interact with the page regularly.  
 
There were comments in disagreement also: “It makes me feel part of the audience, nothing 
more” (2FM#07); “No generally view everyone as an individual” (2FM#76); “I don't interact 
with other audience members on the stations Facebook page” [sic] (2FM#55). As we have seen 
in the written responses across all stations many users don’t interact with the page. 
 
The Tubridy 2fm audience response at 3.08 was slightly negatively biased on this question with 
32% agreeing, 2% strongly agreeing, 30% neither agreeing nor disagreeing, 26% disagreeing 
and 9% strongly disagreeing. Some respondents felt that a community existed but saw this as 
being tied to their listenership of the programme, “feel probably closer to the programme as a 
whole rather than the community that listens” (TY#36), and another wrote “we are part of the 
listenership community” (TY#56). This refers to the notion that a community exists outside of 
Facebook, a community of listeners, of fans of the programme and/or its presenter. The 
question is whether Facebook is helping this community integrate further or reaffirm itself. 
One respondent wrote, “It makes me feel more 'Irish' and proud to be part of all the good things 
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about Ireland” (TY#65) which again is similar in reaffirming the existing sense of community 
that exists in the country related to cultural and national identity. Other comments read, “Yeah 
you're sharing views” (TY#54), referring to the discourse amongst users, and, “There is an 
element of that in it, but it is solely for my own amusement” (TY#64), thus agreeing that there 
is a community element involved for them but their motives are actually self-centred. 
 
One interesting comment was the following, “No just offering an opinion, or a possible solution 
to help someone out” (TY#61). What is interesting is that s/he does not feel a sense of 
community, however by offering help and sharing their resources s/he is in fact helping fulfil 
one of the characteristics of a community – the sharing of resources amongst members. This 
respondent is unwittingly contributing to a community. There were other instances where 
respondents make comments which supported the existence of online communities despite 
disagreeing with the question posed.    
 
Similar to a respondent to the Tubridy 2fm survey the following comment referred to the diverse 
and disparate group of users on the Tubridy 2fm page as a reason for not feeling the sense of 
community, “If i was doing it on a regular basis with the same people perhaps i would, but i 
don't” [sic] (TY#106). This type of comment suggests the size of the Tubridy 2fm Facebook 
page group is too large and this may be causing some people to lose connection. A manageable 
number of regular users would most likely help the members integrate further because they 
could build relationships with one another and build trust and friendship over time. Due to the 
ever-increasing numbers of people involved however, this is unlikely to occur.  
 
Waller adamantly believes that an online community exists on the Tubridy 2fm Facebook page, 
“Yeah, hugely so. And we notice actually that between our Facebook fans people are getting 
to know one another and communicating amongst themselves” (Waller 2013). Waller has 
identified here that people are forming interpersonal relationships through the Tubridy 2fm 
Facebook page, a strong sign that a community is being built. Waller maintains that the 
Facebook users do however “feel like a broader group of Tubridy 2fm listeners” so they initially 
exist because of the radio show but have an extended connection via computer-mediated 
communication (Waller 2013). Waller also sees examples of where these online relationships 
are being nurtured and strengthened through offline interaction as Rheingold posited 
(Rheingold 2000). Waller continues “…like sometimes when we’re out on the road we’ll say 
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where we’re going and they’ll comment to one another to arrange a meet up and so that’s like 
bringing it one step closer” (Waller 2013). 
 
Ryan Tubridy is not convinced that the users feel a strong sense of community amongst one 
another on Facebook, but that there is a sense of community surrounding the programme and 
that the audience still use other forms of communication to keep the focus around the on-air 
product. Ryan said “I don’t think the Facebook interaction is that warm, I think there’s a bigger 
community of listeners by text and email, the old school as they are now…Facebook is a little 
less warm and a little less intimate”. Tubridy sees Facebook as “a useful support” to the existing 
audience community surrounding the programme, but he does not see it as a community unto 
itself (Tubridy 2013).  
 
9.4 Conclusion 
This thesis argues that radio station Facebook pages are akin to office watercoolers where 
individuals gather with other like-minded individuals with whom they share similar tastes, 
experiences and identities. From this, individuals gain a sense of belonging. By engaging with 
these online fora users can strengthen the ties between themselves and the station and 
themselves and other users whether they have offline relationships with those other users or 
not. 
 
Based on the findings from the audience survey there is evidence to support the hypothesis that 
virtual communities do exist on radio station Facebook pages. There were eight community 
characteristics used to frame the survey namely that: a community should have a common 
shared location; members should share an emotional connection to other users; members feel 
they can influence the community; members share resources and support; members have a 
shared connection with one another; members feel a sense of belonging to the community; 
members have interpersonal relationships with one another; members have shared identities. 
Of the eight outlined above the respondents were positively biased towards four, a shared 
location, emotional connection, influence on the community, and a shared connection. The 
survey found that the respondents were negatively biased towards the other four characteristics, 
shared resources, shared identities, interpersonal relationships, and sense of belonging to the 
community. However, on the final question which asked respondents whether they felt a sense 
of community on the Facebook page, they were generally positively biased across all 
respondents and surveys. 
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Although some respondents felt that a shared connection with other users existed, others felt 
that offline face-to-face interaction is much more effective at building relationships. However, 
I posit that both online and offline communication is beneficial and should be supported. In a 
number of instances respondents referred in their responses to other characteristics of a 
community yet to be raised, or referred directly the term ‘community’ itself thus reinforcing 
their feelings that a community of some form exists, of which they are a part. Users found it 
difficult to see how a radio station Facebook page could help build or reaffirm one’s identity 
and some respondents rejected the notion completely. I accept that this was a difficult question 
to pose to audience members who are not thinking and critiquing their actions on a 
philosophical level, but rather spending their leisure time online engaging in enjoyable 
activities.   
 
The radio professionals interviewed felt that their stations’ Facebook pages do create a space 
for their audience to interact and connect with one another, where everyone is free and welcome 
to take part and participate. They also believed that users have a shared connection with one 
another, with Radio Kerry and Beat this is tied to the geographic region while for Tubridy 2fm 
it is their demographic groups and shared interest to participate and communicate that brings 
them together. The producers also agreed that users offer help and support to one another on 
the Radio Kerry, Beat and Tubridy 2fm Facebook pages. This often takes the form of advice 
and the sharing of informational resources, a form of resource sharing that helps bind a 
community. The Beat staff interviewed felt that the Facebook page does bring some of the 
users closer together by sharing experiences and advice with one another, though the station’s 
CEO felt it is in a somewhat false or superficial way.  
 
The general feeling amongst the radio professionals interviewed is that online communities do 
exist on their Facebook pages, but that some are stronger communities than others. An 
important finding was that the Radio Kerry survey results were the most positively biased of 
all four surveys with only three of the eight criteria being negatively biased. The rating averages 
for each question were the lowest, or most positively bias, of all four surveys meaning they had 
stronger senses of community than the other audience groups surveyed. This may be explained 
by the existing sense of community and unity that exists amongst the people of the county of 
Kerry based on cultural, historical and political characteristics that have shaped the people of 
the county and their identities.    
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Beat audiences were the next most positively biased community with four positively biased 
and four negative. The rating average for each question was much lower when compared to the 
RTÉ 2fm and Tubridy 2fm rating average. The Tubridy 2fm survey results had five criteria 
negatively biased, although the question on shared connection was quite close to neutral. The 
RTÉ 2fm audience response had four positively biased and four negatively biased criteria for 
community, and again with a national audience it could be argued that it is harder to create a 
sense of community. Therefore, the more local the audience is the closer the individuals feel 
as a community. The findings suggest that the use of computer-mediated communication for 
interaction between members of society can help strengthen bonds and draw people closer 
together through social integration. Durkheim argues that the more people interact with one 
another the more socially integrated they become and therefore the stronger their community 
and society become (Durkheim 1984). Thus, there is some merit to the argument for online 
interaction between members whether they have existing offline relationships or not. The 
increased interaction can help build social capital amongst individuals, and there was some 
evidence of this found. Online interaction can offer support systems for people so they feel less 
isolated and alone in society. Fending off isolation was identified by the literature and the 
survey as being a primary use of radio and social media. 
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Chapter 10: Understanding Radio Station Facebook Pages –  




I argue that forms of public spheres can, and do, exist on radio station Facebook pages because 
the infrastructure, interest and willingness to participate are all present. The Facebook pages of 
radio stations are open spaces where any member of the public, provided they have a computer 
and internet access, is free to participate in interactive discussions and, furthermore, are free to 
express their opinions and present their own arguments on matters of public interest. Therefore, 
to a certain extent, these fora do act as functioning public spheres.  
 
However, I believe the Facebook pages are not being used to their full potential as places for 
public discourse. Despite the general belief that some of the discussions can help shape public 
opinion on important matters, the majority of the content being presented and debated is of 
entertainment or cultural nature and therefore not likely to be contributing towards improving 
social, economic or political issues. I have found that the audience are not particularly 
interested in engaging in such serious debate on the radio station Facebook pages but would 
rather use their time and the space to uplift their mood and find emotional engagement with 
other online users – particularly those they know personally.   
 
The opinions of the radio station producers were split with half believing their Facebook pages 
do act as public spheres, while others were less convinced that the platform creates such spaces. 
The textual analysis helps provide more conclusive evidence which shows that open 
discussions are created and do indeed exist on radio station Facebook pages. However, in many 
cases the topics are of a more light, entertaining or playful nature and not topical news or 
current affairs issues, as would be expected of a traditional public sphere. The Habermasian 
public sphere had several key elements which include, universal access for all members of 
society, members could participate voluntarily, to engage in, rational argument and debate 
and be free to express their opinions and to discuss matters of the state without interference 
from the state or any other institution (Habermas 1989). 
 
The lack of serious debate does not make the sites and the discussions thereon any less 
important to the individuals taking part, because cultural public spheres are sites of emotional 
engagement and are thus as relevant, if not more relevant, than political or economic matters 
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(McGuigan 2005). This chapter is framed by the presentation and discussion of findings from 
the audience survey on questions relating to online discussion fora and to what extent the 
audience feel these exist. The characteristics of a public sphere were used to inform probing 
lines of enquiry on the matter, with the following questions devised for the audience survey: 
 
Survey Question #29: Do you ever engage in discussions on the station's Facebook page; i.e. 
contribute your own comments? 
Survey Question #30: Do you think that the station's Facebook page offers a space where you 
can express your views and opinions on important matters? 
Survey Question #31: Do you think radio listeners' comments and contributions posted on 
Facebook will make a difference in some way? 
Survey Question #32: Do you think the radio station's Facebook page can have an influence 
on important matters? 
 
10.2 Public Spheres and Fora for Free Speech 
The findings below are extracted from the following survey questions:  
Survey Question #29: Do you ever engage in discussions on the station's Facebook page; i.e. 
contribute your own comments?  
In response to this question, Beat’s audience were the most involved with 68% stating they 
engage in discussions on the station's Facebook page. RTÉ 2fm respondents were next most 
active with 60%, followed by Radio Kerry on 58% and the Tubridy 2fm audience at 56%. 
Overall this represents a strong response from respondents and reflects how they see their radio 
station’s Facebook page as supporting online discussions. 
 
Survey Question #30: Do you think that the station's Facebook page offers a space where you 
can express your views and opinions on important matters? 
Again, there was a very strong affirmative response to this question across all the surveys. 
Radio Kerry respondents felt the most positive, feeling their station’s Facebook page offers a 
space where they can share their opinions on important matters and the average rating of 1.93 
reflects this. Within that result, 65% agreed and 21% strongly agreed and 0% disagreed with 
the statement. Beat’s audience was also strongly affirmative on the question with a rating 
average of 2.07 including 24% who strongly agreed and 54% who agreed, thus reflecting 
approximately four out of five Beat respondents combined. RTÉ 2fm respondents were not far 
behind with a rating average of 2.30 of which 62% agreed with the question, 9% strongly 
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agreed, 9% disagreed and 20% unsure. The Tubridy 2fm audience also felt their Facebook page 
offered a space for discussion with a rating average of 2.35 which includes 8% who strongly 
agreed, 60% who agreed, 22% who were unsure, and the remainder disagreed. Already from 
these two questions it is evident that the majority of the audience view their respective station’s 
Facebook page as a forum for discussion and actively get involved in debates on important 
matters. Exactly what constitutes an ‘important matter’ was left deliberately ambiguous as it is 
subjective to each person what they find an important item of discussion. As this chapter will 
argue, these need not be pressing political matters but rather cultural issues relating to everyday 
life that users find useful to share, celebrate and enjoy with others with similar tastes, 
experiences and/or interests. 
 
A central tenet of public spheres is the existence of a free and open space which allows the 
inclusion of all members of society in social, political and economic discussions making it a 
strongly democratic institution (Habermas 1989; Keane 1995). Therefore, a robust enquiry was 
conducted on radio station Facebook pages and whether they offer such spaces, “or the illusion 
of the possibility of spaces – for debate and for the free circulation of ideas with the direct 
participation of citizens” (Winocur 2003: 31). This freedom of speech and inclusion of the 
comments and opinions of the ‘ordinary citizen’ (Scannell 1996) has been described as “the 
essence of the ‘public sphere’” (Hendy 2000b: 209).  
 
The most telling statistic is that over half of all survey respondents (60%) said they had been 
involved in online discussions or debates on their radio station’s Facebook page. This means 
that there is a high level of involvement amongst respondents in online discussions with the 
remainder lurking in the background. 
 
In general, respondents believe their station's Facebook page offers a space where they can 
express their views and opinions openly on any matter being discussed on the page, “It’s an 
open forum to give an honest view” (TY#64) was the comment of one Tubridy 2fm listener. 
This comment is interesting because the respondent uses his own words “open forum”, words 
commonly associated with definitions of public spheres. A similar comment by a Beat 
respondent said, “yes. Beat 102103 offer great places to have discussions” (BT#24), again this 
respondent sees their station’s Facebook page as discussion forum.  
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Public spheres are valuable for providing the platform for the ordinary citizen to be heard. 
According to Hendy, this “free exchange of a variety of views” is the essential ingredient of a 
functional public sphere (Hendy 2000b: 210). A Tubridy 2fm respondent identified this when 
s/he wrote that the programme’s Facebook page, “Gives me a voice” (TY#71), thus reflecting 
a key element of public spheres – they give the individual members of the public a place to 
make public their views and opinions. A Radio Kerry listener made a similar comment, “Being 
fair to RK [Radio Kerry] on interesting topics etc. they do give people the chance to make 
comments & be interactive” (RK#09). Looking at any radio station’s Facebook page it is clear 
how open and transparent it is and how everyone has an equal opportunity to express 
themselves, as a Radio Kerry listener said, “You can see previous answers and comments.” 
(RK#33), and another wrote, “I see their interactions and they can see mine” (RK#53). 
 
Another fundamental element of a true modern public sphere is the inclusion of all members 
of society regardless of gender, education, race, religion, socio-economic background etc. A 
Beat respondent offered the following comment, “They always giv the public daee chance ta 
giv dare opionion” [sic] (BT#47). What makes this comment interesting aside from the 
assertion that Beat’s Facebook page allows them the opportunity to give their opinion, is the 
use of language, particularly the spelling used by the respondent. The spelling errors 
throughout the message particularly the use of ‘daee’ instead of ‘the’ and ‘ta’ in place of ‘to’, 
indicates the respondent is probably less educated and thus most likely to be from a low socio-
economic stratum of society. However, despite their background s/he is still free to be involved 
in debates on the Facebook page, their status and level of education has not precluded their 
involvement. Uneducated members of society are often excluded from political discussions 
and would not have been permitted entry to the original public spheres of the 18th Century 
coffee houses identified by Habermas (1989). This was just one of the original criticisms of 
early public spheres. Therefore, the modern online public spheres on Facebook are more open 
and democratic and thus representative of society as a whole and not discriminative against the 
marginalised (Winocur 2003). This is what makes radio station Facebook pages such valuable 
and democratic spaces, no one with internet access is excluded from contributing to the online 
fora. 
 
There are some limitations to free and equal opportunity to participate in public debates, 
namely the necessary gate-keeping or moderating of the Facebook page administrator not to 
mention the issue of internet access. However, despite these hindrances the public have far 
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more access to public debate via online fora that ever before according to Winocur (2003). 
Although audience members have the ability to post their own suggestions for topics of 
discussion, the administrator of the Facebook page must initiate the topics, and these are most 
often associated with on-air content to encourage people to listen to the radio. In this respect 
the producer is still in control of what gets discussed and when. The audience are free to 
approve a topic of discussion or one of the comments made by another Facebook user by 
clicking the ‘like’ icon or the user can similarly ‘share’ the post with their network of friends. 
The user is also free to make their own comments on the debate by posting a comment in the 
section below the post.  
 
Although users are encouraged to speak freely and be open and frank in their opinions and 
views, there are restrictions, as with any mediated online forum, on what can be said. The 
administrator is responsible for maintaining fora that are free from abusive or discriminatory 
comments or in any way reflect negatively on the station. What is acceptable and unacceptable 
is at the discretion of the individual station and therefore some stations have strict social media 
policies that all staff with responsibility for social media management must read, sign and 
adhere to. This is primarily to protect the station against litigation should a presenter misuse a 
stations SNS platform but also offers guidance and advice to help staff protect themselves and 
all users. Beat was the only station in this study with a written social media policy document 
although the other stations had formal arrangements and/or training on the subject at the time 
of interview in 2013. The issue of gate-keeping is common where mediated public spheres are 
concerned and is a matter that is not easily mitigated, particularly where a station’s brand and 
reputation are concerned. 
 
Other restrictions to participation in these public spheres are internet access and a Facebook 
account, both of which were ubiquitous in modern Ireland during the period of research – 
though pockets of elderly and/or rural people still have limited or no internet access. 
 
Winocur argues that increasing opportunities available online, of which Facebook is just one, 
can now offer more spaces for citizens to debate (Winocur 2003). Previous to the arrival of 
Facebook and other online fora, all content had to be directed through the presenter. Now 
platforms such as Facebook are providing spaces where debate and discussion can be held on 
a wider scale than ever before and can transcend the transmission time of the programme. This 
is reflected in the comment of a Beat listener who said, “It is a forum to share information 
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which can have a huge immediate impact reaching a much wider audience even if they are not 
currently listening to the radio show” (BT#07). Debates can take place online before, during 
and after the on-air programme which is particularly relevant to Irish radio stations who have 
audiences in different time zones throughout the world, making radio more transnational in the 
process.  
 
A Radio Kerry respondent commented, “You can take part in a discussion even if you can’t 
listen in (working etc)” (RK#29), a comment which reflects the expansion of public spheres 
beyond the on-air programme and into online platforms which may be more accessible to some 
people for temporal, technological or other reasons (Winocur 2003). Therefore, the internet 
creates more opportunities for people to debate and discuss issues, more discussion fora, and 
more micro-public spheres, thus having a “democratising effect” for the public (Winocur 2003: 
40). 
 
Another respondent said, “Absolutely, every broadcaster on their page will almost hourly post 
news either national or globally, spreading the world and sparking opinion and criticism from 
people viewing the post” (BT#46). One respondent simply stated, “Again, it acts as a source 
of informed discussion sometimes” (BT#43).  
 
Winocur posits that, “electronic media have substantially modified the conditions in which 
public debate takes place” (Winocur 2003: 31). Winocur believes talk radio is valuable medium 
for critical debate since it, 
…bases its credibility in officiating as a translator and acting as a mechanism for 
channelling citizens’ demands and needs and offering spaces – or the illusion of the 
possibility of spaces – for debate and for the free circulation of ideas with the direct 
participation of citizens (Winocur 2003: 31).  
 
Winocur proposes that radio and the internet, are having a “democratising effect” due to the 
increased agency afforded to the audience, the multiple news sources available to the audience 
and reduced filtering on behalf of the producers (Winocur 2003: 40). This is certainly true with 
relation to the Facebook pages studied in this research because the audience really does set the 
agenda by reacting to content they like, and ignoring what they dislike. 
 
Radio professionals were interviewed for their views on the use of their Facebook pages to 
create rational, critical debate between audience members. They were asked whether they feel 
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their Facebook page creates a space where people can openly discuss and debate issues that 
concern them. The response was mixed across the interviews. Treasa Murphy certainly thinks 
that the Radio Kerry Facebook page does allow a space for debate, “Yes it does, I think so…it 
kind of allows people a forum outside of Kerry Today”, referring to the current affairs 
programme she produces. Murphy acknowledges that she cannot bring everyone on-air to 
express their views during a particular debate, so Facebook allows her team the opportunity to 
create such a space and she believes such fora are created on Facebook. Murphy regularly tries 
to “get a conversation going” on Facebook and often succeeds in achieving this, even with 
items that are not programme pieces to see does it get a reaction and therefore warrant further 
coverage on-air. Murphy cites an example “the issue in Ballybunion, when Radio Kerry posted 
a photo of the overflowing bins and this generated a debate on the Facebook page between 
people on both sides of the argument” (Murphy 2013).  
 
Paul Russell said he and his team on the Tubridy 2fm programme do try to get discussions 
going on their Facebook page but stressed that the item must always be “directly related” to 
something on the radio show, “It’s a public space that’s generated by the show and that’s tied 
into the show and rarely does another conversation evolve out of it, but I think it would be great 
to develop that in the future”. Russell further stated that he would like to become “more 
innovative” with Facebook going forward (Russell 2013). 
 
Russell admits it would be great if the Tubridy 2fm programme did get lively debate going on 
its Facebook page, but claims their page does not get “that kind of input through Facebook”. 
Russell further explains that, “it [Facebook] rarely sparks its own debate and discussion 
topics”. Russell explains how many of the stronger comments come via text and email and thus 
do not feed into a collective forum on their Facebook page (Russell 2013). Ryan Tubridy agrees 
that they try to generate discussions,  
Oh yeah we would regularly. For example today we were talking about the Anglo tapes, 
and asked the audience, did you hear them, did you like them, did they annoy you, how 
did you feel about them, what are you thinking (Tubridy 2013). 
 
Tubridy may sometimes use some of the comments posted on Facebook to complement texts 
or emails readout on-air, but stressed “they are not the foundation stone on which the 
programme is built, they are simply tiles on the roof”. That being said, Tubridy does not think 
his programme gets a high level of interaction or discussion on the Facebook page, “we just 
don’t seem to get that level of response to start a debate let alone carry one” (Tubridy 2013).   
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However, the individual with the most direct responsibility for the Tubridy 2fm programme 
Facebook page, researcher Grace Waller, disagreed with Russell and Tubridy stating she 
definitely thinks they manage to generate debates and discussions on the Tubridy 2fm Facebook 
page “a lot of the time”. Waller continues, “it depends on what is in the news…we put stuff in 
before 9 o’clock and see what kind of reaction it gets and then go with it on the show if there 
is a good reaction. We often get discussions going on the Facebook page” (Waller 2013).  
Waller also concurs that discussion amongst the audience is encouraged on the Facebook page, 
“Yeah, we want to interact with our audience, whatever they want to talk about”, although 
Waller admits that this is more often done for lighter issues rather than serious current affairs 
stories (Waller 2013). 
 
10.3 Impact on Audience/Participants 
The findings below are extracted from the following survey questions:  
Survey Question #31: Do you think radio listeners' comments and contributions posted on 
Facebook will make a difference in some way? 
The overall response was affirmative to this question, meaning survey respondents felt their 
involvement was of value and would make a difference. Radio Kerry respondents were the 
most affirmative with a 2.40 rating average which was made up of 56% who agreed along with 
9% who strongly agreed while 9% disagreed to some degree and the remaining 26% neither 
agreed nor disagreed. Beat respondents also agreed with the question with a rating average of 
2.43. Within that 62% agreed, 4% strongly agreed, 10% disagreed, 2% strongly disagreed, and 
just under one quarter were unsure. Tubridy 2fm and RTÉ 2fm respondents gave very similar 
results with Tubridy 2fm participants having a rating average of 2.66, of which 41% agreed and 
4% strongly agreed, however 16% disagreed and 39% were unsure. The rating average for RTÉ 
2fm was also affirmative at 2.78 of which 39% agreed, 4% strongly agreed, 17% disagreed and 
4% strongly disagreed, but again a large percentage, 37%, were unsure. 
 
Survey Question #32: Do you think the radio station's Facebook page can have an influence 
on important matters? 
Again, the response to this question was affirmative across the four sets of respondents. The 
Radio Kerry audience agreed most with the question with a rating average of 2.33, which 
included 52% who agreed and 12% who strongly agreed. Only 5% strongly disagreed, no one 
disagreed and 31% were undecided. The Beat response was a rating average of 2.28 of which, 
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54% agreed, 15% strongly agreed, 9% disagreed, 2% strongly disagreed and one in five (21%) 
were undecided. RTÉ 2fm respondents also gave an affirmative response with a rating average 
of 2.58 which was made up of 46% who agreed, 8% who strongly agreed, 11% who disagreed, 
4% who strongly disagreed and 31% who were unsure. Finally, the Tubridy 2fm audience gave 
a rating average 2.52, so also generally in agreement, of which 46% agreed and another 7% 
strongly agreed. Meanwhile 11% disagreed and 37% were neutral on the matter. The above 
questions therefore offer a better understanding of how the audience see the discussion spaces 
that exist on Facebook. On the surface these results suggest the audience feel there is value in 
the Facebook posts and that the debates that occur have some impact and importance. I will 
now move on to further analysis including comments made by the respondents and the 
perspective of the radio professionals interviewed. 
 
If we accept that radio station Facebook pages can and do host open, rational critical debates, 
with users feeling that their involvement will matter, and that there is some producer 
gatekeeping involved to protect the main stakeholders, let us now move to discuss whether 
these discussions are relevant and are having an impact on the users. An RTÉ 2fm respondent 
stated, “Social media is a powerful tool anyway, so combine that with the power of radio and 
I have no doubt big changes can be brought about on important matters if the two are working 
hand in hand” (2FM#09). A goal of rational critical debate is to argue your position on a subject 
with the aim of convincing your counterpart that your position is the correct one. However, 
there was ambivalence among respondents across the stations regarding the strength of 
Facebook as a medium to host public debate. A Radio Kerry listener argued that radio is a more 
effective medium for debate than Facebook, “Medium not strong enough as opposed to views 
on air” (RK#07). This is an interesting comment when one considers the power a contributor 
has when in control of the airwaves to influence the listener. 
 
Respondents were asked if they think the audience’s comments and contributions posted on 
Facebook will make a difference in some way – the response was affirmative. The rating 
average for Beat was 2.43, RTÉ 2fm, 2.78, Tubridy 2fm 2.66 and Radio Kerry 2.40 for an 
average of 2.57, which represents a bias to the side of agreement between the four groups of 
respondents. One RTÉ 2fm respondent said,  
Listening to the radio is such a huge part of Irish culture. I think Irish people listen to 
and trust the radio more than any other country so if these radio stations are talking on 
air about what their listeners are discussing on Facebook then what you say could 
actually affect people in some way (2FM#09). 
 193 
 
Another RTÉ 2fm respondent who believed the discussion groups could make a difference 
stated, “Radio listeners comments and contributions posted on Facebook can open up new 
discussions or offer a different or new perspective on the radio show, or even just on Facebook” 
(2FM#55). A Tubridy 2fm listener with similar feelings said,  
Well with any comment that will enlighten some on the rights of others and help them 
understand things they do not I would hope that my comments will make a difference 
in some small way (TY#114). 
 
Another Tubridy 2fm respondent stated, “Yes absolutely. All it takes is one person’s comment 
to ignite a whole conversation which will draw attention from other media sources i.e., 
newspapers” (TY#75). And finally, a Tubridy 2fm listener stated, “I think so even if it is only 
to provoke a reaction, at least it means people are engaging in topics and not just being zombie 
listeners” (TY#34).  
 
Radio Kerry listeners said, “It may prove useful to someone else if they post some information, 
links or even something that can help someone see something from another point of view” 
(RK#03), and “puts it out in the public domain for discussion” (RK#40). Another comment 
read, “Depends on the content. I believe that people who ring in/post comments looking for 
advice & feedback will take comments & contributions on board as they are actively looking 
for this. For others they just view it & discard it mentally” (RK#09).  
 
Beat listeners said, “It’s very possible as we all have different stuff going on in our lives and 
one person may comment something that could help and affect another” (BT#26). Another 
commenter believed that such debates, “May make people see the other side of a point from 
time to time” (BT#43), and one respondent believed that discussions on Facebook can “Unify 
a community” (BT#23). Again, the term community crops up again. 
 
However not all respondents were as convinced of the power of debates on radio stations’ 
Facebook pages. One RTÉ 2fm listener’s comment read, “It depends on what is being discussed 
and how heavily censored the page is” (2FM#36), raising the issue of gatekeeping in public 
spheres. A Tubridy 2fm respondent wrote, “It is just a space for people to vent their anger or 
show their pleasure at a topic.  It is not going to make any kind of difference to the outcome of 
said topic if it is a matter of the courts or the law. It is just an opinion” (TY#103). A Beat 
listener commented,  
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it might give some impression of the general opinion or what different opinions on a 
matter. but it cannot be taken too serious as people commenting, posting etc do not 
represent a varied sample (no Facebook account, people who do not post/comment, etc) 
(BT#63).  
 
Finally, some listeners had little faith in the strength of Facebook as a medium, including a 
Radio Kerry listener who simply stated, “Medium not powerful enough” (RK#07) and a RTÉ 
2fm listener who said, “Nope it is just a Facebook page” (2FM#57).   
 
10.4 Impact on Policy 
The main aim of public spheres is to help form public opinion by debating social, political and 
economic issues openly through rational critical debate, free from interference from political, 
economic or commercial interests. Public spheres should act as democratic mechanisms giving 
all members of society a say in how society should be run with the aim of reaching a public 
opinion on key issues in society. 
 
The survey respondents believed that the discussions and debates held on their radio station’s 
Facebook pages could have an influence on important matters, “Yes they can” (TY#07) was 
the simple response from one audience member. A Tubridy 2fm listener wrote, “I think it is a 
useful tool to gauge the reaction of fans which can and should influence important matters” 
(TY#65). Another respondent wrote, “Of course. It's gets people talking about everyday 
matters particularly Tubridy [sic]” (2FM#18). 
 
A Tubridy 2fm respondent wrote, “The influence it has is in making people aware of and engage 
in the important issues of the day rather than directing people in any given direction” (TY#34), 
and a similar post from a Beat respondent read, “yes it gives information to people and other 
people can be more aware on important matters” (BT#83). These comments make the assertion 
that Facebook provides a useful forum for the public to engage in debate and learn from the 
discussions but ultimately, they are the ones who make their own decisions bases on what they 
learn from following the debate.  
 
Local radio station Radio Kerry’s respondent stated, “Depends on the topic, if to do with local 
government issues perhaps as it can help organise people to protest etc & influence local 
decision makers who maybe listening etc. for other matters like national policy, no” (RK#09). 
Another Radio Kerry listener said, “People are often swayed by popular media and I think 
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promoting items through Facebook could easily sway people” (RK#03). Not all respondents 
agreed that Facebook discussions could have an effect on important matters. One RTÉ 2fm 
respondent stated, “It can get people talking but it doesn’t mean anything will get done unless 
there is an actual protest/movement being carried out” (2FM#62). Some were far less 
convinced such as the listener who made the following comment, “A like will not make a 
difference to saving a child's life” (BT#51).  
 
10.5 A Measure of Public Opinion 
Another finding is that Facebook pages are useful measures of public opinion on a variety of 
matters according to audiences and producers, albeit a basic and unscientific form of an opinion 
poll. Ryan Tubridy believes that his programme’s Facebook page acts as “a rudimentary straw 
poll” to gauge how the listeners feel on a particular matter. An RTÉ 2fm respondent said, “I 
suppose it gives a platform and a gauge of opinions” (2FM#39) while a Beat listener wrote, 
“Its public opinion” [sic] (BT#87). There is evidence of such polls on the various Facebook 
pages. Beat in particular regularly invite the audience to vote in the ‘Big Lunch Battle’ where 
listeners choose which classic song track they would like to hear at lunchtime on Thursdays. 
The ‘Daily Dilemma’ is a segment on the Beat Breakfast show which asks the audience for 
their opinions on personal matters submitted by listeners. The main advantage for the producer 
in such polls is that it invites participation and interaction from the audience which is what the 
producer is always aiming to achieve through Facebook. It achieves this because the audience 
are generally keen to have their say or vote on an issue that matters to them and then to see the 
outcome of the poll.  
 
Although Facebook does offer the space for debate and discussion in an open and transparent 
manner, the bulk of discussion in most cases is occurring on-air. There are two probable reasons 
for this, firstly the newsworthy and more structured debates are occurring on-air because this 
is what the producers interviewed call ‘the primary product’ of radio, quality radio 
programming, and therefore where the best content should exist. Furthermore, presenters can 
act as moderators on-air and therefore offer a balanced debate. Also, Facebook is not the only 
method of communication available to the audience since on-air debates can include 
contributions sent in via other return channels such phone, text message, email, Twitter 
messages (tweets) and Facebook comments and messages, all of which continue to be popular 
methods of communication for audiences. However, an advantage that Facebook has is its open 
policy, where all users are free to comment and to have that comment viewed by other users 
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provided it is not harmful to others. Due to limited airtime for each programme only a selection 
of comments can be read out and therefore only some audience comments will be included in 
the discussion, whereas on Facebook all comments are included.  
 
Gabrielle Cummins stated that generating online discussions on Facebook and other social 
media “is absolutely key and built into our [social media] strategy”, because the station’s 
approach is to engage the audience with the station and such discussions generate engagement 
and interaction. Cummins sees social media as being excellent for building discussions and 
points to the Beat Breakfast feature ‘Daily Dilemma’ as a prime example of where many of 
these discussions are instigated. She believes that the audience likes this feature as it allows 
them to engage with the station and she finds the listeners to be quite open and honest in their 
contributions. Cummins notes that whereas previously the interaction would have occurred on-
air only with the audience contributing their opinions and comments via text message, as what 
she calls the station’s ‘primary source’ for interaction, now there is a forum online as well as 
on-air. The station’s Facebook page offers the audience more flexibility and is now the 
audience’s primary source of information, and interaction with the station. Cummins believes 
that this is due to Facebook being “just easier for them to just jump on give a few comments, 
go away do a bit of work, come back see what the comments are, you know, it’s very easy for 
them to interact with us” (Cummins 2013). Cummins describes how she sees the Beat audience 
behaviour patterns, having the ability and ease to come in and out of online conversations as 
Facebook users, and this being one of the main benefits of the social medium as a forum for 
debate (Cummins 2013).  
 
Cummins sees encouraging audience debate as a vital part of Beat’s media product and is built 
into their audience interaction strategy. Beat want to create discussions on their Facebook page, 
“We actively try and get people to interact with us” according to Cummins. She explains how 
she works with a marketing consultant to plan their radio programming such is the extent of 
the station’s commitment to being a public sphere for their audience (Cummins 2013). Niall 
Power also thinks that such fora are created on the Beat page and they manage to get 
discussions going through programme slots such as the ‘Daily Dilemma’ or ‘Story of the Day’, 
but usually only on lighter topics. He thinks that the station’s Facebook page could be a public 
forum for debate, however he argues that such a forum would require a lot of time, energy and 
resources to be managed and moderated, and at the time of interview such resources were not 
available at the station. Power states that opening a discussion forum is not always his main 
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intention for instigating a debate. He aims to get people interacting with one another, which is 
often quite useful for generating on-air content for his programme or for news. And to get that 
content “we have to give people the space and some good topics to interact with” (Power 2013).    
 
10.6 Cultural Public Spheres - Matters of Art, Culture and Emotion  
Despite the infrastructure and conditions existing for rational critical debate to exist, the subject 
matter mostly tends to avoid discussions on society’s pressing economic, political and social 
issues in favour of more entertaining or amusing subject matter. This was clearly evident from 
the audience surveys, in-depth interviews and textual analysis. 
 
Habermas argued that modern public spheres are plagued by commercial and advertising 
interests and therefore have lost their public focus and objectivity in favour of the interests of 
public relations and advertising companies (Habermas 1989). It is difficult to challenge this 
assertion with regards to radio station Facebook pages since, as discussed in previous chapters, 
Facebook audiences are commodified and sold on to advertisers. Therefore, despite feeling the 
sense of being involved in a stimulating cultural public sphere, the audience are unwittingly 
being used for commercial gain. 
 
Crossley and Roberts elaborated on Habermas’ contentions, writing that public 
communication,  
…has been moderated by the demands of big business and it has led to a regressive 
‘dumbing down’ of the level of public debate as editors, pursuing new and larger 
markets, have been inclined to play to the lowest common denominator (Crossley & 
Roberts 2004: 6).      
 
Tolson argues that commercial broadcast outlets cannot possibly consider themselves a public 
sphere due to their uncertainty of whether to primarily be entertaining or informative entities 
for their audiences (Tolson 1991: 197). Webster supports Habermas’ position that the modern 
public sphere does lack the “serious and weighty” discussions of politics, education and 
economics, which Webster posits are “matters for the head”. He continues by arguing that 
Habermas overlooks the fact that spaces have been created “in which people may speak more 
easily of important matters such as emotion, intimacy and feelings for what Webster refers to 
as “matters of the heart” (Webster 2006: 200-201). Webster believes that talk-radio offers such 
arenas for discussions amongst the general public, with participation and contributions from 
the ordinary citizen where “non-elite voices and concerns may be heard” (Webster 2006: 201). 
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Webster contends that new media has expanded and democratised the public sphere by their 
nature as “more participatory forms of communication” (Webster 2006: 200-201). I agree with 
Webster’s contention that new media have allowed for more liberal discussions. 
 
I argue that the fora that exist on radio station Facebook pages are closer to McGuigan’s 
‘cultural public sphere’ or Lunt and Stenner’s ‘emotional public sphere’. The former offers a 
space to discuss and find support for life issues of family and relationships, while the latter is 
more participative and conflict-centred, yet therapeutic, for the audience members (McGuigan 
2005; Lunt & Stenner 2005). Although both are useful derivatives of Habermas’ work and 
elements of both are present online, I found the former more closely aligned to that found on 
the radio station Facebook pages. McGuigan’s concept is in line with what Webster refers to 
as the ‘cultural studies’ version of the public sphere and I will therefore use this theory to 
underpin my arguments here and in the case studies (Webster 2006). 
 
This lack of critical political debate has been recognised by respondents, one Beat respondent 
wrote, “There is rarely any discussion on serious topics” (BT#67), a Tubridy 2fm respondent 
said, “It's light entertainment, that’s all” (TY#62), and an RTÉ 2fm listener echoed this 
sentiment when they said,    
Most of what the station broadcasts and publishes on Facebook is relatively light 
hearted but I definitely feel like it is a space where I can tell people what my opinion is 
on particular matters or even share my own experiences (2FM#09). 
 
There was a minority of respondents who did believe important matters do get discussed on 
Facebook, “Space for promotion of views e.g. political (generally current affairs programmes)” 
(TY#12), suggesting that one can express their political views on the Facebook page, but more 
so on current affairs programmes than other programming formats. A Tubridy 2fm respondent 
commented, “It is quite good for advertising or for promoting a charity etc. It is not going to 
influence matters of the Dáil [Irish Parliament] or the Law etc” (TY#103). This reflects what I 
found during this research, that serious debate exists largely on-air and is highly popular among 
the listening public. As a result, it is the primary focus of all the leading drive-time programmes 
across the national stations. However, on Facebook it is a much different matter altogether. On 
the radio station Facebook pages, the debates and discussions are generally lighter, more 




Ryan Tubridy questions whether people actually want debate and critical discussion on his 
programme’s Facebook page. He believes people mainly want to see “photos of people doing 
something silly, people like goofy things”. Tubridy does believe that debate fora exist on-air, 
which is where such discussions should remain. Tubridy likens Facebook comments to 
heckling from the crowd, while on-air is the actual act on the stage (Tubridy 2013). Tubridy 
raises a valid point regarding what audiences are seeking from radio content, be it on-air or 
online, which have been found in this thesis. Audiences are seeking entertainment and 
amusement as well as engagement with other individuals on matters of cultural importance. 
Furthermore, Tubridy’s production crew maintain the programme is not the type of format for 
such debates, as Waller, Tubridy and Russell all attest. The Tubridy 2fm programme is aimed 
primarily at women and focused on offering insightful discussions on issues that matter to the 
audience in the cultural context of modern Ireland. The discussions described by the Tubridy 
2fm production team fit in with McGuigan’s cultural public sphere theory.    
 
To ascertain the types of posts prevalent on radio station Facebook pages, I conducted a small 
textual analysis of Beat’s Facebook page and found a mixture of light and serious content. In 
the period of November 1-10, 2013, the period covering the time the surveys were posted on 
the Beat Facebook page, there were eight discussion threads which garnered notable interaction 
from the Facebook users. Five of these eight were classified as newsworthy or public interest 
topics and included debates on the appointment of a new manager to the national soccer team, 
the objectification of young female university students on Facebook, and a success story of 
how an obese woman lost weight. The other three stories that garnered discussion were of a 
lighter, more entertaining nature and included discussion on the finale of the popular television 
programme Love/Hate, the birth of a baby Cheetah at Fota Wildlife Park, and the launch of a 
new product blending potato crisps with milk chocolate. Despite this balance of light and 
serious topics during this period, the posts that prove the most popular in terms of total 
interactions are definitely subjects on cultural matters that touch people emotionally.  
 
10.7 Cultural Public Spheres on Facebook 
It is clear that radio station Facebook pages are not Habermasian public spheres in the true 
sense, nor do the producers that mediate them want them to be. Some respondents also found 
that the pages did not discuss and debate important social, economic or political matters, as the 
Habermasian public sphere is intended to do. Rather the open spaces contained discussions 
between users on matters of a cultural nature, what some may call ‘frivolous’ or ‘non-
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important’ matters. However, this is a common misconception. If someone is involved in a 
discussion that affects them emotionally or otherwise, then surely it constitutes an important 
matter for that individual and is a subjective, personal experience. Similar arguments are 
directed at fans whose active expressions of fandom have often been unappreciated and the 
fans themselves pathologised for taking their fandom too seriously (see Jenkins 1992). The 
cultural topics that users engage with strongly on Facebook include nostalgia, the daily 
grind/weekly routine, celebrity and entertainment news.  
 
Based on the evidence of the Facebook posts themselves and the content and material that users 
interact with the most and feel most passionately about, the Facebook pages represent cultural 
public spheres as conceptualised by McGuigan (2005). Cultural public spheres involve 
affective communities, affective communication, shared identities, shared fandom and shared 
emotional experiences. The communication between users is emotional rather than cognitive 
in nature, and thus is a distinctly different experience for the user. 
 
The notion that any discussion between two people who engage on matters affecting them 
emotionally is frivolous and not at all important is wide of the mark and discounts the 
importance of such interactions for those involved. A cultural public sphere is instead a highly 
valuable cultural phenomenon that deserves the respect and recognition that other spheres of 
discussion, such as the Habermasian public spheres and literary public spheres receive. The 
difference lies in the types of communication that occur in each sphere. Cognitive 
communication involves rational discourse at its core, as is thus associated with the public 
sphere. Meanwhile affective communication, which involves emotional and/or cultural 
discourse at its core, is more closely associated with popular culture and cultural public spheres. 
Dahlgren (1995) however, argues that it is not possible to find a representational form that is 
cognitive and rational. Dahlgren maintained that both cognitive communication and affective 
elements are present in all television genres be they fact or fiction programmes, including the 
news, which would be regarded by most as being cognitive in nature.  
 
McGuigan (2005) recognised the importance of cultural public spheres and the affective 
communication included therein. McGuigan wrote, 
Affective communications help people to think reflectively about their own life world 
situations and how to negotiate their way in and through systems that may seem beyond 
anyone’s control on the terrain of everyday life. The cultural public sphere provides 
vehicles for thought and feeling, for  imagination and disputatious argument, which 
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are not necessarily of inherent merit but may be of some consequence (McGuigan 2005: 
435). 
 
McGuigan argues that the “meaningful practices of mundane existence are not signs of 
alienation but instead of empowerment and ‘resistance’, to what precisely we cannot be quite 
sure” (McGuigan 2005: 428). The cultural public sphere is closely akin to Habermas’ literary 
public sphere. McGuigan distinguishes between the political public sphere and the literary 
public sphere. The first is the concept of rational critical debate on all topics political, economic 
and social with the aim of reaching public consensus on a matter. McGuigan continues by 
arguing that historically Parisian salons “were important sites of the literary public sphere, 
somewhere where women were at least present, and where writers could try out their ideas 
before committing pen to paper” (McGuigan 2005: 429). Therefore, cultural public spheres are 
more liberal and flexible fora where ideas of the heart and mind can co-exist and share equal 
merit.  
 
The users’ contributions on radio station Facebook pages are no less legitimate nor important 
than public debates on politics since both have their space in a democratic polity. Although 
points of interest do arise out of politics and the social or economic issues of the day and these 
instigate discussion amongst the public, they are not the most compelling for the public because 
they do not affect people emotionally (McGuigan 2005: 429). As McGuigan points out there 
are many day-to-day items that capture people’s interest, 
The ups and downs of a celebrity career, minor scandals of one kind or another, sporting 
success and failure: these are the kind of topic that usually generate widespread passion 
and disputation. On the one hand, such topics may be viewed as trivial distractions from 
the great questions of the day or, perhaps on the other hand, as representing deeper 
cultural concerns (McGuigan 2005: 429). 
 
This is evidenced by the posts that garner the most reaction on radio station Facebook pages. 
My textual analysis found that rarely does a political, social, economic or current affairs issue 
generate debate on radio station Facebook pages, even in the run up to a general election. Users 
did however respond strongly to news relating to celebrity gossip, notable sporting results, new 
music or film releases and so on.  
 
Some respondents did feel however as though the topics being discussed online were often of 
a trivial nature. Two such responses were, “There is rarely any discussion on serious topics” 
(BT#67), and another read, “It's light entertainment, that’s all” (TY#62). An RTÉ 2fm listener 
echoed this final sentiment when they said,    
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Most of what the station broadcasts and publishes on Facebook is relatively light 
hearted but I definitely feel like it is a space where I can tell people what my opinion is 
on particular matters or even share my own experiences (2FM#09). 
 
The audience responses are quite revealing in that they show how the audience view Facebook 
pages and the discussion that occur in these spaces. The author had originally conceptualised 
the Facebook pages and the often-adjoining on-air discourse as Habermasian public spheres. 
However, having taken a grounded theory approach to the research project, allowing the data 
to ‘speak to the researcher’ it has become clear that the phenomenon is somewhat different 
than first hypothesised. Instead I see them as ‘cultural public spheres’, discussion fora that are 
open to the public to participate in, but the content of the debates is much more open and the 
fora have more emphasis on issues of cultural importance and include affective 
communication. Engagement is therefore more emotive than cognitive.  
 
10.8 Conclusion 
In this study I have found that certain forms of public spheres do exist on Irish radio stations’ 
Facebook pages according to the evidence gleaned from Facebook audiences, radio producers 
and the Facebook pages themselves – each of which are integral elements of such public 
spheres. However, it is accepted that the research only focused on a sample of radio stations 
and indeed the subject content of many of the debates were of an entertaining nature and not 
of political, economic and social current affairs issues. The spaces and discussions that exist 
involve cognitive, as well as emotional communication, and are therefore more akin to a 
cultural public sphere as theorised by McGuigan (2005). Radio station Facebook pages are 
both online communities and cultural public spheres since they are spaces where the audience, 
for the most part, feel part of a community and able to have debates and discussions that are of 
interest and are important to them. Examples of these mediated socio-cultural spaces are 
presented in the case study chapters and reflect the distinctive remit and customised content of 
each station.  
 
Respondents to the survey believe that radio station Facebook pages do indeed provide the 
space and opportunity for everyone to contribute to current debates on issues that are relevant 
to them. Furthermore, radio listeners are using Facebook as a forum to complement the on-air 
debate or oftentimes continue the debate even after the programme is finished for the day. Most 
respondents believe that such discussions are important and can have an impact on some people 
and on society in general. There were some respondents who doubted the efficacy of Facebook 
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as a forum for rational critical debate, claiming much of the material found on Facebook could 
not be taken seriously. Furthermore, some were critical as to whether the subject material on 
the Facebook pages was of a serious enough nature to inform public opinion, describing it as 
‘trivial’ or not of any real importance to the general public.   
 
The radio producers interviewed had varying opinions on whether Facebook pages act as public 
spheres. Radio Kerry and Beat staff felt as though they create public spheres where their 
audience can debate items being discussed on-air or another platform which allows open and 
public access to anyone. However, the staff of the Tubridy 2fm programme have not been able 
to create public spheres on their Facebook page despite a willingness and efforts to do so. 
Broadly speaking Facebook provides the arena and means for a network of micro-public 
spheres to exist and to a small extent these do exist and work effectively. However, due to the 
forces of capitalism which aim to profit from the audiences, the content is entertaining ‘soft 
news’ or ‘infotainment’, which is more palatable to the masses. This does not make it any less 
meaningful or important to the audience. 
     
As we have seen, there are two main theoretical models that can be applied to radio station 
Facebook pages to help understand what these new phenomena are. Radio has a long standing 
tradition of building and forming communities of like-minded people while also acting as  a 
focal point for debate. Facebook now offers the fora for these discussions and gatherings to 
exist online based largely on existing offline communities. Driven by the radio stations 
themselves, the Irish Radio Industry has managed to create online spaces where listeners can 
congregate and continue to consume a station’s output. That output has now expanded to 
include a wider multimedia offering yet still offers the cultural content that is relevant to the 
audience. The forthcoming case studies of Radio Kerry, Beat and RTÉ’s Tubridy 2fm 
programme provide three examples of how audiences gather at a common location to share and 
support one another, exchange information and opinions, celebrate their collective fandom, and 
celebrate cultural expressions and shared emotions.  
 
Having examined the context within which the convergence of radio and Facebook has 
occurred in Ireland between 2011 and 2016 and how the key players, namely the audience and 
producer, have influenced and shaped the content that occurs on the various Facebook pages, 
it is now time to have a closer look at what the pages themselves contain and how the content 
relates to the audience. Due to the variation between each station’s programming, audience and 
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broadcast (or franchise area) a separate examination of each of the three stations by way of 
case studies was needed. This includes how each station uses Facebook to engage with their 
audience, drawing on the strong theme(s) that arose from my research to help frame the 
discussion of each radio station. As outlined earlier in this thesis three radio stations were 
involved in the primary research; Radio Kerry, Beat and RTÉ 2fm (the Tubridy 2fm 
programme). The Radio Kerry case study is focused on the identity of the people of Kerry and 
how Facebook helps the members of that unique cultural community construct their cultural 
identities and narratives. Beat’s audience being in the majority members of the millennial 
generation are brought together through shared nostalgia. RTÉ’s Tubridy 2fm audience are 
attracted to Facebook content for the opportunity to peek inside a celebrity’s daily routine and, 
if possible, interact with him virtually while celebrating their fandom with other users. I have 
conducted thorough in-depth analysis of these stations including on-air programming, staff 





Chapter 11: Identity and Community – Beating the Tribal Drum: 




This chapter presents a case study of how the independently owned and operated commercial 
radio station Radio Kerry uses Facebook to engage its audience. The case study will illustrate 
how a station broadcasting to a rural audience with a unique cultural identity has used its 
Facebook page as a meeting point and forum for cultural discussion and celebration. As a 
county with a large diaspora, the importance of a radio station to an overseas Kerry audience 
as a source of information and a connection to home the will be highlighted in this chapter. 
The research found that Radio Kerry has an active audience listening from abroad and that the 
station is keen to maintain connections with this audience via live audio, video streaming and 
Facebook interaction. For expatriated Kerry men and women, as well as those living in Ireland, 
Radio Kerry’s Facebook page allows them to keep up with current affairs in Kerry while 
engaging with other members of their cultural community. This activity enables individuals 
reaffirm their cultural identity and stay connected. The Radio Kerry Facebook page has thus 
become a form of transnational cultural public sphere where carefully-curated content is used 
to attract and engage audiences. 
 
The research methodology for the case study involved data drawn from multiple methods 
including: interviews with Radio Kerry management and production staff (N=5); an in-depth 
interview with an expatriate originally from Kerry but now living in the United States (N=1); 
an audience survey of respondents (N=54); and textual analysis of the station’s Facebook page 
over a number of dates. Using this methodology, the author presents a case study of how Irish 
radio stations are using Facebook to connect with people locally, nationally, and 
transnationally.  
 
This chapter also reveals how Facebook acts as a digital media extension of Radio Kerry’s 
primary FM broadcast service and as a result is responsible for offering an extended service to 
its audience. In other words, this Facebook page allows users to construct and express their 
cultural narratives and identities. In many ways the Radio Kerry Facebook page is a celebration 
of all things Kerry and acts as a focal point for news, sports, weather and all manner of cultural 
expression. For Kerry men and women listening to Radio Kerry, engaging with radio 
programmes via audience participation methods, and more recently engaging with online 
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content, allows them to strengthen their ties to the county and other members of the county’s 
community. What this, and the other case studies, offer is an insight into the niche of each radio 
station’s audience, and what a bespoke site of audience engagement its Facebook page is.  
 
11.2 Radio Kerry and its Audience 
Radio Kerry is a full-service commercial radio station broadcasting to a largely rural audience 
in the south west of Ireland. The station achieves peak listenership of some 35,000 people daily 
– a figure which represents 50% of adult listeners. The station also holds a 53% market share 
with the remainder listening to the national commercial and public service stations (Ipsos 
MRBI 2017). The official Radio Kerry Facebook page had just over 72,000 Facebook ‘likes’ 
as of Nov 1, 2017. According to management, one of the main reasons for Radio Kerry’s 
success as a local radio station, is an understanding of the audience which enables the 
production team to deliver what listeners want. Specifically, this relates to content in the form 
of local Kerry news, current affairs, sport, entertainment and culture. Such programming 
cannot be offered by the national public service stations operated by RTÉ and therefore Radio 
Kerry is able to offer a bespoke product to a niche audience. Staff are aware that the Kerry 
people are very proud of their cultural background and heritage, and producers use this to tailor 
on-air programming and online content to match the audience’s tastes. McLuhan writes that 
radio acts as a ‘tribal drum’ to which members of specific tribes, or communities, respond 
(McLuhan 1994). Borrowing from McLuhan, I argue that Radio Kerry are beating their tribal 
drum on-air and on Facebook through the aforementioned tailored content and this drum beat 
resonates with the Kerry tribespeople as evidenced by the strong listenership and Facebook 
following. 
 
The Kerry people are immensely proud of their county’s culture, heritage, traditions and natural 
beauty and the Radio Kerry Facebook page acts as a site of celebration of these themes. The 
beauty of the Kerry landscape is a touchstone for the Kerry people and attracts visitors from 
around the world. Such is the quality of the landscape that scenes from the movies Star Wars 
Episodes VII and VIII were shot on a Kerry coastal island, causing much pride for the people 
of Kerry and external attention to the county. Due to the visual nature of Facebook, the station’s 
Facebook page is a rich site for posts boasting Kerry’s natural geography and beauty. Staff 
invite the audience to send photographs they have taken to the radio station and many of these 
are published on the station’s Facebook page so the county’s splendour can be appreciated by 
a wide audience. As discussed in previous chapters, this sense of involvement is engaging to 
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the audience and draws them closer to the station. The Radio Kerry Facebook page (see Fig. 
6) offers an example of the importance of the visual landscape to this radio station and its 
audience. The Facebook page also acts as a tourism advertisement for the county, and Kerry 
people are keen to promote their county. Sport, natural environment and artistic culture are 
three areas of immense importance, and thus these subjects constitute a significant amount of 
the content published on the Radio Kerry Facebook page.  
 
News and information is essential to the audience and this gives Radio Kerry a competitive 
edge over its national competitors. Taking its public service remit seriously, Radio Kerry is the 
leading source for breaking news in the county. Beyond the FM broadcast, the Facebook page 
therefore is an excellent platform to circulate news and important information to the local 




Figure 6: Radio Kerry Facebook page Sept. 11, 2014 (Content removed for copyright reasons) 
 
Strong local news journalism is fundamental to a successful local radio station. Radio Kerry 
News Editor Treasa Murphy is cognisant of the demand for local news. Furthermore, as the 
survey found, audiences use Facebook as a source of information. In addition to hourly news 
bulletins, the flagship Kerry Today morning current affairs programme, and the Radio Kerry 
website, Murphy and her team use Facebook as a supplementary medium to report the local, 
regional, national and international news and public service announcements (Murphy 2013). 
The key advantages of Facebook for news is that breaking news can be published and updated 
swiftly, and the sharing of this information by the audience is easily facilitated on the platform, 
thus increasing the circulation and dissemination of the news. 
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Along with having a strong connection to the land for tourism and agriculture, sport forms a 
significant part of the cultural heritage and identity of Kerry people. The Kerry men’s senior 
football team for example are the most decorated Gaelic football county team in Ireland. As 
with sport in general, Gaelic football is a highly emotive topic for Kerry people with everyone 
taking an interest to some degree, especially during the championship season, June to 
September. Radio Kerry management and production staff understand and appreciate how 
much the listeners follow sport – Gaelic football in particular – as a central aspect of the local 
culture. Sporting content is therefore extremely popular and the daily evening sports 
programme, Terrace Talk, and the Weekend Sport show both rival the flagship news and 
current affairs programme Kerry Today in terms of ratings and audience engagement. The 
strong listenership figures coupled with active audience participation via text, phone, email and 
high levels of online engagement through Facebook, are further evidence that the Kerry 
audience is keen to follow the in-depth discussion, analysis and debate of sport. Though 
coverage is given to a range of local, national, and international sports in Radio Kerry’s 
programming, however nothing rivals Gaelic football in terms of popularity with its listeners. 
Consequently, the station prioritises this content across its entire sporting schedule.  
 
Ireland as a nation has experienced significant emigration for centuries with ebbs and flows 
dependent on economic conditions at home and abroad. As a rural county dependant chiefly 
on the farming and tourism industries, Kerry has historically lacked a strong economic base. 
Therefore, the county was acutely vulnerable to changes in employment and economic 
opportunity during the ‘Great Recession’ of 2008 to 2016 with many young, bright and 
ambitious Kerry men and women forced to seek opportunities elsewhere. Nonetheless, 
wherever the Irish diaspora go, the people maintain a strong sense of pride and an affinity to 
family, friends, and the cultures and traditions that they left behind. Survey respondents 
identified Facebook as an easy and useful tool to keep in touch with family, friends and 
associates at home, or indeed in another parts of the world. Furthermore, survey respondents 
stated that they turn to Radio Kerry and its Facebook page, whether living in Kerry or 
elsewhere, as a source of information, entertainment, and cultural conversation. One 
respondent stated their reason for ‘following’ Radio Kerry on Facebook was, “to know what’s 
going on in Kerry” (RK#4), another wrote “Living abroad, it makes me feel more in touch with 
the goings-on at home” (RK#1). The findings suggest that information and knowledge is a key 
indicator of identity and association with place – that the more they know about Kerry, the 
closer they feel to home and the people. This makes Radio Kerry a valuable tool in helping the 
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Kerry diaspora maintain their Irish identity. Although the Irish diaspora integrate well into their 
new homes they tend to maintain a strong sense of ‘Irishness’ which is linked to a sense of 
place. This sense of place is used by Irish expatriates, and indeed those resident in Ireland, “to 
define themselves and their relationships to their natural and cultural environments” (Convery 
et al. 2012: 4). Where once this connection would have been achieved through the written word 
in newspapers, today it is achieved through radio station web streaming and Facebook pages.  
 
The interviewee for this case study Connie Kelly identified his reasons for tuning in to Radio 
Kerry from abroad was to connect with home and stay up to date with goings on in Kerry. 
Kelly emigrated to the Boston area during what is sometimes referred to as ‘The Hungry 50s’ 
when employment and opportunity were scarce in Ireland. For Kelly, living far from home is 
made easier by having a reliable and consistent source of Kerry-centric information and 
entertainment available to him. He immensely values Radio Kerry and the Kerry weekly 
printed periodicals as his “connection to home”. Kelly has the Radio Kerry web stream running 
on his computer around the clock, and believes that if he did not have the service that Radio 
Kerry offers, his home would seem more distant. Speaking of Radio Kerry, he stated,  
It keeps me up to date all the time, I wouldn’t know how to go without…it makes me 
feel a lot closer to home, I know what’s going on and I know everything that happens 
in Kerry is at my fingertips…Radio Kerry is on here 24 hours a day (Kelly 2016).  
 
Kelly pointed out that the connection he makes with the county through Radio Kerry is for him 
“like living there actually…It makes you feel like you’re a part of Kerry”. Feeling part of Kerry 
and its immediate community I argue is important to maintaining his identity, and for him this 
is achieved by being involved in conversations on many things including Kerry football. As 
Kelly points out “Gaelic football is vitally important to Kerry people and Kerry people living 
abroad…It is a focal point of the expat community and draws people together here in the United 
States”. He also finds the Radio Kerry Gaelic football match commentary extremely engaging 
as a listener from afar, “when you’re listening to live match commentary it makes you feel like 
you’re actually there” (Kelly 2016). This testimony highlights the value of trusted and 
culturally relevant information from ‘home’ as central to what the Kerry diaspora yearn for, 
and what Radio Kerry provides through their on-air output and online platforms including 
Facebook.  
 
Users recognise that they are sharing a communal space with others with similar interests and 
tastes. “Even though it's all online”, one respondent said, “I feel part of the global community 
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based around the station and the locality” (RK#7). This respondent’s sentiments of being part 
of a community of Kerry people, that are dispersed throughout the world but share common 
connections, are reminiscent of Anderson’s ‘imagined communities’ theory (Anderson 1991). 
However, in this case users can see the names, profile photographs and other information of 
other users who participate online and can choose to interact with them, making the community 
somewhat realised and experienced virtually. Beyond those who participate, there is a wider 
community, according to Anderson’s theory, with whom users sense and feel a part of. This is 
a broader collective of like-minded individuals sharing their appreciation and understanding of 
what Kerry culture is and what it means to them.  
 
Facilitating that sense of being connected with home through quality information is where the 
on-air and online output of Radio Kerry establishes a bond with its transnational audience. 
Even though the members of the diaspora are not a hugely saleable commodity to advertisers 
at this time, station management and production staff nonetheless consider the overseas 
audience just as valuable and an important part of the ‘family’. This inclusive audience 
approach Radio Kerry adopts makes sense from a commercial point of view because it 
maintains a connection with an audience who may someday return to reside in the franchise 
area and thus become a saleable commodity. Maintaining these connections also future-proofs 
the station for online commercial revenue streams which have not yet been realised. Radio 
Kerry is also reinforcing its position as a media hub of cultural information and discourse 
beyond radio broadcasting alone. 
 
11.3 Radio Kerry Production and Social Media Strategies 
Recognising the audience’s thirst for local-interest information and knowledge, producers 
tailor their product accordingly. The focal point of sport on Radio Kerry is the highly popular, 
multi-award-winning sports program, Terrace Talk, which was hosted from 1998 until recently 
by the late Weeshie Fogarty. Few local commercial stations can match the success and 
popularity of the Terrace Talk programme and much of this can be attributed to its gregarious 
host – an expert in Gaelic sport. During interview in 2016, Fogarty identified his connection 
with his audience as vital to the programme’s success. He characterised the Kerry people as 
passionate about the main county sport and as having high expectations from the local media 
to report on the subject. Furthermore, Fogarty understood the power of sport, most importantly 
Gaelic football, and how it draws Kerry people together. He regularly received emails from 
listeners around the world including New York, Boston, Chicago, Manchester and London, 
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eager to participate in the programme by having their comments and requests read out on-air. 
Fogarty described Terrace Talk as ‘the listeners’ show’, and was always careful to treat 
audience members living outside of Kerry and abroad with as much, if not more, care and 
attention as those living locally. He recognised the value this interaction had for those far from 
home (Fogarty 2016).  
 
Fogarty regularly took trips abroad to meet with members of the Kerry diaspora and collect 
their stories. The resounding sentiment noted by Fogarty on these trips was that Radio Kerry 
is “their connection to home” (Fogarty 2016). Audiences impressed upon him that they could 
not find this connection elsewhere, due to the lack of equivalent responsive, dynamic, and 
engaging output on the television, print or online platforms available to them. Fogarty stressed 
the importance of sport for Kerry people and that “football is at the heart and soul of Kerry 
men and women”. He continued by stating “Radio brings Kerry culture into their home, and 
many of them rely on Terrace Talk to know what is going on at home in sport”. On his travels 
Fogarty found that Gaelic football is a focal point of expat communities which draws people 
together in their adopted home. Gaelic football discourse attracts people online in the same 
way. It has always been a hot topic used to attract attention and engagement from Facebook 
users (Fogarty 2016). 
 
For Fogarty and his programme producer, social media supported on-air broadcasting. It 
provided wider content, expanding upon on-air output and providing another channel for Radio 
Kerry to communicate with its audience. For the Terrace Talk producers, Twitter was less 
effective than Facebook in engaging the audience. Although Twitter was, and still is, a great 
way for the show’s producers to disseminate information, Facebook offered Fogarty and his 
team the opportunity to create more structure around topics and discussions. 
 
The strongest reaction from Radio Kerry’s online audience was found to be content posted to 
Facebook that affected the user emotionally. Such Facebook posts garner numerous reactions, 
most importantly ‘shares’ with other users in their social network. Having emotional impact is 
effective especially when addressing expatriates as it helps to connect the transnational 
audience with home, and over time this helps maintain an affinity with the radio station. If 
content is ‘shared’ with others this may also lead to the expansion of the station’s Facebook 
following, thus working as an effective recruitment tool. The Terrace Talk production team 
continued to strive to be as responsive as possible to changes in digital media and in monitoring 
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trends in other social media platforms so they could respond accordingly. For example, the 
producer published each programme online as a podcast immediately after each live broadcast 
to allow those unable to tune in to listen back to the programme and ‘share’ with others online. 
The team also brought cameras into the studio in recent years to offer an audio-visual 
experience through Facebook Live and the producer posted video clips online after the 
programme for fans to catch up on content they may have missed. Therefore, Terrace Talk is 
quite progressive in terms of incorporating multimedia and technology into the programme’s 
production and dissemination to maintain and grow their audience. 
 
11.4 Facebook and Cultural Public Spheres 
As outlined above, the Radio Kerry Facebook page is an extension of the Radio Kerry brand 
and serves the Kerry public in much the same way as the radio station does by delivering 
relevant news and entertainment content to a bespoke audience. Also, because it acts as a 
communal meeting place for anyone sharing cultural traits or interest in Kerry culture and 
traditions to congregate, it allows online communication between people who are culturally 
and linguistically similar. Kerry culture is a sub-set of Irish culture, with many characteristics 
shared with other regions in Ireland but with its own unique set of characteristics, likes and 
dislikes, and so on. I argue that the Radio Kerry Facebook page acts as a site of celebration of 
Kerry culture and, particularly for those living abroad, that it helps its audience to construct, 
renegotiate and express their cultural identities.  
 
The Radio Kerry Facebook page is a dynamic site of cultural information, discussion and 
celebration specific to county Kerry. As a result, it has emerged as a tailored portal which acts 
as a mutual meeting point for Kerry people around the world. Due to the ephemeral nature of 
SNSs, it is important from a production point of view to be regularly sharing new material so 
the producers need to routinely refresh the content. Facebook itself is not standing still either. 
The platform’s constant development and evolution perpetually presents new challenges and 
opportunities to the producer. 
 
One theory which can explain what is occurring on the Radio Kerry Facebook page is 
McGuigan’s (2005) cultural public sphere. McGuigan introduces the concept of the ‘cultural 
public sphere’, defining it as a place where users interact on emotional issues as opposed to 
political or economic matters of Habermasian public spheres. A key element of the cultural 
public sphere, which distinguishes it from the Habermasian public sphere, is the presence of 
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affective communication as well as cognitive communication. According to McGuigan, “the 
cultural public sphere provides vehicles for thought and feeling, for imagination and 
disputatious argument, which are not necessarily of inherent merit but may be of some 
consequence” (McGuigan 2005: 435). In this instance, we are considering discussions around 
sport, which in the eyes of some are trivial. However, for those involved the topics are hugely 
significant in their lives. When users come to the Radio Kerry Facebook page they engage in 
debates, challenges and sometimes arguments regarding issues that are of importance to them. 
The topic could involve a heated conversation regarding player selection for a Gaelic football 
match or something less contentious such as identifying Kerry squad members of yesteryear 
by name based on an archive photograph (see Fig. 7). Due to the emotional involvement users 
have with sport, their contributions involve affective communication. It is evident from the 
comments and discourse on the Radio Kerry Facebook page that users are using both affective 
and cognitive communication, as they are using their hearts and their minds. Furthermore, 
discussions on political, social or economic affairs of the state are very rarely seen on the page. 




Figure 7: Terrace Talk post published July 2, 2016 (Content removed for copyright reasons) 
 
The above (Fig. 7) is an example of content that engages audience members in cultural 
discourse which was posted on the Terrace Talk and Radio Kerry Facebook pages. The 
programme presenter posted a photograph from his own archives of a Kerry Minor Football 
team and instigated competition in discussion by asking the audience to try to identify the year 
the photo was taken and to name as many individuals in the photograph as possible. As the 
comments section below the post show, a number of people were engaged by the challenge and 
offered their contributions. The post was also ‘shared’ with at least four other users by means 
of ‘tagging’. This screen shot was taken the day the post was published on July 2, 2016 with 
people contributing and interacting through comments or reply until July 12, 2016, meaning 
the post had a life of ten days. During that period of time 18 comments were made, including 
replies, involving 11 individuals, (four of whom were tagged) all contributing to a worthy 
conversation testing the audience’s knowledge of Kerry football. In terms of emoji reactions, 
a further 15 people ‘liked’ the post, one person ‘Loved’ it and one person ‘shared’ the post on 
their own timeline meaning a total of 28 individual Facebook users were actively involved in 
the discussion. Although this number is relatively small in relation to the number of Radio 
Kerry Facebook page ‘followers’ (some 65,000 at the time), it is but one of many examples of 
the micro-cultural public spheres that are created and engaged with over the course of a year 
on Radio Kerry’s Facebook page. Durkheim (1984) posits that these interactions build up 
between sets of individuals to make their community and society stronger. Although Durkheim 
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was writing at a time before the internet and SNSs were invented, I argue the theory can be 
applied to online interactions, particularly those that are supported by offline relationships. 
 
During the summer of 2016, Terrace Talk producers regularly posted an historical image and 
invited the audience to participate. Such content appeals to the audience’s love of football, tests 
their historical knowledge and generates feelings of nostalgia. Invoking nostalgia is a powerful 
emotive tool that affects the audience emotionally and thus engages them on a deeper level. 
Nostalgia can relate to a yearning for the past or, for those living abroad, can also create a 
yearning for home. In the above case, it achieves both. 
 
11.5 Conclusion 
Radio Kerry is very aware of the value Facebook holds for the station as an additional 
communication platform, not only to disseminate news and information, but also as a site of 
cultural celebration. The Radio Kerry Facebook page acts as a site of discussion and debate 
around topics of specific cultural interest to the Kerry audience such as Gaelic sport. Along 
with news and sport, the celebration of Kerry’s geographic beauty through images harvested 
from the hive (Herz 2005) of locals forms a significant part of the station’s Facebook content. 
This case study evidences the deep understanding Radio Kerry has of its audience, and the 
bond it has established with audiences at home, abroad and online based on cultural factors. 
   
Through strategic Facebook posts that engage and include online users, producers encourage 
their overseas audience to connect emotionally with their home county. By keeping themselves 
informed on key matters such as sporting results, team news, and match analysis through 
Facebook, the transnational audience can feel a connection to home and be included in the 
conversation. Despite emigrating abroad, the interviewee for this case study, along with several 
survey respondents, identified that they maintain contact with their culture and heritage through 
Radio Kerry and its extended platforms such as Facebook. ‘Following’ Radio Kerry helps these 
individuals stay informed of current events and network with friends and relatives. This activity 
reaffirms their Irish identity through such cultural reinforcements. Facebook, with its massive 
global network, is a good example of a platform that helps the Kerry diaspora maintain 
connections with home.  
 
Facebook is an important tool for radio stations to connect with a wider audience given that 
radio content integrates well into the SNS’s dynamism and is able to generate nostalgia for 
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users. Emotional engagement through nostalgia is a vastly effective method of maintaining an 
audience despite geographical distances. By creating fora where users can communicate 
affectively and cognitively from anywhere on the planet with other culturally-connected 
individuals, Radio Kerry is drawing together a transnational audience through micro-cultural 
public spheres. Beat also uses nostalgia to good effect to emotionally engage with its audience 
as shown in the forthcoming case study. 
  
 217 
Chapter 12: Millennials, Nostalgia and Affective Communities: 




Of the three case studies featured in this thesis, Beat was by far the most digitally-integrated 
and socially active radio station. It had by far the most ‘followers’, interactions and engagement 
from its audience. Part of this can be attributed to the audience being largely young. The 
millennial generation has grown up with social media as an integral part of their lives, central 
to interpersonal communication and emotional expression. However, much credit for the Beat 
Facebook page’s success must go to the production staff who understand their audience very 
well and have devised a strategy to engage them emotionally and expand the station’s reach in 
the process. 
 
Building on the findings presented previously in this research, this chapter shows how 
important social media is to a youth radio station. It also shows how effective well-curated 
posts can be in building an online audience through affective communication that builds 
audience loyalty and following. In keeping with the focus of the research, this case study 
focuses on the stations use of Facebook exclusively, despite the active and aggressive 
employment of Twitter, Snapchat, Instagram and WhatsApp. Posting and maintaining content 
on all of these platforms remains part of the producer’s remit, making the role of the youth 
radio station producer even more demanding. However, the potential to engage the audience is 
enormous. 
 
Understanding the media consumption habits of young audiences, including millennials, has 
become vital to the survival of any media outlet, not just radio. Such is the growing prominence 
of this cohort as a counterweight to the ‘baby boomer’ generation. Millennials have been 
described as ‘digitally native’ because they have grown up in the digital era where almost every 
facet of their lives has been touched by digital media (Prensky 2001; Palfrey & Gasser 2013). 
They live a perpetually connected existence, have a reduced attention span, and deal with daily 
information overload. Given this audience and its characteristics, employing a strategy that 
involves affective communication and effectively tapping into nostalgia can trigger a sense of 
belonging that leads users to interact with the content through SNSs. As a regional Irish radio 
station, Beat has been able to reach audiences beyond its FM broadcasting boundaries and 
engage fans and ‘followers’ from wider geographical areas as a result of its successful SNS 
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posting strategy. With that, the station has centralised transnational groups that are organised 
around the sense of belonging to a wider community or interest group, in this case the Irish 
millennial demographic.  
 
This chapter discusses this phenomenon through a case study of the Irish radio station Beat. 
The study used interviews with production staff, an audience survey and textual analysis of the 
station’s Facebook page as a methodology to showcase successful use of nostalgia to engage 
the public and to increase digital audiences. To explain the process, this chapter uses generation 
theory to understand millennials’ characteristics and behaviours, and contemplate this 
transnational mediatic phenomenon. In addition, it offers an overview on nostalgia and the use 
of emotions to trigger social media engagement. From my perspective, Beat was found to have 
effective social media strategies and acts as an exemplar of how radio can best use Facebook 
to engage and grow an audience. 
 
12.2 Millennials and Generation Theory 
At the time of study, Beat’s audience predominantly consisted of millennials. The specific 
years that millennials were born is open to some debate. For Howe and Strauss (2000) 
millennials are the generation born in or after 1982, however, Brosdahl and Carpenter (2011) 
specify a period between 1982 and 2000, succeeded by the post-millennials, also known as 
Generation Z or the iGeneration (Fishman 2015). Millennials are the first generation to reach 
their teenage years with mobile phones as an integral part of their daily lives and as a result 
have been labelled ‘digital natives’, such is their affinity and immersion in digital media 
(Prensky 2001). In short, they have grown up in the digital age and this has affected how they 
interact with one another and with media outlets.  
  
Defining a generational cohort has an intrinsic connection to the main historical events and 
social influences that help to shape behavioural patterns. Strauss and Howe (1991), proposed 
through their generational theory, that a generation represents a period of 20-22 years and that 
individuals born within this period share a number of commonalities. Although the theory was 
based on the American populace it has been widely adopted elsewhere in the world. 
 
The generational definition is based on three key criteria. First, members of a generational 
cohort share a location in history, meaning they witnessed important historical events, social 
experiences and cultural trends. Second, based on these experiences during childhood and 
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adolescence, members form certain attitudes, beliefs and opinions. Third, due to an awareness 
of the experiences, characteristics and traits they share with others from their generation, they 
have a common perceived membership in that generation (Strauss & Howe 1991). Bahr and 
Prendergast (2007) posit that the experiences do not replace or dispute psychological, medical 
or other theories for understanding individuals and groups, but rather support and complement 
these frameworks for understanding human development patterns.  
 
What is of interest from a media production perspective is the behavioural patterns of this 
cohort and how to engage them. After all, the millennial generation represents the future radio 
audience, and thus must be captured as loyal listeners and SNS ‘followers’. Interaction and 
response to nostalgia and other engagement strategies are analysed in the context of Beat in 
this chapter. Strauss and Howe (1991) described millennials as the next most influential 
generation since the Baby Boomers – who were born after the Second World War during the 
period 1943-1960 – and that this generation will go on to surpass the influence achieved by 
their parents.  
 
The affirmation is based on the unique traits that define millennials: “they consider themselves 
to be special, they are sheltered, are confident, are team oriented, have conventional hopes and 
dreams, are pressured, and are achieving” (Howe & Strauss 2000: 4). In addition, favourable 
economic indicators across most western societies influenced the consumption habits of the 
generation, resulting in an obsession with possession, “characterized by materialism, status 
consumption and the strong influence of reference groups” (Bucuta 2015: 41). The elevated 
consumption reinforces a closer relation between millennials and popular culture, from 
videogames to reality shows, and the familiarity with more complex relations and 
multiplatform resources (Johnson 2006). 
 
This makes the millennial cohort a particularly useful subject for this thesis because of the 
significance of Facebook in their everyday lives and also the strong appeal of visual elements 
in their online behaviour. Another common characteristic of the generation is their constant 
connectivity, which has affected the relationship they have with time. Message apps, constant 
internet connectivity and powerful search engines create an expectation of immediate solutions 
to problems (Bucuta 2015). Technology has changed the ways in which this generation receives 
and manages information and media, and the primary screen in their daily lives is the 
smartphone. At the same time, the future of media outlets depends on the capability of 
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connecting to this generation and ensuring the recruitment of younger audiences to replace the 
existing ones who are passing away in increasing numbers. Therefore, by focusing efforts on 
establishing radio as a valuable medium in their daily lives, Irish radio can futureproof itself. 
 
This is where social media has come to the fore, particularly for radio which, as this thesis 
argues, has maintained its relevance a fast-changing, tech-reliant world by incorporating 
Facebook and other SNSs into production practice. Media outlets must create touchpoints to 
connect their outputs with younger generations. New strategies are needed to attract an 
audience that demands immediate satisfaction through novel content. As we have seen in 
previous chapters, it requires media producers to have the ability to be flexible and be prepared 
to expand the role of content creation to include content curation.  
 
The emotional connections and the information flows across geographic borders have the effect 
of connecting users through the idea of unity. Millennials have another specific generational 
trait according to Nimon, that their relationships among group members, even in virtual 
environments, are stronger than the ones developed by previous generations (Nimon 2007). In 
this context, social media works as a catalyst and facilitator for online community formation.  
   
12.3 Affect and Emotion on SNSs 
Facebook leads in popularity among SNS platforms worldwide. A corporate entity with 
capitalist motivations at its core, engagement through consuming advertisements and providing 
personal data is the price the user pays for the ‘free’ service. As with radio and television 
broadcast services, the notion of ‘free’ programming is a misnomer. Audiences are packaged 
into demographic cohorts and sold on to advertisers, meaning audiences work for media 
industries and their work is exploited for commercial gain. Facebook, like all SNSs, is an 
advertiser first and foremost. The company’s aim is to engage with audiences as much as 
possible to attract them to visit the website regularly, to spend as much time as possible 
scrolling through material, and interacting with the content and other users. In the process vast 
amounts of personal data are recorded through these interactions, and this data teaches digital 
algorithms how to better advertise to users. In this context, both Facebook and radio stations 
work in tandem, considering the user does not clearly differentiate the boundaries. For the user, 
the Facebook page of the station is another representation of the station itself, not a separate 
entity. For millennials, I argue the Facebook page has as much, if not more, of an influence on 
the station’s image and popularity than the official website or the broadcasted content itself. 
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Facebook and Nostalgia 
The term nostalgia comes from two Greek words nostos which translates as the return to one's 
native land and algos, which refers to pain, suffering, or grief (Daniels 1985). The painful 
yearning to return home represents the bittersweet characteristic of the emotion which 
simultaneously holds both pleasant and unpleasant elements (Holak & Havlena 1992). 
According to Huang et al. “most nostalgic memories include elements of love, pride, and joy” 
(Huang et al. 2016: 372). Chabon suggested a rich metaphor to summarise nostalgia, defining 
it as “you have placed a phone call directly into the past and heard an answering voice” (Chabon 
2017 n.p.). However, not all memories recalled by an individual are positive ones, as nostalgia, 
“may evoke memories of peaceful, pleasant times or of times of tension and turmoil” (Holak 
& Havlena 1992: 380). 
 
Holak and Havlena (1992) explored the themes and subjects associated with nostalgia and 
found that respondents have feelings of nostalgia with three broad categories of stimuli; people, 
objects and events. The people that evoke nostalgia are family, friends and close acquaintances 
from the past; objects associated with nostalgia are often toys, vehicles, books and other media; 
while events could be any number of trips, holidays or meaningful experiences. For the authors, 
each of the above categories and elements act as stimuli for each other, so that two or more 
categories could evoke one memory. This theory is particularly applicable to the present case 
study where there is a presence of all three stimuli in each of the examples. 
 
There has been a resurgent interest in nostalgia as a cultural trend in recent years, as popular 
culture has favoured looking back to the past in search of inspiration. Reynolds proposes this 
retro fixation which has been applied to clothing, design, media and culture is in response to 
the dissatisfaction the new generations have with the present and the perspective of a grim 
future, as a consequence of the global economic downturn in 2008 (Reynolds 2011). The 
economic recession affected Ireland, more so than most European countries, with the younger 
generations most adversely affected. Applying Reynolds’ theory, in an attempt to regain hope, 
instead of looking to the uncertainties of the future, millennials preferred to look backward for 
reassurance, where they could be comforted by memories of better, more positive times. 
Childhood is often when the formation of happy memories occurs and therefore for adults, 
under the pressure of social and economic factors, escaping back to a time when life was 
simpler and happier can trigger positive emotions. When these sensations are shared with 
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others who have similar memories, this builds bonding capital between users who have offline 
relationships, as well as bridging capital and a sense of belonging with other unknown members 
of the generational community (Ellison et al. 2007; Putnam 2001). 
 
‘Sharing’ content instigates conversations with others in a social network while reinforcing 
identity as a member of a community. In the digital age, this potent phenomenon has created 
innovative commercial opportunities beyond the scope of traditional marketing. Instead of 
using affection to directly engage consumers to buy a product, contemporary media outlets 
such as radio stations use emotion to develop their audiences into commodifiable communities. 
In this case, audience satisfaction shifts from a sense of consuming to the feeling of belonging 
(Wakefield at al. 2017). Nostalgia plays a significant role in the scope of emotions and works 
as a connector among individuals of the same generation. Beat capitalised on this opportunity, 
expanding its regional profile by focusing on the appeal of nostalgia to millennials. Beat used 
nostalgia among other strategic content to gain new ‘followers’ and extract economic capital 
from a blooming digital audience (McMahon 2016). 
 
In this context, nostalgia is used by Beat as a strategy to engage users emotionally, generating 
a strong response from millennial audiences through Facebook posts. The nostalgic feelings 
are evoked and an emotional connection is reformed between old friends and digital 
acquaintances. At this point, the radio station acts as a bridge and reinforces its affective 
connections with the listeners and/or ‘followers’. However, the strategy is not necessarily 
exclusive to the Irish radio broadcaster. Radio has a long-established association with nostalgia 
given the that music programming is a staple output. Hearing music from a particular decade 
or period evokes memories and feelings of yearning for times past in the listener. There has 
been growing interest and demand for nostalgia during the period of research with radio 
stations, and other media, finding audiences keen to celebrate music and other popular culture 
from the past. On Beat, ‘Throwback Thursday’ became a popular item where the audience 
would vote through SNS for the song they wanted to hear from a shortlist. The most prominent 
decade for nostalgia during this period across Irish radio was the 90s. Today FM which boasts 
the popular, long running Friday Night 80s programme added a follow-up programme called 
Friday Night 90s to capitalise on the growing popularity of the era. Other stations also 
increased 90s and noughties music in playlists as the music approached 20 years of existence 
and audiences were posed to embrace music of the past. The UK Radio Industry offered further 
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evidence of this shift in taste with stations such as Kisstory, Heart 80s and Absolute 90s 
appearing on the digital spectrum to meet demand.  
 
Facebook itself has been increasingly associated with nostalgia (Davalos et al. 2015). The 
social network is used primarily to maintain contact with friends and family, many of whom 
may be living in different geographical locations, or people whom one may have fallen out of 
regular contact with. In this context, Facebook is used with two different purposes. First, by 
building and maintaining social capital (Ellison et al. 2007), which keeps relationships together 
despite geographical distances. Second, by bonding the social capital (Putnam 2001) which 
strengthens the strong ties that bind family and close friends. Regardless of the specific 
relational circumstance, Facebook provides a medium by which one can connect with a long-
lost friend and reminisce about old times, as well as keep up with a family member on the other 
side of the world. 
 
Facebook clearly recognised the power of nostalgia, I argue, as a powerful engagement tool 
and exploited it as a strategy to prolong the engagement of users with the social network. In 
2015, the platform introduced a photo album feature that celebrated the anniversary of users 
joining Facebook and what had happened over that time on users’ Facebook Timeline. The 
algorithm took a selection of the images which the user ‘shared’ and was tagged in, and collated 
these into an audio visual slideshow with a melodramatic soundtrack for deeper emotional 
impact. Users would receive a message in their timeline containing the photo album with a 
thank you note from Facebook for using the SNS and a prompt to ‘share’. Such albums have 
continued to evolve and are regularly sent to users on the anniversary of events and shared 
occasions with other users, aiming to serve as a reminder of friendships, positive memories and 
the value of Facebook in our lives. 
 
In another feature, ‘On this Day’, Facebook allows users to opt to receive notifications of posts 
they published on that day in previous years (Gheller 2015). The feature calls on users to “never 
miss a memory”. The call reads “…here’s a way to rediscover things you’ve shared and posts 
you’ve been tagged in. Want to get notifications when you have memories to look back on?” 
(Gheller 2015). The page features a ‘Get Notification’ button that users can click to receive 
similar information in the future. Facebook’s motivation is simple and direct – to draw people 
to its platform for play labour. 
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More recently, due to the wider availability of video recording devices on mobile phone and 
tablets, videos have become more popular, however photographs are still the most engaging 
content (Bullas 2012). Multimedia content can support the recalling of memories. In this 
regard, static images have been widely used to evoke nostalgia on Facebook since its inception, 
as such images are easily uploaded and ‘shared’. If a picture is worth a thousand words, the act 
of sharing can speak volumes about the relationship and emotions between users. Hence by 
‘sharing’ old photographs in social networks, users make a statement of intimacy and their 
sense of belonging to a certain group.  
 
Pictographic reactions can also be a form of affective communication such as in the case of 
emoji reactions. Evans found that four in ten millennials send messages made up entirely of 
emojis and “72% of 18-25-year-olds find it easier to express emotions using the symbols” 
(Evans 2015). In October 2015 Facebook trialled a wider range of emoji reactions beyond the 
‘like’ button alone to users in Ireland and Spain – ultimately rolling the feature out globally. 
Users had the option to choose the image that best matched their emotional response to the 
post: ‘Like’, ‘Love’, ‘Haha’, ‘Yay’, ‘Wow’, ‘Sad’ or ‘Angry’. Facebook perhaps introduced 
these new options to provide users with a more engaging range of options with which to reply 
quickly to a post, thus allowing users to communicate and express their emotional responses 















Figure 8: Facebook’s Emoji Icons introduced in 2015 (Content removed for copyright reasons) 
 
12.4 Beat’s Facebook Page 
As discussed, Facebook pages have become highly important to a radio station’s public-facing 
image, brand and output. The radio station’s Facebook page also contributes to the concept of 
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increased visualisation of radio that has been an ongoing theme through the course of this 
research. Beat management have identified the station’s Facebook cover and profile 
photographs as a useful opportunity to communicate with the audience. As such, marketing 
and production staff regularly update the images to advertise and publicise sponsored events, 
launch promotions or reflect seasonal themes such as Easter, Halloween or Christmas. This is 
part of the station’s promotion efforts and is consistent with the brand’s website homepage 
appearance and content. However, the Facebook page is a far more dynamic and interactive 
platform that is easier to update and thus can reflect the station’s voice and image more fluidly. 
Below are two examples of such header images that have been used to communicate visually 
with the audience, the first promoting a sponsored event (Fig. 9), and the second celebrating 
Halloween (Fig. 10).  
 
 
Figure 9: Beat Facebook page September 11, 2014 (Content removed for copyright reasons) 
 
 
Figure 10: Beat Facebook page October 30, 2014 (Content removed for copyright reasons) 
 
Beat’s Connection with Millennials 
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Millennials were the most connected generation with radio stations via social media in Ireland 
at the time of research. Out of all Irish radio broadcasters, youth-targeted stations boasted the 
highest numbers of Facebook ‘followers’, SPIN 103.8, FM104, iRadio, 98FM, Today FM, 
SPIN South West and Beat (see Appendix 1). As a station which has developed a strong social 
media following in relation to its listenership and broadcast area, Beat represents innovative 
industry practices in using Facebook to connect with the audience and create an emotionally 
engaging media experience. The station started out in the nascent stage of Web 2.0, 
broadcasting for the first time in 2003 with 15-34-year-olds in five counties across the South 
East of Ireland as its target audience. The radio defines its mission as “the ‘go to’ multi-
platform radio station for entertaining & informing young adults” (Beat 2018). Survey data 
showed that 87% of Beat respondents were in fact aged between 18 and 34, reflecting the 
broadcast license remit.  
 
Based on the interviews conducted, Beat management appreciate that the target audience 
spends increasing amounts of time online having grown up with digital technology woven 
through the fabric of modern life, and as a young station itself, it has grown as a business in 
the same environment. Beat strategically uses social media and nostalgic content to engage 
technology-savvy millennials. By posting memes or images that go viral, radio stations such 
as Beat are aggressively growing their online presence and trying to develop commercial 
revenues from their online audiences. Furthermore, based on their Facebook ‘follower’ 
numbers of 554,270 in July 2018, the station has successfully managed to attract ‘followers’ 
beyond its broadcast region. 
 
Beat’s Use of Nostalgia 
Two factors should be considered when attempting to understand Beat’s approach to nostalgia. 
First, as outlined above, millennials are commonly attracted to culturally relevant topics. 
Second, due to the age of Beat’s audience, it is possible to assume that childhood will be their 
main reference point for nostalgia, given that 20 years represents the time period when 
individuals begin to look back to their past (Strauss & Howe 1991). Therefore, it is 
understandable that listeners and digital users would find toys from this period an important 
trigger for outpouring affective reactions. Beat used two strategies simultaneously: first, using 
toys as a trigger for nostalgia; second, reminding the users of a common life experience, in this 
case, the desire to be gifted the toy at Christmas. The third category of stimuli, people, is 
evident here, when shared with family and friends who were present at the time. The 
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combination of these three categories of stimuli outlined by Holak and Havlena (1992) 
increases the chances of the content going viral and thus finding new audiences.  
 
Millennials would have been in early teenage years or younger when the Teletubbies (1997) 
and Betty Spaghetty (1998) toys were released. The two toys were aimed at the 4-to-8-year-old 
market. One can assume that the individuals of those ages formed the strongest attachment to 
the objects and would thus be the most emotionally affected by the Facebook post. Both 
product ranges were highly desired at the time in Ireland, which lead to a Teletubbies toy 
shortage in 1997 and the Betty Spaghetty craze of 1998. Individuals of the millennial cohort 
have similar shared experiences so the memories make them feel part of an imagined, affective 
community that has awareness of the shared experiences, providing a common perception of 
being a member of a generation (Strauss & Howe 1991). By exploring this specific situation, 
Beat provoked a cascade effect. The nostalgia and feelings of belonging were reinforced by the 
affective communication within friends and acquaintances within their social network. As a 
result, the users expressed emotions with others, some of whom were outside the initial network 
that follows Beat.  
 
A knock-on effect happens because the user feels connected to the radio station as the source 
of the emotive material. Even if there is no guarantee, there is a considerable likelihood that 
the user will reward the source by ‘Liking’ and ‘following’ the Facebook page of the station to 
receive more of such content. As Maecker et al. write, “Customer engagement… increases the 
commitment and social identification with the brand as well as the brand community and leads 
to higher customer retention” (Maecker et al. 2016: 136). If we apply this to Beat we can see 
that by offering material that triggers feelings of nostalgia and exclusively focusing on 
millennials across all of its communication channels, the youth station speaks the generational 
language and can find new listeners/audiences outside its geographical broadcast area. The 
radio station has made itself a credible source of cultural content relevant to the audience which 
it is targeting. 
 
12.4 Beat’s Viral Posts 
Viral Post Example 1: Teletubbies 
Teletubbies toys (see Fig. 11) were at the height of popularity in 1997 when the Teletubbies 
television programme aimed at pre-school children was first broadcast on British Broadcasting 
Corporation (BBC) television. Due to the show’s immense popularity, stuffed replicas of the 
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four characters were produced on a mass scale. However, the subsequent demand for the 
effigies sparked a shopping frenzy as demand far outstripped supply in Ireland and the UK in 
the lead up to Christmas 1997. Any children lucky enough to get their hands on the toys have 
strong memories as the comments on the Beat’s Facebook post attest.  
 
A total of 3,035 users ‘liked’ the post. It was ‘shared’ 239 times resulting in 210 comments, 
many of which contained ‘shares’ by way of ‘tagging’ other Facebook users. Users’ comments 
were directed at friends and family, as they reminisced about their youth and the excitement 
and hysteria caused by the toys. This is a prime example of the combination of three categories 
of stimuli of memories coming together; people, items and events Holak and Havlena (1992). 
The people are the individuals involved who presumably grew up together and lived through 
the event which was the toy shortage of Christmas 1997, and the items were the Teletubbies 
toys themselves. Having these three stimuli together strengthened the memories associated 
with the toy shortage, stimulated an emotional and nostalgic response, and brought those who 
engaged with the post closer together and, I argue, closer to the station. 
 
 
Figure 11: Teletubbies post on Beat’s Facebook page (Content removed for copyright reasons) 
 
Viral Post Example 2: Betty Spaghetty 
Another, even more popular, example of the engagement that the radio station achieved from 
nostalgic posts is the Betty Spaghetty post (see Fig. 12). Betty Spaghetty was a toy aimed at 
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girls aged four years and older, featuring several female characters, each with a unique style 
and colours. The bendable rubber figures, which allowed the users to style the characters’ hair 
and mix and match hands, feet and accessories, were highly popular in Ireland’s stores after its 
release in 1998, creating fond memories for young people at the time. The Betty Spaghetty post 
which carried a simple call out, “Who Remembers These?”, received a significant response 
from users with 48,431 individuals ‘Liking’ it. At the time, it was the most popular post the 
radio station had ever received. There were also 505 ‘shares’ and more than 5,000 comments 
– a high number of which contained more ‘shares’ through ‘tagging’. The content of the 
comments also included affective communication, that is, communications that express 
emotions with other users as they reminisce with one another. This builds bonding capital 
between individuals and strengthens relationships.  
 
More broadly, the enjoyment of the post by an individual makes them part of an affective 
community. This is a collective of individuals who are affected emotionally in similar ways 
and therefore have a shared sense of nostalgia and emotional connection with their past. The 
shared experience gives them a sense of belonging, thus drawing users together. Again, this is 
largely an imagined community since individuals will not possibly know each of the thousands 
of users who ‘liked’ and ‘shared’ the post but will know they are having similar reactions to 
the memory. Furthermore, as Mannheim (1952) posited, the collective experiences that a 
generational cohort share from growing up through the same local, national and international 





Figure 12: Betty Spaghetty post on Beat’s Facebook page (Content removed for copyright reasons) 
 
12.5 Beat’s Viral Growth 
Engagement on social media happens on two levels – active and reactive. Active engagement 
involves ‘liking’ (or attributing another emoji) or ‘sharing’ the content. Active interactions 
involve only a click, and do not represent a high level of effort from the user nor a deep 
rationale. The reactive level goes beyond the click and involves the engagement that leads the 
user to write something that reflects their feelings on the subject.  
 
The reactive level of interaction is less common than the active level, however it is more 
effective in terms of reach. First, comments positively influence the algorithms that are 
responsible for the hierarchy of the information that will be displayed in each user’s timeline. 
Second, many users ‘share’ the content by ‘tagging’ another user and by inputting the friend’s 
name in a comment, the post appears in their timeline even if they are not ‘followers’ of the 
Facebook page, and they in turn may similarly ‘share’ with other users in their social network 
- and so forth. Following Dunbar’s (2012) suggestion on the metrics of digital relations, the 
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projection is that between active and reactive engagement ‘shared’ content can reach, on 
average, 150 friends. 
 
This was found to be the main way a radio station’s material goes viral. The content is spread 
into users and friends’ networks, whose friends then ‘share’ it with friends in their own 
networks and so on. The creator of the post, in this case Beat, receives credit and exposure to 
a new and wider audience, even if the post itself does not carry any content directly related to 
the radio station or its broadcasted content, but represents the brand in a broader way. By 
receiving credit for initiating the post the station receives ‘cred’ and respect among the new 
and existing audience members which Bourdieu refers to symbolic capital (Bourdieu 1986). 
By accumulating this symbolic capital, a station can raise its reputation and appreciation for its 
taste. 
 
This process of a post ‘going viral’ is precisely the strategy that Beat and other radio stations 
employ in an aim to grow their online presence and credibility and thus cultural and symbolic 
capital among their demographic. Applying Dunbar’s (2012) theory, the Betty Spaghetty post 
would have reached around 70,000 extra Facebook users in addition to the existing Beat 
Facebook page ‘followers’ which numbered just under 142,000. The process represents an 
opportunity for the station to expand its social network presence and as a way of turning 
listeners/Facebook ‘followers’ into ambassadors of the Beat brand. This is a very important 
point that should not be overlooked. The Beat management stated that they understand and 
appreciate the value of word-of-mouth endorsements of their brand between friends and, more 
broadly, members of the millennial cohort. This is a relatively simple and cost-effective way 
of growing your brand awareness because Facebook is helping the station reach a wider 
audience using visual media that clearly engages audiences and draws them to the station. 
Furthermore, a viral post may turn a new Beat Facebook ‘follower’ into a radio listener. 
 
An analysis of the comments made by users on the Betty Spaghetty post shows that over 90% 
involved ‘tagging’. The total number of comments on this post, 5,042, represents a high 
response, especially when one considers the extra thought and effort required to enter a 
comment rather than simply click ‘like’ or ‘share’. Individuals’ memories were clearly jogged 
by the image of the toys, leading to thoughts of the loved ones with whom the memories were 
shared, and then reaching out to contact those other users to express an interest in reminiscing 
about the shared experience. Nearly 50,000, out of the 141,000 fans of the page, ‘liked’ the 
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content, indicating the users were strongly motivated by the post. It is clear therefore that a 
significant number of new users were reached virally, and actively interacted with the content. 
The evidence suggests that affective posts such as this have a positive impact on a station’s 
growth in popularity when measured in page ‘likes’. In the nine months from April 14, 2015 
to January 20, 2016 Beat expanded the number of ‘followers’ on Facebook from 141,947 to 
466,638, which represents growth of 229%, and outnumbered the entire population in the 
broadcast area at the time. This suggests that such posts have been instrumental in giving Beat 
a wider national and international reach that it may not have achieved otherwise. 
 
12.6 Conclusion 
This chapter has offered the reader an insight into the digitally native millennial generation and 
how a radio station can engage with a cohort that has grown up in a multiscreen, multiplatform 
and multimedia environment where audience’s attention is difficult to capture. Radio stations 
targeting young audiences have responded to this by taking advantage of the audience’s 
ubiquitous connectivity, the power of visual imagery, and the viral dissemination and 
consumption habits of this cohort.  
 
This large millennial cohort is key for renewing radio audiences and ensuring the survival of 
radio stations, but requires new strategies of communication. Speaking the generational 
language goes further than simply using social media as a distribution channel for traditional 
content such as news, weather and sports information, but instead requires a more creative and 
nuanced approach. I have found that the use of emotions and affection is a key ingredient to a 
successful social media strategy, as triggering active and reactive engagement from the 
audience has an intrinsic commercial value as it endears the audience to the brand. Social media 
platforms are now extensions of the radio station’s brand and output, and large penetration into 
social networks creates opportunities for the commodification of these new audiences – 
although this had been realised only to a limited extent by Beat at the time of study. The station 
found a way to reach millennials by using known nostalgic elements as a touchpoint with their 
target audience and, perhaps just as importantly creating a sense of belonging between users.  
 
In line with Mannheim’s theory of generations (1952), the nostalgia and affective 
communication strategy worked as a trigger for the formation of affective communities. Now 
Beat must continue to maintain a sense of community among new ‘followers’ by staying 
relevant to their audience as times change. The discussion threads that are created around posts 
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such as the ones featured in this chapter are very different to the one featured on the Radio 
Kerry Facebook page yet are further examples of cultural public spheres. These spaces contain 
high volumes of affective communication between participants, and the material discussed is 
significant to users as it evokes positive memories from childhood and youth during times of 
austerity and uncertainty. It is proof that nostalgic material is a powerful tool to engage 
audiences, as Facebook itself has developed nostalgic features during the years of this research. 
The effectiveness of Beat’s Facebook strategy in engaging millennials is evidenced in the viral 
reach and significant gains in Facebook ‘followers’. This has helped Beat accumulate social, 
cultural and economic forms of capital, reflecting a brand which understands the challenges 
and opportunities of engaging audiences in the digital age. 
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Chapter 13: Radio Audiences and Parasocial Interaction 




The Tubridy 2fm Facebook page content was in stark contrast to the other two radio stations 
analysed in the previous chapters. The programme itself – and thus by extension the Facebook 
page – is centred around the presenter Ryan Tubridy, Ireland’s preeminent broadcaster. This 
chapter will present an analysis of the Tubridy 2fm Facebook page, how it is managed and the 
interaction and engagement it receives from the audience. I argue that the Facebook page is a 
visual portal into the life of celebrity Ryan Tubridy and thus offers fans of his work a form of 
interaction with him that users feel is, to a certain degree, personal. This phenomenon is known 
as parasocial interaction (PSI) which describes the sense of familiarity that can exist between 
celebrities and media personalities, and their audiences (Horton & Wohl 1956). I will use fan 
theory to understand the Tubridy 2fm audience’s actions and frame the argument that his 
audience is a fan community with Ryan as the shared object of fandom. This fan community 
is made up largely of female audience members, as were the survey respondents, who are drawn 
to Ryan and his celebrity status.  
 
The Tubridy 2fm Facebook page’s main aim, at the time of study, was to give the audience a 
window into the daily working life of Ryan Tubridy and a peek behind the scenes of the 
programme. As a result, the Facebook page is in many ways a site of devotion to Tubridy, with 
images posted of Ryan in various locations and attire on a daily basis. This helps the audience 
build a more intimate understanding of Ryan which arguably strengthens their loyalty to the 
programme. Ryan poses for the camera giving each audience member a sense that he is 
interacting directly with them. This builds a deeper sense that a one-to-one relationship exists. 
Since fandom is such an emotive phenomenon, fans are engaged with the programme on many 
levels including participating in content. The show’s format includes listeners sharing their 
own stories and seeking support in the form of sympathy, empathy or advice. The audience is 
predominantly female, and the on-air programme acts as a sociocultural meeting place and is 




Figure 13: Tubridy 2fm Facebook page September 11, 2014 (Content removed for copyright reasons) 
 
13.2 Parasocial Interaction and Intimacy 
Parasocial interaction (PSI) was first identified in the 1950’s by Horton and Wohl who studied 
the relationship television audience members felt existed between themselves and the 
programme presenters, particularly programmes with a live studio audience (Horton & Wohl 
1956). PSI can exist when a fan feels they are interacting directly with a celebrity in two-way 
communication and perceive the existence of a relationship as a result. The ‘illusion of 
intimacy’ still occurs between the audience and celebrity in the contemporary context, but 
Facebook offers a richer form of this perceived two-way communication as a mediated 
parasocial interaction. In the case of this research, fans are attracted to the Tubridy 2fm 
Facebook page for engagement beyond live on-air programming. 
 
Due to radio’s distinctive ability to foster an air of intimacy where the listener feels as though 
the presenter is speaking directly to them there is scope for PSI to exist. At the same time 
listeners know they are part of a wider listening community, tuned in together yet having a 
unique audio experience. A parasocial relationship is built between Tubridy and his listeners 
over time as the programme forms part of their daily routines. The age and gender profile of 
the Tubridy 2fm survey respondents revealed that 86% were female and 80% were between the 
ages 22 and 55, and this profile is in line with the programme’s target audience. The programme 
is strongly audience-driven including a regular feature where listeners share their dilemmas 
and seek support from other listeners. According to the survey, 20% stated their chief role was 
as worker in the home and 10% were unemployed. This represents a large proportion of the 
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audience who are conceivably listening at home alone, with Ryan as the constant companion 
with whom they can form an intimate and individual relationship over time.  
 
Ryan Tubridy is Ireland’s highest-paid and most recognised broadcaster who presents a daily 
radio programme as well as RTÉ’s flagship television programme, The Late Late Show. Due to 
his elevated position in Ireland’s relatively small media market it is unsurprising that he has a 
significant on-air and online following. Although Tubridy was clear in his interview that he 
does not consider social media to be a key factor in his radio and TV work, audience members 
are nevertheless keen to ‘follow’ him on the radio programme’s Facebook page. Tubridy 2fm 
researcher Grace Waller manages the programme’s Facebook page and has found the audience 
are responsive to posts featuring photographs of Tubridy. This has led to the proliferation of 
such posts on the Facebook page as producers aim to satisfy his audience. 
 
Photographs of Ryan vary in content to include in-studio presenting, posing with a celebrity 
guest, posing with a gift from a fan, or an on-location image taken during an outside broadcast. 
This variety proves popular and instigates engagement from listeners. Using a smartphone 
Waller takes the photographs and applies faded, warm and glowing nostalgic filters and vintage 
film-stock after-effects to enhance the visual impact. This is part of a wider trend towards 
nostalgic aesthetics and further evidence of the ongoing visualisation of radio. The production 
team stress that Facebook only complements on-air activity and are wary that the Facebook 
page should not become bigger than the show itself.  
 
As one can see by the difference in the RTÉ 2fm (Fig. 14) and Tubridy 2fm (Fig.13) Facebook 
pages, the former is subtler in its branding of the station and not specific to any one programme 
or presenter. Meanwhile the Tubridy 2fm page is overtly focused on Ryan Tubridy as the star 
attraction of the show’s Facebook page with endearing photographs of him on the cover and 
profile images. Imaging on both pages was somewhat staid and uninspiring, so I applaud the 
2016 rebranding of RTÉ 2fm in a more modern and edgy direction.  
 
Analysis of the Facebook page was conducted on January 30, 2014, at which time the number 
of ‘likes’ was 30,752. On July 13, 2018 the RTÉ 2fm Facebook page had 486,677 representing 
an increase of over 450,000 ‘followers’ in just four years. The exact reasons for this significant 
increase are likely complex and multifaceted and will therefore have to wait for a separate 
study, however much of it must be attributed to the Digital Priorities 2015-2016 strategy that, 
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among other changes, rebranded RTÉ 2fm (see Fig. 15), revamped the schedule and presenter 
line-up, and prioritised digital media (see Chapter 8).  
 
 
Figure 14: RTÉ 2fm Facebook page September 11, 2014 (Content removed for copyright reasons) 
 
As part of this reorganisation, Ryan Tubridy’s programme moved back to RTÉ Radio 1 and 
with him his vast following of listeners. This was perhaps a strategy to migrate listeners who 
are maturing out of the RTÉ 2fm target demographic to another station under the RTÉ umbrella 
which meets their changing tastes. In doing so RTÉ avoids losing listeners to a commercial 
competitor. This new digital and visual strategy offers the audience a more enhanced product 
with the introduction of in-studio video streaming. It could be argued that this further 
strengthens the PSI with the audience as the presenter can talk directly to each audience 
member, look them in the eye through the studio cameras and generally provide a richer 
behind-the-scenes experience. Such is the competition presented by the multimedia explosion 
in the rise of podcasts, vlogs and vodcasts, radio cannot afford to stand still and miss a golden 
opportunity to engage the modern audience.  
 
 
Figure 15: RTÉ 2fm Facebook page July 13, 2018 (Content removed for copyright reasons) 
 238 
13.3 Radio Audience Fandom  
Given the aforementioned public profile of Ryan Tubridy, one perspective of analysing the 
behaviour of radio audiences is through that of fandom theory – although Tubridy was insistent 
during interview that he does not consider his audience members as ‘fans’. Despite this, radio 
listeners share many characteristics and behaviours with fans of other media. Sandvoss 
maintains that any discussion of modern public life or any analysis of popular consumption is 
impossible without some reference to fandom and fan theory because it is all around us, “from 
the intermingling of show business, sports and politics to the everyday life talk about one’s 
favourite music, television show or film” (Sandvoss 2005: 3). Early fandom research preferred 
to pathologise fans, regarding their devotedness to their objects as somehow pathetic and 
unworthy of critical analysis (Jenkins 1992). There has been greater acceptance of late among 
academia with a shift in focus from the producer’s perspective to the fan’s agency, and what 
the fan does with their object of fandom (Sandvoss 2005). It is important contemplate fan 
culture in the context of radio audiences and their participatory behaviour since they have been 
an active audience for some time, but in a somewhat different way to other media audiences 
(Jenkins 1992). 
 
Sandvoss succinctly describes fandom as, “…the regular, emotionally involved consumption 
of a given popular narrative or text in the form of books, television shows, films or music,” 
(Sandvoss 2005: 8). The author notes fandom also applies to popular texts in the broad sense 
to include sports teams and their players, as well as popular icons such as actors, musicians and 
athletes from all media.  
 
By unpacking this definition, we can see more clearly how radio listeners can be conceptualised 
as fans. Firstly, radio listeners are habitual, tuning in on a daily basis to specific programmes 
and do so over a sustained period of time, years or even decades. Many radio listeners also use 
radio to help structure their day, thus making it a mainstay of their lives (Scannell 1991; 
Douglas 2004; Dubber 2013). Secondly, radio listeners very often become emotionally 
involved in the programme material they consume be it a genre of music, an affinity to the 
presenter or personal stories of other listeners. This emotional connection can be traced back 
to the intimacy of the medium, that people often listen alone and thus feel more connected to 
the presenter and invested in the programme content (Crisell 1994; Douglas 2004).  
 
 239 
The inclusion of “emotionally involved consumption” may be difficult to apply to radio 
audiences at first, but Sandvoss further elaborates on this by stating, “In one form or another 
the emotional commitment of…fans is reflected in the regularity with which they visit and 
revisit their object of fandom” (Sandvoss 2005: 8). I have found that Irish radio listeners tune 
in habitually and also seek further gratification through other platforms such as radio station 
Facebook pages on a regular basis. Such regular and sustained consumption of media texts 
builds emotional connections for the audience, according to Sandvoss these “…are all forms 
of consumption in which we build and maintain an affective relationship with mediated texts 
and thus share fundamental psychological, social and cultural premises and consequences” 
(Sandvoss 2005: 8-9). 
 
More recently, due to computer mediated communication, radio audiences also resemble fans 
in the way they have become increasingly active. Fans have a tradition of being active 
producers (Jenkins 1992), reimagining their favourite texts as a celebration of their fandom. 
With regular internet access, media equipment and the skills to manipulate media texts to create 
new artefacts, media consumers today have increased accessibility to participate in media 
production. In the context of radio, users are not reproducing radio, TV or film texts per se, but 
rather are contributing content such as memes, gifs and other multimedia content for 
dissemination through SNSs. The audience’s contributions are valued and encouraged by radio 
producers.  
 
Radio audiences are also similar to fans in how they form communities to celebrate their shared 
interest in their object of fandom. As well as building relationships with Tubridy through PSI, 
a predominantly individual experience, there is also another group experience for the audience 
member – that of the ‘fan community’ (Sandvoss 2005: 53). A fan community is a space where 
people share their fandom, celebrate their mutual admiration for the subject and discuss and 
interact with one another. These ‘fan places’ as Sandvoss refers to them, are places of 
consumption that reflect modern mediated societies, in other words can be a physical or virtual 
space. A fan place, Sandvoss continues, “while physically non-existent, is nevertheless socially 
manifest. It exists through fans’ readings and negotiations in the realm of fantasy, as well as in 
interpersonal communication” (Sandvoss 2005: 53). These aspects, particularly the latter, are 
evident on the Tubridy 2fm Facebook page where users interact with one other and share a 
sense of community. 
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 Despite not being based on face-to-face interaction, there is a growing body of evidence to 
support the equal value of online communities, including fan communities, due to the 
enormous growth of, and access to, digital communication platforms. As Sandvoss writes, “the 
steep rise of internet access over the past two decades has provided an alternative space of 
dialogical communication that mirrors the virtual space of mass media such as radio and 
television, in which new ‘computer mediated fan communities’ (Baym 1998) have formed 
(Sandvoss 2005: 53). Baym’s work was influential in the area of fan communities. Her case 
study was based on fans of soap operas who met online and formed virtual communities of 
digitally-connected fans. The Tubridy 2fm Facebook page is a strong example of an online fan 
community since it carries all the aforementioned properties. 
 
Sandvoss points out Anderson’s imagined communities are based on “shared symbolic, 
mediated events as well as the knowledge of such shared activity…that such communities are 
imagined does not preclude their very real social and cultural impact” (Sandvoss 2005: 55). As 
the three radio station case studies show, the shared activity of engaging and interacting with a 
radio station Facebook page has real social and cultural impact whether that be cultural identity 
construction (Radio Kerry), affective communication (Beat) or parasocial interaction/fan 
activity (Tubridy 2fm). 
 
13.4 Tubridy 2fm Facebook Page 
Having analysed the images posted of Ryan Tubridy on the Tubridy 2fm Facebook Page, I have 
identified three categories of image posts; the ‘Behind the Scenes’ photo, the ‘Celebrity Photo’, 
and the ‘Ryan on Tour’ photo. The behind-the-scenes posts are quite simply images of Ryan 
in the office or studio sometimes sporting a festive jumper, showing off a gift from an audience 
member or just being himself. According to Grace Waller, the programme’s researcher and 
curator of the images, these images tend to be very popular and are intended to give the 
audience an insight into Tubridy’s daily working routine. 
 
Such images are important to parasocial interaction as they help the audience member feel as 
though they are part of Ryan’s day. Also, Tubridy pointed out during interview that he receives 
a significant amount of fan mail and gifts from his fans, of which he is very appreciative. 
Therefore, posting images of himself with the gift is a way of thanking the audience member 




Funky Paddy's Jumper...the next big thing?! Ryan's thinking about wearing it on Friday week's Late Late 
Show...should he or shouldn't he?! 
 
Figure 16: An example of a ‘Behind the Scenes’ post, March 4, 2014 (Content removed for copyright reasons) 
 
The above post (Fig. 16) is a prime example of the type of post regularly published on the 
Tubridy 2fm page, featuring Ryan in his office chair wearing a St. Patrick’s Day sweater which 
was sent in to him by a listener. The image was captured, edited and posted by programme 
researcher Waller. Such simple posts, according to Waller, prove quite popular amongst the 
Facebook ‘followers’ (Waller 2013). For example, this post received 314 ‘likes’ and 126 
comments relating to the sweater with audience members responding to the question if he 



















Great fun in studio this morning with Harry Shearer (AKA Mr. Burns / Reverend Lovejoy / Ned Flanders et al from 
The Simpsons, Derek Smalls from Spinal Tap...and sooooo many other characters we know and love from film 
and telly!) 
 
Figure 17: An example of a ‘Celebrity Photo’ post Ryan Tubridy and Harry Shearer, March 7, 2014  
(Content removed for copyright reasons) 
 
 
Given Ryan’s public profile and the fact he presents the most-watched programme on Irish 
television and one of the highest-rated programmes on daytime radio, a high volume of 
celebrities feature on his radio show. The category of ‘celebrity photo’ usually depicts a photo 
of Tubridy with a famous studio guest who has just featured live on-air (see Fig. 17). Due to 
the attraction audiences have to celebrities these types of post are commonly seen on the 
Facebook page and regularly receives a strong reaction from the audience. As Waller points 
out, people like to see and hear celebrities in the media so images like these are another way to 
connect with the audience visually (Waller 2013).  
 
The third category of post is the ‘on-tour photo’ which shows Tubridy at a location, if possible 
at a local attraction, in Ireland when the programme is on an outside broadcast. Producer-in-
Charge Paul Russell believes these photographs help the audience engage with Ryan and feel 
special when the Tubridy 2fm programme is in their town or city, endearing the show to them 
further and promoting the feeling that RTÉ is a nationwide station and not just Dublin-centric. 
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Russell further ads that audiences react well to these pieces and have often invited Tubridy 
around for tea and cake. They feel as though their town or community is special because Ryan 
is visiting – a sentiment Ryan enjoys (Russell 2013).  
 
Tubridy 2fm 
On the bench? Or will Joe call him up for the Six Nations? 
 
 
Figure 18: An example of a ‘Ryan on Tour’ post with the Irish Rugby Team, January 22, 2014  
(Content removed for copyright reasons) 
 
The post featured above (Fig. 18) of Tubridy in rugby training attire had 390 ‘likes’, 1 ‘share’ 
and 38 comments. The overall sentiment from the audience was enjoyment seeing Ryan outside 
of the studio and in casual attire. Those commenting were predominantly female and include 
such comments as, “Tubs ya look deadly. Did u know u have such a crazy following?” [sic], 
another wrote, “Omg he’s never looked sexier I’m in luv” [sic], while another posted the 
comment “omg soooooo looking good there mr ryan turbidy” [sic]. This evidences that the 
Facebook page acts as a place where the audience’s fandom of Ryan can be celebrated and 
shared with other fans with similar tastes. This is consistent with what the production team, 
including Producer-in-Charge Paul Russell, identify as a predominantly female audience 
primarily interested in Ryan himself, and what he is doing, wearing, reading and drinking 
(Russell 2013). Ryan communicates this information to listeners verbally throughout the audio 
show, but providing a platform which gives the audience a visual insight is highly valuable to 
further engage an existing fan community hungry for as much information as possible on the 
Irish broadcasting celebrity.  
 244 
 
There were, perhaps unsurprisingly, negative comments made in response to the ‘Irish Rugby 
Team’ post. Interestingly these came primarily from male ‘followers’, comments such as, “He's 
going to be a goal post?” and “Waterboy?” are evidence that Ryan is not universally adored or 
that some would prefer to take him down a peg – as is the nature of celebrity. However, because 
this is a public platform open to all users, such comments are expected where a public person 
is concerned. Online abuse and bullying was discussed with Tubridy during interview. At the 
time of interview in 2013 Tubridy had recently suspended his Twitter account due to sustained 
online abuse via the SNS, and Tubridy was also concerned about the negative impact social 
media could have on vulnerable users. Tubridy explained how someone will always try and 
drag you down when you are famous and because you work for the public service broadcaster 
“they feel they own you and therefore can say what they want about you no matter how 
hurtful”.  The aforementioned comments on the above post are representative of this kind of 
abuse, though in mild form compared to the trolling he experienced on Twitter (Tubridy 2013). 
 
It is these Facebook posts with images of Ryan in various settings and garb, and with other 
famous people, that promote feelings of parasocial interaction between Ryan and his audience. 
These images share what Ryan is doing from day to day, in a way similar to how friends ‘share’ 
images of themselves in their own Facebook Timelines. It is this normalised intimacy which is 
reinforced by the on-air programming that gives the audience the sense that a two-way 
relationship exists. This mediated parasocial interaction draws the audience member ever 
closer and more emotionally connected to the object of fandom, thus building a loyal and 
dedicated group of listeners and/or Facebook users. 
 
13.5 Conclusion 
One of the key findings of this thesis is that the Irish public service broadcaster, RTÉ, was slow 
to respond to the opportunities offered to radio by social and other digital media. I further posit 
that RTÉ suffered as a result by losing audiences and credibility during a time of enormous 
economic and technological change in Ireland. Much of this hesitancy can be attributed to the 
older age profile of three of the four radio stations, with RTÉ 2fm having the youngest age 
demographic of 20-44-year-olds.  
 
Within RTÉ, Tubridy 2fm was found to be one of the most social media active programmes at 
the time of research. Due to his public profile on television and radio Tubridy holds a celebrity 
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status in Ireland that not many others in broadcasting can touch. His mid-morning talk radio 
programme is listened to intently by his loyal, largely female, audience who are openly effusive 
in their appreciation and attraction to the broadcasting star. Through parasocial interaction, 
Tubridy has created a dedicated following on-air and, during the time of research, online which 
together have allowed his fans to feel a sense of deeper connection to him.  
 
Fan theory was found to align with the Tubridy 2fm case study, as Facebook allows the Tubridy 
2fm fan community to congregate online as a virtual community that is drawn ever closer to 
the radio programme through mediated parasocial interaction. By providing the illusion that 
Ryan is communicating directly with each audience member by posting quirky images of 
himself and speaking directly to listeners as individuals using a combination of radio and 
Facebook output, the production team are able to capitalise on Ryan’s undoubted allure.  
 
The Tubridy 2fm programme was found to have more human resources compared to the 
commercial stations studied, allowing a researcher to be dedicated to creating, curating and 
posting new images of Tubridy several times a day, thus giving the audience what they want – 
an insight into Tubridy’s on and off-air working life. The three categories of Tubridy photo 
posts identified mirrored those the production staff identified as the content the audience was 
most responsive to. In keeping with the popular theme of nostalgia during this period, the 
Tubridy 2fm programme researcher would habitually apply filters and edits to create a nostalgic 
feel for each photo to further enhance the images and attract more interaction and engagement. 
 
The Tubridy 2fm Facebook page is very different from the other two case studies presented in 
this study. Instead of having the shared sense of pride of place (Radio Kerry), or age and shared 
experiences (Beat) as the common ground among audiences, Tubridy ‘followers’ are instead 
fans of an individual who is the show. There is a clear disconnect between how Ryan views his 
Facebook following, and social media in general, with the reality of how the Facebook page 
benefits his profile and his audience’s engagement with his media outputs. In failing to 
recognise the online audience as fans, and embrace the positive powers of social media he is 
missing an opportunity to develop and even deeper engagement with his audience by 







Chapter 14: Radio in the Digital Age & Application of Research to Industry 




This research was undertaken to study the impact of Facebook on the Irish Radio Industry 
during the period 2011-2016 and consider the challenges and opportunities for radio in Ireland 
in the digital age. As a practicing radio producer in 2010, I identified this phenomenon as a 
valuable research question, having witnessed the sweeping growth of Facebook and the 
integration of SNSs into daily radio production practices. In order to address this question, it 
was important to explore and analyse the scope of Facebook use by radio producers and 
audiences, and the resultant implications for production and communication in the context of 
an evolving medium.   
 
After nearly a century of minimal change in radio production and dissemination in Ireland, the 
medium has firmly entered the digital age. Though the transition to digital audio broadcast 
(DAB) is slow and ongoing, there have been distinct advancements in the digitization of 
production practice and audience participation. In embracing modern technological 
opportunities, as well as retaining the distinctive ability to draw a radio audience together 
around common interests, tastes and cultures, Irish radio now offers an enhanced and integrated 
multiplatform and multimedia product which is faithful to the core characteristics of an ever-
present and trusted aural medium. To survive in an increasingly competitive mediascape, Radio 
must make an ongoing commitment to engage with digital opportunities to continue to deliver 
interactivity, entertainment and informative content to its audiences.  
 
Radio can endure by building on a consistently large audience, and innate resilience and 
flexibility with forward-thinking strategies and a focus on digital innovation. As media 
platforms converge and evolve in the digital age, stations must be prepared to adapt practises 
and products to exploit emerging avenues of revenue generation. Although there has been 
successful adoption of social media platforms into daily production practices, the current 
economic model is not sustainable due to divergence of advertising spend to SNSs. Thus, I 
argue, regulatory reform is required by the relevant statutory bodies to level the playing field 
and offer sustainability to the much-needed and trusted services provided by commercial 
stations to the Irish public. I recommend regulations that more fairly distribute TV licence 
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proceeds and that implement some form of SNS advertising revenue share, as well as better 
protecting social media users against unethical use of personal data. 
 
This research found that the Irish Radio Industry and the medium of radio itself have changed 
markedly since the adoption of Facebook by radio stations and that there are positive and 
negative implications for those responsible for planning and shaping the future of the industry. 
A key finding is that Facebook is effective in drawing people closer together to strengthen 
offline relationships while engendering feelings of unity and belonging among station 
audiences.  
 
14.2 Revisit Research Questions 
At this stage, it is worth revisiting the research questions to analyse the issues raised in light of 
the findings of this study. 
 
1. - What impact has Facebook had on radio production including the resulting shifts in how 
media content is produced, managed and disseminated? 
 
Radio and Facebook have converged to create a new form of sociocultural output and although 
each medium can stand alone, together they have created highly-engaging mediatic spaces. At 
its core, radio is a simple yet effective, aural medium that the audience most often consume 
alone while engaged in a primary task. Radio therefore has the power of intimacy to connect 
with listeners one-to-one, yet at the same time induce the feeling of being part of a wider 
community of listeners sharing the same experience simultaneously. Meanwhile Facebook is a 
multimedia, audio-visual social medium designed to connect people in defined and extended 
social circles through curated online user profiles. The convergence of radio and Facebook is 
a unique phenomenon and is made possible by radio’s flexibility and adaptability. One of the 
key elements of this convergence is how radio production has expanded from being a solely 
audio communication platform to a multimedia content provider using SNSs such as Facebook 
as distribution channels for audio, audio-visual and visual content. Thus, radio has become a 
more visual medium as a result of this convergence. 
 
This research shows how resilient radio is as a medium and how the member stations of the 
Irish Radio Industry are responsive, strategic and innovative when faced with adversity. Future 
radio producers need to understand and master the expanded responsibilities of the role of the 
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radio presenter/producer in the digital age. Where once the remit was to select music, interview 
guests and provide companionship to the listener, the role has expanded remarkably to include 
the added responsibility of curating content to attract and retain on-air and online audiences. 
Listenership remains a key metric by which success is measured as this is directly linked to 
advertising and sponsorship revenue, as well quality of programming and audience satisfaction. 
However, it is inevitable that the numbers of SNSs ‘followers’ will increase in significance as 
radio becomes more enmeshed with social media.  
 
On this point, a significant contribution of this research is the relevance it holds for educating 
the radio producers of the future, and teaching and learning in higher education. Research-
informed teaching is a central and valued pedagogical strategy in higher education as it informs 
curriculum development in the areas of radio and media production. The findings of this 
research will aid students to prepare for a fast-changing digital mediascape where innovative 
thinking, deep audience understanding and creative use of digital tools will be vital for success. 
The findings offer guidelines, and in some cases best practice, for high quality radio production 
through case study examples of how presenters and producers are connecting with 
listeners/online users to grow and engage the audience. For example, visualisation is a new and 
important facet of modern radio that needs to be understood and further developed to suit the 
tastes of the contemporary audience. With the aforementioned rapid change in digital media, 
and the resultant evolution in radio production, the value of this research becomes evident. This 
thesis also highlights the need for further research of other national radio industries to expand 
the body of knowledge in this area.  
 
Although it will endure as a primarily aural, radio should maintain a visual presence. Social 
media has in many ways become the face of radio. SNSs provide a space for visual 
representation, where radio stations can share photographs, videos, memes and gifs, and 
communicate and engage with a younger generations of screen junkies. Though at an 
experimental stage during this research, Facebook Live now facilitates easy dissemination of 
live stream audio-visual content from a mobile device to a user’s Facebook Timeline. This 
service has been available since April 2016 and is growing in popularity. Though radio has had 
to adapt to remain relevant, I believe visualisation should be used in a measured way so radio 
does not lose its place as a secondary medium. 
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Radio is an adaptable, hardy medium that has embraced change and new technology to meet 
the challenges and opportunities of digital age. Therefore, the medium is well-placed to remain 
competitive and viable, but it must continue to change by adopting new technologies as they 
arise while also maintaining its core product of quality on-air content. During the period of this 
research radio established itself as a digitally-integrated medium, however, the challenge is to 
strategically evolve with the times to remain relevant. Perhaps Irish radio could be proactive 
rather than reactive. Instead of waiting for the next digital opportunity to come along that can 
be adopted, why cannot radio create its own audio delivery and audience participation platform 
that allows it to continue to do what it does so well – provide ever-present companionship to 
contemporary audiences.  
 
2. - What impact has Facebook had on the role of the audience (in terms of shifts in 
relationships, agency, and higher expectations)? 
 
The origins of this research lie in the importance audience participation to radio programming 
and production as a means of involving the listener in social, cultural and political discussions. 
The practice traditionally been a key element of radio programming strategy to engage and 
build audiences by giving them the feeling of empowerment, inclusivity and a sense of value 
through their opinions and contributions. Digital technology has created a number of valuable 
social media platforms through which audiences can feedback to the radio station, and where 
producers can share a wider array of multimedia content that connects with audiences beyond 
audio output alone. Thus, rather than act as a feedback channel functioning in the same way as 
text message or email, as I had initially anticipated, Facebook was found to be a far more 
expansive and dynamic platform for audience members and stations alike. In order to measure 
the growth in Facebook and Twitter ‘followers’ of all Irish commercial and public service radio 
stations over a two-year period 2012-2014, a content analysis was conducted to gather valuable 
data. The data revealed that listeners were following the social media accounts of radio stations 
in increasing numbers, reflecting the growth in social media use and the specific interest 
audiences had in radio output on Facebook and Twitter.  
 
The questionnaire, involving N=416 respondents, revealed that audience members used these 
platforms as a site to satisfy four specific needs; to find information, to be entertained, to win 
prizes and to express opinions. Users also appreciated the facility to engage in online 
discussions and interactions with others. Moreover, the survey revealed that users preferred 
Facebook as a cheap, convenient and efficient means of communication versus SMS and email. 
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The findings from questionnaire and from other research methods in this study revealed that 
Facebook offers a wider range of participation and engagement opportunities, meaning it is 
more than a simple return channel. 
 
These findings are in line with convergence culture (Jenkins 2006) which argues that the 
audience seeks increased agency through any channels available to them. In the context of this 
study, Irish Radio audiences are taking advantage of digital communication technologies, 
particularly Facebook, to contribute to on-air and online production. The survey revealed that 
although the audience still listen to radio output largely via FM devices, due to the secondary 
nature of radio multi-screening is quite common. Therefore, radio enables users to multitask 
on several devices so that listening and interacting with Facebook content online 
simultaneously is a convenient and popular activity. 
 
In applying uses and gratifications theory to this research, I sought to understand what 
functions radio consumption and attributed participation practices have for Irish radio 
audiences and what gratifications they receive (Blumler & Katz 1974). There has been a 
noticeable shift in the balance of power away from media industries towards the audience, 
making them producers as well as media users – what Bruns (2006) refers to as ‘produsers’. 
Modern convergence culture (Jenkins 2006) expands upon the top-down, one-to-many flow of 
media content which existed prior to media convergence. Now we also see bottom-up, many-
to-one flows, as well as horizontal communication between users which bypasses the media 
organisation altogether. This shift in power has forced media outlets to create a more inclusive 
environment where the audience is a valued contributor to media production and dissemination. 
For example, ‘produsers’ have been responsible for creating original content such as memes, 
videos and photographs which are published by staff on radio station Facebook pages. This 
level of involvement creates a vested interest in the audience and thus deeper commitment and 
engagement.  
 
3. - What has been the impact on the economic models of commercial and public service radio 
in Ireland and to what extent has it opened future opportunities and sustainability in the 
sectors? 
 
I argue that radio has converged successfully with Facebook, and other SNSs, in the years of 
this research and this was borne out of a need to compete and survive in a turbulent political, 
economic and digitally-enhanced environment. Radio’s convergence with Facebook is a 
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testament to radio’s resilience, fluidity and adaptability and is further evidence that the medium 
has a bright and successful future as a digitally-connected medium. However, in order to 
become a sustainable industry, an economic model needs to be developed that protects radio 
stations by providing new (digital) income streams. The actions of the Irish Radio Industry 
during the period of study have, I argue, helped bring about unprecedented change in how radio 
programming and content is produced, managed and disseminated. In retaining its relevance in 
an increasingly digital world, radio can appeal to future generations of radio listeners. Since 
Facebook and other online advertisers are operating in the same media market as Irish radio, 
and successfully diverting advertising spending away from radio, it is clear that a regulatory 
framework is required to negotiate this rapidly-changing environment. 
 
With a power shift away from producers, modern audiences have more sophisticated 
expectations from radio and associated platforms of communication. This has put pressure on 
radio producers to be innovative and to develop a deeper understanding of their audience. Thus, 
the audience can be used for their creative labour to produce material that is then disseminated 
by radio stations to build social, cultural and economic capital. Though ‘play labour’ (Fuchs 
2014) is often an enjoyable, hobby or task, audience members receive no form of payment for 
their contribution. However, what they do not receive in economic capital they gain in cultural 
and social capital amongst those in their social network and beyond.  
  
4. - What impact has Facebook had on the role of the radio producer (including remit, 
operations, and technical change)? 
 
This research has identified a number of changes in radio production namely in the areas of 
technology, fiscal management and human resources. Radio has experienced a digital coming 
of age in the last decade, with changes in radio production and a reimagining of what a radio 
audience member is as an individual, and as part of an online community/communities. Modern 
radio producers are as much content curators as radio producers with a focus on creating or 
sourcing and disseminate relevant content to the audience at the appropriate time to connect 
with them emotionally.  
 
A recurring theme from the interviews with the radio professionals was the perceived risk of a 
focus on Facebook to the detriment of the primary product of radio programming. The 
unanimous response to this issue was that on-air programming should never be sacrificed in 
favour of online content. As an experienced radio producer, I struggle to see how contemporary 
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radio professionals can consistently manage their expanded remit to a high standard. Over time 
the management of human resources will need to facilitate radio producers to produce great 
radio, and social media managers to complement this with engaging online content and creative 
ideas. Meanwhile producers need to be innovative and be alert to opportunities to grab the 
audience’s attention, and ideally generate revenue for the station in the process. 
 
Research-informed teaching is imperative to the preservation and futureproofing of radio and 
given changing role of the radio producer, it is important to impart these research findings to 
academic teaching on the subject. Further changes to radio production practices will continue 
to be needed as the media we use every day, become ever more digitised and dynamic. Given 
the unpredictability of the digital media industries, including what new digital media platform 
is on the horizon, the teaching of soft skills such as creativity, flexibility and adaptability to 
future practitioners can help them adjust quickly to the evolving mediascape. We encourage 
them to be the instigators of change – to push the boundaries of what radio can be in the future.  
 
5. - How have the commercial and public service sectors, and individual radio stations within, 
responded to the changes caused by the arrival of Facebook and other social media platforms 
and what has this revealed about online congregation and communication? 
 
This research argues that Facebook offers a virtual location where individuals with shared 
interests can come together to interact and engage with one another. A radio station Facebook 
page therefore acts as a focal point, a meeting place and a conversation starter for an audience 
that shares something in common with others – be it age, shared experiences and/or their 
geographic origins or domicile. From this common ground, appropriate content can be used by 
radio producers to instigate interaction which will strengthen ties between users.  
 
Facebook, much like radio, is a constant companion in the lives of a high proportion of people 
in Ireland. Radio has a centripetal power to draw people into online communities on Facebook. 
People congregate virtually on Facebook around others with whom they feel a sense of 
belonging, with whom they share something; be it a shared identity, geographic location, 
interests, experiences, emotions or feelings, personal connections, or shared admiration. 
 
This research argues that Facebook is being used by people in Ireland as a way of coming 
together in quasi-virtual communities never before seen on this scale. I say quasi-virtual 
communities because in the majority of cases in this research online communication was 
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supported by existing offline relationships, but the wider audience group had shared feelings 
toward content posted on the Facebook page. I therefore posit that Facebook can be a force of 
good in society, allowing people, in this case, members of Irish society and the wider diaspora, 
to be drawn together and strengthen their ties with one another.  
 
Through interviews with industry practitioners in leading Irish radio stations, observation of 
their working practice and monitoring and analysis of the content published on Facebook, I 
have developed a clear understanding of the impact Facebook has had on Irish radio and Irish 
communication habits more broadly. Not only has radio production evolved to utilise Facebook 
to attract and maintain new and younger audiences, I also argue that Facebook is an effective 
tool to engage online communities for the purpose of reinforcing a station’s brand and on-air 
product.  
 
Using a robust questionnaire that was disseminated through Facebook to achieve the maximum 
possible response, I gathered a large number of respondents. From this sample, I developed a 
body of knowledge on the audience’s view of Facebook, specifically in relation to radio and 
how the audience uses the social network more broadly. A textual analysis of radio station 
Facebook page content, including posts and comments and reactions was analysed to uncover 
what radio producers were posting, which content was gaining reactions, and the nature of 
connections being made between stations and their users. Analysis of this data allowed me to 
make assertions about the millennial audience, the Irish diaspora and Irish identity. I found 
audience members had strong associations with place and connections to home as well as 
intimate connections with celebrity presenters. 
 
Millennial audience members, those born from 1982-2002 (Howe & Strauss 2000), thus within 
the 15-34 demographic and the largest cohort in Ireland at the time of this research, are highly 
active on SNS platforms including Facebook. This is a generation of media users who have not 
grown up with radio as an ever-present feature in their lives as previous generations have, but 
rather have grown up as ‘digital natives’ (Prensky 2001). Despite this, millennials are an 
established part of modern Irish radio’s audience. This is due to the work of some forward-
thinking radio stations who have used Facebook to attract and retain online social media 
‘followers’.  
Content that hooks into millennials’ feelings of nostalgia proves successful in making them 
feel part of a larger group of individuals who share similar tastes, interests and experiences. 
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Manheim (1952) maintains that individuals are influenced by historical experiences in their 
lives and are bonded to others who shared those life experiences, I argue that some producers 
are effective in creating affective communities of users. Millennials and post-millennial 
generations are the future of radio, and therefore need to be attracted to radio stations at a young 
age by whatever means necessary so that they can be established as audiences for life.  
 
Not all radio stations and not all sectors across the Irish Radio Industry have adopted Facebook 
in the same ways however. In fact, the commercial sector was initially much more aggressive 
than the public service sector in finding new ways to engage their audience and grow their 
following. This is due to a number of factors but primarily the fiscal pressure imposed on the 
independent commercial stations by the financial crisis (2008-2016) which made their situation 
more difficult. With a sizeable drop in advertising and sponsorship revenues, commercial radio 
stations turned to Facebook and found new ways of engaging their audience for economic 
benefit. To a very limited extent, stations found ways to raise income by selling exposure on 
their Facebook pages to sponsors in a new form of audience commodification (Smythe 1981), 
thus creating a new revenue source that did not previously exist (McMahon 2016). However, 
this added exposure has been an add-on to the primary focus of selling air time, a revenue 
stream which is unfortunately dwindling as advertisers flock to digital advertising.  
 
Some stations turned this threat into an opportunity to diversify, thus offering a possible new 
funding model for radio stations – selling Facebook space and exposure instead of air time. 
This is becoming increasingly viable as radio station Facebook pages are in many instances 
boasting larger Facebook ‘followers’ than on-air listeners, however needs further development 
and refinement along with collaboration with Facebook itself to allow both parties to benefit.  
This thesis also identified a change in leadership in Irish broadcasting where the public service 
broadcaster, usually considered the standard bearer for quality and innovation in the radio 
industry, was usurped by the commercial sector. Based on the evidence of this research, 
independent commercial stations showed social media strategy leadership and innovation.  
 
Radio stations in Ireland have distinct audiences with niche cultural characteristics that set 
them apart from another station’s audience. These characteristics are used to reaffirm the 
identity of the user and strengthen the relationship with the broadcaster through the 
accumulation of cultural capital by the station. Examples such as Gaelic sports, natural 
geographic beauty and famous people from the locality all generate feelings of pride of place. 
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This is particularly evident in rural areas where local radio stations broadcast to an audience 
that is tied to the area and are invested along with their families and friends in the location. 
This sense of community is very strong and radio stations are using content tailored to their 
audience to engage them and engender feelings of togetherness and belonging. As an ‘outsider’ 
living is such an area, I was able to witness first-hand what community means to people living 
in rural locations and the role of local media in reinforcing these values. This is what makes 
local radio so successful in Ireland and around the world, its ability to create a united 
community of listeners based on a deep-rooted cultural identity.  
 
The Irish have a large and socially-active diaspora that are keen to stay connected with home 
to reaffirm their Irish identity. They maintain a connection with their cultural roots by 
maintaining a strong sense of their own ‘Irishness’, which is linked to a sense of place. This 
sense of place is used by Irish people at home and abroad, “to define themselves and their 
relationships to their natural and cultural environments” (Convery et al. 2012: 4). In the past 
these connections would have been achieved through older media such as newspapers and other 
periodicals but today it is achieved through radio station and other community Facebook pages.  
 
As a result, local Irish radio now has a global audience that needs to be included in the 
conversation more actively and strategically. The Irish diaspora, a large and digitally-active 
community, are now an important part of the Irish radio audience which, thanks to Facebook, 
can be involved in the conversations going on at home, thus extending the reach and 
engagement potential of radio stations. Thus radio has the means by which to bring expatriates 
closer to the homeland and plays a role in maintaining regional identity through the celebration 
of culture and heritage. No other medium is as accessible and responsive to daily change as 
radio and its new extended platforms. Facebook’s power as a medium to engage with a radio 
station’s diaspora audience is thus an important finding of this research. 
 
Radio audiences should not be treated as a homogeneous group. The evidence shows that radio 
stations, through their portfolio of media platforms can be very effective at coalescing a 
community of individuals with shared identities. Radio stations can also play a key role in 
maintaining these regional, national and generational identities. Through Facebook these 
online communities can grow through the extended social networks of the members. This is an 
extension of what radio has been doing historically in communities, Facebook strengthens this 
and reaches out to the future of radio – the youth audience.  
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14.3 Recommendations and Future Application of Research Findings  
One of the key strengths of this research is that it lays the groundwork for future research on 
the Irish Radio Industry and modern radio production more widely which has been sorely 
missing to date. The Irish Radio Industry continues to be deprived of attention amongst media, 
history, economics and cultural studies academics, while the print, television and film 
industries attract much more scholarly activity. It is hoped that this research lays some valuable 
foundations that other researchers can build upon to explore the evolving radio industry and 
innovative practices therein. Meanwhile, digital communication technology is moving at an 
incredible pace, changing to suit the needs and usage habits of the audience. By better 
understanding the audience and how they behave not only as individuals but as communities, 
radio producers are better placed to be early adopters of new communication platforms that 
help stations continue to attract and engage audiences.  
 
A number of new social media platforms came on stream during this research and many were 
adopted by radio stations to engage their audiences. SNSs are regularly being tweaked and 
functionality expanded to offer the audience something new, to remain relevant and thus stay 
competitive. Due to the pace of change, and limited scope available in this study, I was confined 
to focus on Facebook, but what of the other social media platforms that radio producers are 
employing; Instagram, Snapchat, Twitter, Periscope and YouTube? How are these SNSs being 
employed by radio stations and what impact are they having on the industry? These are 
important questions that should be explored, and not just in Ireland but in other media markets 
with similar industry structures involving public service and commercial sectors such as the 
United Kingdom, Canada and Australia, to better understand the recent phenomena of social 
media and the role these services are having in modern communication. 
 
Research in countries with a similar diaspora and sense of place to Ireland would also offer 
valuable follow-on studies. Israel presents a possible option. It is a country which has a strong 
cultural identity and pride shared by its diaspora/citizens. Furthermore, Israel, like Ireland, is a 
relatively small country with a large diaspora, or at the very least a global membership who 
consider Israel to be their cultural home and who share a sense of place with this homeland. A 
study that tests the findings of this research regarding the connections with the Irish diaspora 
would be beneficial. The study could examine whether Israeli radio station Facebook audiences 




One of the central contributions of this research is that it has revealed the Irish Radio Industry 
to be in a precarious position due to the unsustainability of the current funding model. The 
evidence shows that advertising spend is quickly shifting away from old media (radio, TV, 
print) and towards online media with the big players Facebook and Google leading the way 
with an estimated 58% of the ad spend in 2017 (McGee 2018). With Facebook and Google’s 
share set to continue to grow, and radio’s share to decrease in 2018 and beyond, radio cannot 
possibly hope to survive in the modern, highly dynamic digital mediascape, in which the 
competition is able to reach specific demographics with targeted advertising (McGee 2018). 
The broadcast media model is simply not as cost effective, nor accurate, and thus not as 
competitive. Radio has had to adopt Facebook to remain current and to reach out to, and unite, 
their target audience but there is limited opportunity to gain economic capital from this 
convergence as things stand. However, it is not just the radio industry that is suffering, the Irish 
media market as a whole is under threat from online advertising and the threat posed by these 
external players, Facebook and Google. These two organisations, with little or no interest in a 
competitive and sustainable Irish media market, could at the current rate of growth, swallow 
the market whole. 
 
Facebook’s business model, selling advertising space, is similar to that of a broadcast platform 
although the user pays no subscription or license fee, rather the user pays through their 
exposure to advertising. Facebook is at its core an online advertising business. Advertisers, 
public relations firms and any organisation wishing to get their message to recipients pay 
Facebook for their advertisements, advertorials or campaign material to reach niche audiences 
much more specifically than traditional demographic divisions by age, gender and income. The 
accuracy with which Facebook is able to reach unique audience cohorts, and measure this 
reach, is due not only to the personal data which the corporation holds on its users, but also a 
series of powerful algorithms which ensure the right messages get to the right audiences. 
Radio’s absence of live measurement data which is offered through online digital advertising 
puts it at a distinct disadvantage. As this research has shown, radio stations are highly adept at 
attracting, growing and maintaining a Facebook audience with the main return being 
accumulation of social, cultural and symbolic capital which can indirectly support the 
accumulation of economic capital. However, despite radio producers and audiences putting in 
the labour, Facebook accumulates the economic capital which is an unfair and untenable 
arrangement, especially as Irish radio’s advertising revenues continue to decline. The strong 
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listenership figures the Irish Radio Industry currently enjoys are not reflected in the medium’s 
share of the advertising market.  
 
Existing competition law in Ireland is failing the media industries in the country including the 
broadcasting and publishing industries as advertising spend continues to migrate to online 
platforms. The two major online advertising conglomerates Google and Facebook are 
extracting huge volumes of funds from the Irish media market, exactly how much they extract 
is unknown as they are not compelled to share such information. Interestingly the situation is 
much different for Ireland’s neighbour, the United Kingdom, where commercial radio 
continued to experience record numbers of listeners in early 2018. Furthermore, the radio 
industry in the UK continues to go from strength to strength financially having seen growth in 
2018 with Q1 figures showing a 4.2% increase in listeners and 12.5% increase in advertising 
revenue on 2017 (Radiocentre 2018). Unlike Ireland therefore, the UK industry is experiencing 
no signs of slowdown. Ireland and the UK are two completely different media markets 
however, and to expect a small market like Ireland with circa €1bn total annual advertising 
spend to be as resilient as the UK is perhaps unfair.  
 
The UK Radio Industry does however receive a significant share of its revenue from large 
national and multinational corporations including Sky, McDonald’s and BT, something Irish 
radio could learn from. There are a number of other factors contributing to the difference in 
fortunes including the conglomeration of the commercial UK Radio Industry into a smaller 
number of homogenous stations that are networked at a national level and thus offering very 
little by the way of local news, cultural content or voices. This drop in production value makes 
programming cheaper which helps profitability, and is proving popular with audiences who 
seem to enjoy the more music, and less chat content. The larger population and population 
density in the UK also makes for a more attractive advertising market, particularly to the 
aforementioned large multinationals who achieve value for money through bulk-buy on-air 
advertising. 
 
Irish radio on the other hand remains parochial in commercial radio production. High 
production value, though appealing to small, local audiences, is expensive to produce and 
largely attracts small-to-medium enterprises with limited advertising budgets. However, as this 
thesis has argued, radio is an extremely important medium to Irish society. It provides a trusted, 
reliable and consistent voice in people’s everyday lives. It has faced down economic and 
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technological challenges, expanding its availability to be with listeners at home, at work, in the 
car or on the go, but not losing the quality of its programming. I argue the Irish Radio Industry 
would benefit from three key actions; collaboration, regulation and innovation. I will elaborate 
on each of these below. 
 
(1) Collaboration  
Commercial radio stations and the public service stations need to work more closely together 
going forward to develop a stronger and sustainable radio sector. By lobbying together as a 
united voice, the needs of the industry overall will be stronger and thus more effective in 
achieving, first and foremost, some form of regulatory change. Commercial radio in Ireland is 
free to listeners with advertising and sponsorship the main source of revenue. Meanwhile RTÉ 
radio benefits from a share of the TV licence revenue as well as open market access to 
advertising and sponsorship revenue. This creates an unfair advantage for RTÉ when more 
unity and sharing of resources, I argue, would benefit the industry as a whole.  
 
Radio’s public service remit is vital to provide an objective voice for the people and ought to 
be protected and supported. Furthermore, since commercial stations are compelled through 
their broadcasting licence to provide public service programming, it only seems fair that this 
service should be supported by diverting a proportion of the TV licence revenue to the 
commercial stations to support this valuable work. The two sectors would also benefit from 
sharing other resources including news and current affairs content, digital and social media 
expertise and marketing, branding and ad sales on an industry wide basis. Due to the semi-state 
nature of RTÉ, with a reliance on commercial revenue and strong degree of autonomy within 
existing legislation, much of these changes could be relatively seamless, however the 
regulatory body, the Broadcasting Authority of Ireland, would have to alter current regulation 




At the time of writing, the Irish Radio Industry was in serious peril due primarily to the 
unregulated and unrestricted competition in the form of the advertising behemoths Facebook 
and Google. Although ironically this thesis has argued that Facebook is vital to radio’s daily 
output, the advertising giant is also eating up Ireland’s indigenous media industries and doing 
so in some cases via unethical and immoral methods. If an Irish radio station acted in the same 
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way, the organisation would face sanctions including the possible loss of their broadcasting 
licence. Facebook, however, operates outside any such restrictions which raises the need for 
regulation. By applying pressure on Ireland’s broadcasting regulator, the BAI, the Commission 
for Communication Regulation (ComReg) and the Department of Communication, Climate 
Action and Environment by the Independent Broadcasters of Ireland (IBI), RTÉ and possibly 
the Association of European Radios (AER) the European radio body, I posit that much needed 
regulation of online and digital media advertising and distribution could be implemented. Such 
regulation would protect Ireland’s broadcast and print industries, and its citizens. The IBI 
recognises the threat posed to the Irish Radio Industry by Facebook and other SNSs and is 
currently lobbying the BAI for greater protection for commercial radio. It is hoped that the 
findings of this thesis will be used to support their appeals and impact policy development as 
it shows how economically unsustainable the industry is in its current form. A change in 
regulation would also need to hold digital media platforms to account for how they gather and 
manage individuals’ personal data and also halt the growing dominance of Facebook and 
Google in such a small media market. 
 
A solution that would allow Facebook and radio to continue to work together would be a form 
of ad revenue sharing whereby a radio station is paid by Facebook for attracting audiences to 
Facebook pages and keeping them engaged and exposed to ads. This approach would 
encourage continued collaboration between radio and Facebook as both would benefit 
economically from attracting audiences to radio station Facebook pages and would be far more 
constructive than divergence and entrenchment which would be counterproductive and 
detrimental to radio. I believe that this model, or something similar, is needed urgently in 
Ireland along with the aforementioned regulation of digital media platforms and that Ireland 
could act as a pilot study for such a move. Furthermore, through careful monitoring of such a 
change much could be learned regarding profit sharing and regulation models to offer 
guidelines for practice for other radio industries throughout the world experiencing the same 
economic challenges. Policy makers need to take heed of the warning calls and take action by 
implementing new regulation that promotes a competitive indigenous media market. 
 
Any steps towards regulation would likely prompt, or be part of, wider regulation at EU level 
which would strengthen the overall online advertising framework and benefit EU citizens and 
native industries alike. Facebook and Google’s dominance has already created unhealthy 
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environment in the Irish media market and without intervention the trusted voice of radio could 
be lost and with it a pillar of Irish democracy, culture and identity.  
 
(3) Innovation 
Radio has proven its adaptability to change and incorporate new digital technologies in its 
stride and this is just one of its core strengths. Although this research has acknowledged how 
well radio has engaged with Facebook, the radio industry in Ireland must continue to embrace 
digital media if it is to continue to progress. This should include further adoption of not only 
DAB and DAB+ but the excellent opportunities offered through smart speaker devices such as 
the Amazon Echo, Google Home and Apple Dot products. These new technologies offer 
opportunities for the precise targeting of audiences, and most importantly, are audio specific 
technologies so are perfectly aligned with radio output. Through such smart devices it is 
possible to reach specific demographics based on location, age and online browsing and 
purchasing patterns. Again, since smart device infrastructure and content distribution would be 
owned by Amazon, Google or Apple, an agreement would need to be reached to share the 
revenue from this arrangement. With the possibility of reaching a global audience, it has 
exciting potential, especially if one considers the Irish diaspora. The Irish Radio Industry has 
shown some form in this area through the development of the Irish Radioplayer application 
which was launched in 2015, and expanded to include ten new online-only radio services in 
2018. It is available to audiences worldwide through a mobile device. Created in collaboration 
between RTÉ and the IBI, the app offers an additional revenue stream through advertising. 
However, technology has moved on at a rapid pace since 2015 and thus more examples of 
innovative thinking and collaborative work such as this are required for radio to remain 
competitive in the modern digital environment.  
 
If radio is to survive it must adapt fully to a digital transformation and find ways to reach the 
audience with more specificity. Television is already doing this through digital and satellite 
platforms which are now beginning to deliver regionally bespoke content to audiences. This is 
a more direct form of market segmentation and direct advertising, but one which advertisers 
are coming to expect due to the availability of technology and the increased accuracy, 
efficiency, and therefore value for money, offered by such services. Radio industry leaders 
need to take the initiative and develop the potential as people consume increasing amounts of 
audio content at home and on the go. Furthermore, with large international diaspora 
communities Irish radio could tailor specific advertising for expatriate audiences with travel, 
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tourism and hospitality businesses particularly relevant. Broadly speaking, radio needs to take 
more control of the digital media possibilities available and lead with inspiring innovations. It 
is clear that leaning on SNSs not only takes power away from the radio stations, but also 
diminishes radio advertising revenue, the lifeblood of the industry.  
 
Radio is a trusted voice, in Ireland and throughout the world, and is a reliable source of 
information for hundreds of millions of listeners and online readers. The issue of ‘fake news’ 
being circulated through Facebook, which in some instances is thought to have influenced 
voters leading up to recent elections, poses a threat to the audience’s access to reliable 
information. Facebook is an information and entertainment service reaching some 2.5 billion 
users around the world, featuring photographs and messages ‘shared’ by users, and editorial 
content created by traditional media outlets, blogs and websites. The site also carries 
surreptitious advertorials aimed at data mining, advertising to and influencing users. However, 
despite having all the characteristics of radio, television and print media, the platform and 
others like it, do not invest in original editorial content, yet capitalise on the dissemination of 
the work of others. Moreover, the platforms face no regulation in any jurisdiction in which they 
operate, including Ireland.  
 
I propose therefore that regulation of the social media industry is desperately required to 
safeguard the quality of news and information, and users’ data, as well as to promote healthy 
commercial competition. There are also further ethical considerations which have come to light 
in recent evidence that Facebook sold user data to Cambridge Analytica, which was allegedly 
used to influence voters during political campaigns. Furthermore, I argue that regulation is 
needed in order to sustain the radio industry not only in Ireland but worldwide, and thus 
preserve the benefits of radio production for present and future audiences. The current 
regulations do not make for a sustainable product due to the ability of Facebook and other SNSs 
to trade and compete with other media platforms, free from constraints and anti-monopoly 
legislation. I posit that should collaboration, regulation and innovation become a reality in 
Ireland that radio would have a bright and successful future. 
  
 264 
Chapter 15: Critical Implications for the Research 
 
15.1 Introduction 
Radio’s ability to connect with its audience and be with listeners individually and collectively 
throughout the day makes for a unique mass medium with an advantage over its traditional 
rivals – television and periodicals. Facebook supports, enhances and facilitates daily radio 
broadcasting and gives the audience opportunities to contribute to the programme. Because 
radio shares many similar characteristics with SNSs – liveness, spontaneity, communal effect 
– the two media work well together and complement one another. This is just one example of 
media convergence involving radio but there are many other examples of how radio has 
converged with other media. Radio has been able to connect with SNS platforms almost 
seamlessly given its flexibility and adaptability. Radio’s ability to converge so easily has been 
greatly advantageous for the medium in remaining relevant in a busy and cluttered mediascape. 
One of its greatest qualities is a facility for bringing people with shared social and/or cultural 
attributes together to feel part of a larger community, responding to the beat of the ‘tribal drum’ 
(McLuhan 1994). 
 
Despite the popularity of radio in Ireland, the industry continues to face a number of challenges, 
in particular the technological competition that is eroding the commercial radio sector’s ability 
to be profitable. Based on the findings presented and discussed in this thesis, this chapter offers 
a forecast of the future of Irish radio which I argue will see the conglomeration of commercial 
radio stations into larger, regional music-format entities. These stations will most likely be 
centrally managed and will broadcast the majority of content from studios based in Dublin, 
carrying syndicated programming with limited local news and current affairs content. This 
would replicate the pattern of the UK Radio Industry where a relatively small number of 
commercially-successful radio station brands dominate the market. Regardless of change, radio 
will remain a constant companion for Irish people, but attracting and maintaining subsequent 
generations of radio listeners must be prioritised. In the digital age audiences are sophisticated, 
tech-savvy consumers, therefore in order for radio stations to thrive they must maintain a 
measured degree of visualisation and a continued presence on SNSs. 
 
15.2 Change for Irish Radio  
Embracing change is central to radio’s capacity to survive and thrive as a medium. Adapting 
to developments in society has maintained radio’s relevance during a century that saw seismic 
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social, cultural, technological and economic shifts. Keeping up with trends and developments 
is why radio still has an important place in Irish people’s lives. Radio’s flexibility as a medium 
makes change not only possible but also necessary in an immensely dynamic, digitalised and 
audience-focused mediascape. Connecting people is a key feature of the medium. It speaks to 
its audience directly, and simultaneously delivers messages that coalesce individuals into 
listening communities built around existing social and cultural traits, and common interests. 
Despite the practices of radio listening and Facebook usage being predominantly solitary 
activities, radio and SNS audiences are aware of shared experiences within wider on-air and 
online communities. Although users may only personally know some of the community 
members, they can identify as part of a wider ‘imagined community’ (Anderson 1991) of radio 
audience members.  
 
I argue that this sense of community is bolstered by radio’s convergence with SNSs, resulting 
in a more visual and connected medium. The visualisation element, although eroding radio’s 
unique aural trait, is potent in terms of attracting young audiences while also strengthening 
listening communities by moving from an imagined community to a more realised, quasi-
virtual community. This is made possible by the fact the audience can visit, monitor and interact 
on radio station Facebook pages, which includes viewing the profiles and activities of other 
users. A user can also communicate with other users who post comments sharing their opinions 
and, as I have shown through case studies, create affective communities around shared 
experiences and interests. The quintessential centripetal power of radio draws in an audience 
and engenders a sense of community, and is what makes it so compatible with Facebook. I 
posit that SNSs help radio stations build and maintain these communities which exist on-air, 
online and offline. 
 
As discussed throughout this thesis, the medium has a special and important place in the hearts 
and minds of the Irish people and is their constant companion. In Ireland radio sets the agenda 
each day and acts as a public forum for a diverse range of topics that concern the audience. 
However, one cannot deny that radio is operating in an incredibly dynamic digital world where 
competition for time, attention and relevance in people’s lives is at an all-time high. Though 
the Irish Radio Industry has always boasted a loyal audience, further change is both imminent 
and inevitable to modernise the medium and appeal to the next generation of listeners. 
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At a time when audio consumption is on the increase, with the massive growth in podcasting 
as an emerging force, one would think that radio would be well positioned to capitalise on this 
trend. However, podcasting has created more competition for listeners’ attention. There are 
examples, notably in the commercial sector, of innovation in this area as stations create spinoff 
podcast versions of popular radio shows that can have a life of their own off-air. I contend that 
podcasting will be part of radio’s future and is again an example of how the commercial sector 
is leading the way in terms of industry innovation in the face of a challenge. This move to non-
linear podcast programming is in response to the increasing demands made by the audience 
who want to decide how and when they consume media. In short, in this modern convergent 
culture the radio audience has more options in terms of communication channels and audio 
content, therefore brand loyalty is no longer a given. Radio stations must continue to 
strategically service the audience’s evolving needs to compete in the broader digital 
environment. 
 
As we have seen historically, and again in this research, radio has shown its resilience and 
strength in embracing rather than resisting change in its environment. Consider for a moment 
what radio would be like had it resisted the move to adopt the telephone to allow the audience 
to speak live on-air? This would have meant the loss of a great number of personal stories and 
experiences being aired in the audience member’s own words, through their own voice, and 
has helped make radio such a powerful storytelling medium. These unique personal testimonies 
have shaped countless radio programmes and continue to do so today. Similarly, with text 
messages and email, what if radio producers had resisted the temptation to allow listeners to 
contribute text-based comments and opinions to on-air discussions? Radio would not have 
developed into the public sphere that it is today, were it not for these contributions. The 
facilitation of audience participation has improved radio as a listening and bonding experience 
by showing audiences that they are not alone, and that others share their opinions or have had 
similar experiences. Audience participation has made radio a more appealing and engaging 
medium, and this is precisely why the audience should be involved in radio’s production and 
evolution. This deep level of engagement with the medium embraces the audience, makes them 
feel more valued and thus keeps them tuned in. 
 
The Irish Radio Industry as a whole must continue to provide quality programming which 
attracts audiences and, despite also needing to embrace social and digital media, must be 
strategic in the visualisation of the medium. Commercial radio must also continue to be bold 
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and creative while continuing to look for the next opportunity to change radio for the better 
and attract new audiences. As the case studies have shown, the commercial sector showed 
leadership and innovation when change was afoot. Comparatively, the public service 
broadcaster was shown to be conservative in its approach, deciding instead to stick to 
traditional values in radio production. This proved to be a fundamental flaw and cost the youth 
station RTÉ 2fm valuable listeners. 
 
Given the changes implemented by RTÉ through its Digital Strategies 2015-2016 policy 
document, RTÉ has, as an institution, grasped the issue of increasing media digitalisation. RTÉ 
recognised the need to not only catch up with industry trends, but also to futureproof the 
institution against continuing change. As discussed earlier in this thesis, these changes became 
necessary due to the swift pace of change in consumer tastes. However, they were also forced 
due to the pressure put on the state broadcaster by the commercial sector which showed the 
innovation and leadership that RTÉ lacked. RTÉ’s technological, programming production, and 
human resource changes were relatively swift and effective. The most notable transformation 
is in its key youth-targeted station RTÉ 2fm, which is almost unrecognisable after undergoing 
visual and aural rebranding. This overhaul evidences the need for Irish radio to change with 
the times, and also its ability to do so rapidly and effectively.  
 
15.3 The Future of Commercial Radio  
Radio is an enormously important medium for Irish culture and society and thus must be 
protected. This includes all three sectors of the industry, the public service sector, the 
commercial sector and, despite not featuring prominently in this research, the community radio 
sector. Given the aforementioned problems with profitability in the commercial sector, there 
exists the possibility that commercial radio could be forced to change to a different economic 
model, one that is more sustainable.  
 
With the financial pressures being applied to the commercial sector and the comparative 
strength and stability of RTÉ due to its unique, yet arguably unfair, funding model, I predict 
that the Irish commercial radio sector will develop in a similar fashion as the UK Radio 
Industry. Provided there is not swift and immediate change, as outlined in my 
recommendations in Chapter 14, I see the eventual conglomeration of radio stations into a 




Radio conglomeration has been a trend in the UK commercial radio sector throughout the past 
two decades – and was ongoing at the time of writing (Waterson 2019). Once vibrant and 
distinct local radio services have been amalgamated under umbrella brands with wall-to-wall 
music using recycled material and syndicated playlist content. These stations broadly claim to 
represent entire regions of the UK, or musical genres, with centralised news services that 
provide scant local news coverage and do little to represent the unique culture or identity of 
the region they serve. Brands include Kiss and Capital which are owned by the dominant 
corporations Bauer Media and Global respectively. Hendy (2000a) anticipated this 
concentration of ownership in the UK Radio Industry when radio was embarking on its digital 
transition at the turn of the millennium. By 2009, half of all UK commercial radio stations were 
running at a loss (Radiocentre 2009) and were thus exposed to take-over from larger 
corporations. Therefore, the rationalisation of commercial radio in the UK was driven by 
pecuniary factors and, as I have discussed in this thesis, fiscal pressures are intensifying in the 
Irish Radio Industry. I expect these will be the levers for change in Ireland too. 
 
Should local radio stations continue to struggle to be profitable, I would expect some form of 
syndication or conglomeration to occur at regional levels as a means of streamlining costs and 
benefiting from economies of scale. This restructuring would unfortunately lead to a recycling 
and homogenisation of radio content in those regions and the closure of small radio stations 
particularly in rural areas with lower population densities. These closures would also likely 
lead to the erosion of the quality of news gathering and reportage given the inevitable cuts to 
news room budgets and resulting movement of editorial control from the local areas it is 
intended to serve. This centralisation of production to news ‘hubs’ to streamline costs has been 
a feature of the agglomeration of radio stations in the UK according to McDonald and Starkey 
(2016). I would expect the Dublin area, due to its population density and thus stronger media 
market to be spared initially, though the small local stations would fold into umbrella brands 
controlled centrally and broadcasting largely syndicated music content across a regional or 
national set of stations. The current regulatory requirement of locally-sourced news and two 
hours of daily current affairs speech programming would need to be redrawn by the 
Broadcasting Authority of Ireland (BAI) to make this viable. Some form of local content would 
likely be maintained but this would be scant compared to the quality news services currently 
being provided.  
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Given the importance of radio to every county in the country the move to fewer stations could 
lead, over time, to a degree of cultural homogenisation in some areas. The rich cultural heritage 
that has been cultivated over generations and celebrated and maintained through local media 
would be eroded as broader networks of stations are divided by regions or possibly provinces 
across the four corners of the island. Radio would still maintain its popularity, though some 
drop in listenership would be experienced initially. I would expect that the centralisation of 
sales and sponsorship would streamline the commodification and packaging of listeners. 
Furthermore, these larger aggregate audience groupings would attract bigger advertising 
agencies with multinational corporations among their clientele. Such corporations could afford 
greater bulk buying of air-time, though regional medium-to-large Irish businesses would also 
be attracted by the higher audience reach. In this format, radio programming would be 
produced to appeal to the broadest possible audience with music formats dominating the 
market.  
 
As mentioned above, the BAI would need to alter their regulations for the above to happen and 
the regulator has shown precedent in this area when it facilitated the merging of the two 
regional youth stations i105-107 and i104-106 under the iRadio brand after the latter struggled 
financially when the economic recession hit in 2008. The changes needed may even include an 
increase in the amount of air-time allowed for sponsored advertising to attract commercial 
interests, which currently must be on average ten minutes per hour. Inevitably the BAI will 
need to react if it has the best interests of the Irish Radio Industry at heart, but must do so to 
ensure stations maintain standards in programming quality.  
 
The closure of some local radio stations would create an opportunity for the Irish Radio 
Industry’s third sector to benefit. Community radio stations could take advantage and step into 
the vacuum created by the loss of local news, sports and local current affairs programming. 
This would be an unexpected benefit for the industry and safeguard plurality of voices and 
opinions while also ensuring social, political and cultural matters have a platform of discussion. 
In short, community radio stations could become more prominent public spheres in certain 
areas of the country where commercial radio is lost.  
 
In the UK, due to the consolidation of stations, radio’s public service remit has been somewhat 
abandoned by the commercial sector and left to the BBC’s network of local radio stations. This 
does not offer a diverse, alternative nor pluralistic media environment that benefits listeners in 
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my opinion. However, commercial radio’s lack of public service content does not appear to be 
affecting listenership as commercial radio has outstripped the BBC radio stations in audience 
reach (RAJAR 2018). Radio continues to prove popular and profitable in the UK, though much 
of this is down to the restructuring that has driven programming costs and plurality down and 
profitability up.  
 
Although in the Irish context local news and current affairs programming is the unique selling 
point of local commercial radio, it is also the most expensive element. Based on Radio Kerry 
as an example, a station needs to employ approximately twelve full and part-time staff to 
research, gather, edit and deliver quality, trusted and reliable local news, weather and sports 
every day of the year. If commercial radio in Ireland was to become diluted, it would be 
detrimental to local communities which would not be serviced to this degree by Dublin-centric 
national broadcasters. 
 
The other alternative, and one which would protect radio’s valuable public service from being 
eroded while also generating income, would be to introduce a subscription and/or donation 
model. This has proven successful for The Irish Times, and other print publications, as it offers 
users access to the full breadth of online news and editorial content for a monthly subscription 
fee. Non-subscribers are limited to a specified number of articles per week. Meanwhile, as well 
as offering subscription options which carry supplementary content, The Guardian appeals to 
readers for donations which are used to support the publication’s independent journalism. 
Commercial radio stations in Ireland could benefit from adopting one, or both, of these options. 
Print’s transition to digital online services, and subsequent adoption of paid subscription 
options, provides evidence that such a funding model can function effectively. If the radio 
audience truly appreciates quality news and current affairs content it will pay for it. Paying 
subscribers could also access other audio content such as podcasts, documentaries, dramas and 
features that the station produces. I contend this is a viable and progressive proposal for which 
precedent exists within traditional mass media. 
 
The independent commercial radio sector offers a balance to the public service institution, RTÉ. 
It covers the varied and culturally diverse corners of the Country, and is a key part of the social 
and cultural fabric of communities with distinct heritage and customs. As discussed in this 
thesis, commercial stations can be the catalyst for positive change in the industry. This was 
evidenced by the changes RTÉ 2fm made as a result of the leadership and production innovation 
 271 
shown by Beat, among other stations. The commercial sector therefore is very important for 
providing energy, ideas, innovation and talent for the industry as a whole. By providing 
consistently strong competition for RTÉ, and leadership for the community sector, commercial 
radio stations have shown they are a vital part of the Irish Radio Industry. Commercial stations 
lift the standards of the industry and push RTÉ to produce better radio. This is evidenced by 
the awards won each year by commercial stations at the IMRO Irish Radio Awards.  
 
Radio’s Public Service Remit 
Radio holds a valuable role as public service provider as a well-informed, trusted and current 
source of news and information. This is particularly important in a time of ‘fake news’ and a 
crowded news and current affairs market that has proliferated in the digital age without 
regulation. The growth in online ‘news’ providers has been made possible by the power of 
social media which can disseminate information to the intended audience with great accuracy 
and allow stories to go ‘viral’. If the Brexit referendum campaign of spring 2016 taught us 
anything it is that Facebook and other social media can be used nefariously for political and 
economic gain and thus ought to be treated with caution by the public. Furthermore, as I 
recommend in the previous chapter, strict regulation needs to be imposed to stop the spread of 
fake news and to protect indigenous media in Ireland. Radio on the other hand has maintained 
high standards when it comes to news gathering and was found by Reuters to be the most 
trusted source of information in Ireland (Reuters Institute 2018). Therefore, because radio 
offers this public service across the country, in most instances very bespoke information 
relevant to the local community, it is of great value to the public and must be protected. 
 
This raises important concerns. First, although commercial stations do not receive a share of 
the television licence fee they must, by their BAI-issued broadcast licence, provide news and 
current affairs content on a daily basis. This news content is by its nature expensive to gather, 
package and disseminate to the audience and is thus the largest and single most expensive 
department in any local commercial radio station. The competition for attention for news 
bulletins and current affairs analysis creates a healthy competitive environment where 
standards must be maintained by both sides to attract listeners. Without the burden of the costs 
of the public service remit local stations would reduce their costs, though also lose listeners 
who would go elsewhere for their daily diet of news and current affairs.  
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Secondly, is the issue regarding the distribution of the television licence fee. Given that Irish 
radio listeners listen to commercial radio for more than half their time and the remainder to 
RTÉ stations, it could be argued that those consumers should only pay half of the licence fee. 
Or alternatively divert half of the licence fee to the commercial stations to reflect their equal 
popularity amongst audiences (Ipsos MRBI 2018). This seems a fair distribution for services 
offered and consumed. After all, RTÉ collects advertising and sponsorship revenue in the same 
media market. This unequal distribution of broadcasting funds is contributing to the struggles 
being experienced in the independent radio sector by giving RTÉ an unfair economic 
advantage. Considering radio listening has dropped by 4 percentage points since 2008 and that 
in 2018 only 77% of 15-24-year-olds listen to the radio, it suggests that radio is coming under 
increasing pressure from other media for their time (Ipsos MRBI 2008; 2018). Radio needs to 
evolve to stay relevant and visualisation is one way radio can change to keep pace. 
 
15.4 Visualisation of Radio  
Although the focus of this thesis is on Facebook and the visual benefits it brings to radio, I 
maintain that radio should remain a primarily aural medium. It can no doubt be fully enjoyed 
through listening alone, without any visual elements, and I believe this will continue to be the 
case going forward. The radio professionals interviewed stressed the need for high-quality 
audio content to be the producer’s key remit. Given the success of the stations involved in this 
research there is no reason to expect that this will not remain, except in the aforementioned 
cases of conglomeration where some loss of quality in news and public service content is likely.  
 
The visualisation of radio offered via SNSs enhances and supports the medium by allowing 
existing, and new audiences, to enjoy the other ancillary offerings which take the form of visual 
media texts. Furthermore, because the contemporary audience, in particular millennials and 
post-millennials, increasingly spend time online communicating and consuming media content, 
radio’s presence and ability to attract the listener’s attention is crucial to its medium and long-
term survival. This is the overall thrust of my argument regarding Facebook, and social media 
in general as they pertain to radio. I argue that radio stations must achieve and retain a visual 
presence as a means of competing with other digital media, including TV, for the attention of 
young people. This visualisation ought to be limited however. Were radio to take on too many 
of television’s characteristics it may become just that, television. 
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Despite the concern raised by some radio academics that radio is abandoning its position as an 
exclusively aural medium, I point to the changes in the medium that have been in motion for 
over a decade now. These changes have not only been outlined here in this research in an Irish 
context, but also in the United Kingdom where the BBC, widely considered one of the world’s 
leading PSBs, leads the way in the areas of social media adoption and radio visualisation. BBC 
Radio 1 and Radio1Xtra, both catering to young audiences, were quick to embrace the 
visualisation of radio and installed cameras in studio to allow for live audio-visual streaming. 
I point to this as evidence that visualisation was seen as a development that radio ought to adapt 
to engage young audiences online. Prior to BBC’s adoption of in-studio cameras the trend was 
a feature on satellite radio stations in the United States, where it has become a mainstay. 
 
I have found through my research that radio stations can utilise visual elements to create 
affective communities of individuals who share similar memories and emotional connections 
to a shared past. In Beat’s case images of a childhood toy were successfully used to engage the 
target audience emotionally and drawing them closer to the station thus strengthening the 
communal effect of radio. Without the ability to post images that instigate an immediate and 
engaged response from users, I argue Beat would not be as competitive at growing its audience.   
 
Radio stations simply cannot afford to be slow to change in the highly competitive 
contemporary climate. I recommend that Irish radio stations should maintain a visual presence 
in order to compete as failing to do so would appear antiquated. As we have seen in this thesis, 
some stations led the pack while others trailed behind. By maintaining some visualisation, I 
believe the industry could become more competitive and financially successful while 
cementing radio’s presence in people’s lives. Change is a part of radio’s near one-hundred-year 
history and thus must be part of its present and future. 
 
While I do support moves to make radio more visual to attract and engage younger audiences, 
I do think visualisation should be handled in a strategic and measured fashion. Although it is 
difficult to have a definitive response to how much visualisation is appropriate I believe a happy 
medium can be found. Too little visualisation hinders radio’s ability to attract attention and 
compete, while too much visualisation could transform the core product. Therefore, there is a 
sweet-spot somewhere in between that will be different for each station depending on their 
target audience.  
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Based on the findings of my research I argue that Facebook helps maintain the audience’s 
interest with the photographs, memes and gifs it disseminates. We have seen radio stations in 
Ireland increasingly use in-studio cameras to give the audience an insight into what the 
presenters and their guests look like and what they are doing during the programme’s 
broadcast. Although these practices are proving popular they should be limited, I feel, perhaps 
reserved for special broadcast such as celebrity appearances. Otherwise audio-visual output 
could overtake audio, and will thus move radio into a position where it is competing with 
television. I raised concerns in this thesis about the increasing pressure being put on radio 
producers as a result of the adoption of social media. If there was more emphasis placed on 
audio-visual content, this would put even more pressure on the already stretched radio 
producers and most likely lead to the standards of audio programming dropping. 
 
Although the visualisation of radio has been embraced by many industry professionals, 
including many of those interviewed for this research, I have reported this change with a certain 
degree of chagrin. This is mainly due to the threat visualisation poses to radio’s traditional and 
much-loved traits. Specifically, radio’s position as the aural mass medium must not be eroded. 
The reliance on sound is what makes it an intimate, portable and secondary medium, well suited 
to modern work, travel and lifestyle habits. Becoming too visual would work against radio 
because it would rob it of its unique aural quality and thus make it less distinctive for the 
audience. There would also likely be a loss of intimacy because the producer would lose the 
ability to create wonderful and uniquely individual visual images in the listener’s imagination. 
 
Podcasts – Radio’s Aural Competition 
Millennials have grown up as ‘digital natives’ (Prensky 2001) in a highly technological digital 
age where their media options have been plentiful, on-demand and primarily visual. Whereas 
the previous generations would have been introduced to radio and television in their youth, 
these two stalwarts of the mediascape are no longer the go-to sources of information and 
entertainment. Meanwhile the television and film industries have been facing increasing 
competition from the online video subscription based services Netflix and Amazon Prime Video 
in recent years. Radio is also facing the challenge posed by the exponential growth of 
podcasting which is competing for aural attention. Podcast distribution services such as 
Spotify, Podbean and Luminary are building high quality original content and large audiences. 
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The rise in popularity of podcasting in recent years has been an interesting development that 
reinforces the effectiveness, popularity and value of aural media and its ability to achieve strong 
audiences. A podcast is a rather nebulous term that has morphed over time as popularity and 
competition have grown, but is essentially any form of pre-produced digital audio content 
available online. Podcasting too has benefited from media convergence and the ability to 
disseminate audio content to the interested audience has been central to its success.  
 
Podcasting poses a threat to radio listenership, creating a distinct area of competition which 
sits both outside of and within the radio industries. Radio stations have been podcasting their 
own programming as ‘listen back’ content since the mid noughties, offering non-linear 
listening opportunities that suit the audience’s preferences. However, there is a growing 
podcasting industry which is not produced by or broadcast on radio stations, but created 
specifically for download and streaming through apps and websites such as Spotify, iTunes 
and Stitcher. While independent podcasting floods the online audio space, thus creating 
competition with radio for listeners, it should also be viewed as a positive development for 
radio as it promotes aural media and the competition arguably could improve the quality of 
audio output. The success of podcasting is evidence that aural media does have a place in the 
modern mediascape and is suited to the busy, mobile modern living, where it also shares the 
trait of a ‘secondary’ medium that can fit around our daily routines (Crisell 1994). Podcast 
content is generally consumed by listeners individually, much like radio, but unlike radio does 
not create and draw together communities of listeners who consume it simultaneously nor 
necessarily share existing cultural traits. This sense of shared experience and radio’s liveness 
and spontaneity make it stand apart and therefore the two can coexist.  
 
15.5 Media Convergence 
Convergence is a somewhat complicated phenomenon that has many possible combinations 
and possibilities in our modern digital society. Media convergence emerged as a key area of 
interest during the period of research as the Irish Radio Industry increasingly incorporated 
social media into its production and marketing strategies. As Jenkins wrote, convergence is the 
coming together of two, or possibly more, once separate mediums. It is about new relationships 
being made between media and can take many forms that are too numerous and varied and ever 
expanding to cover exhaustively here (Jenkins 2006). Radio’s convergence with SNS platforms 
to promote the station and connect with their audience has been growing since 2008 and is an 
important development for the Irish Radio Industry, and radio as a whole. I argue that radio’s 
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adoption of Facebook is a strong example of media convergence. Starkey and Crisell identified 
radio web streaming as an example of convergence, but that was when convergence was in its 
infancy and was restricted to the dissemination of live radio content (Starkey & Crisell 2009: 
126).  
 
More recent examples include radio’s distribution via television subscription platforms, mobile 
applications and, most recently, smart speakers such as the Amazon Echo and Google Home 
devices. In the intervening decade there has been an explosion in popularity of digital media 
platforms and with this, countless more examples of radio convergence as the digital age 
progresses. Barnard presents convergence more broadly as, “the converging of traditional and 
new communications services through digital technologies” (Barnard 2000: 247), which more 
accurately reflects the findings of this thesis. Convergence has become much more abundant 
and complex due to radio’s adaptability and the ease to which it can adopt other media. Radio’s 
convergence with SNS platforms has, I argue, enhanced output and expanded the possibilities 
for audience participation – a vital goal in contemporary radio production.  
 
There are drawbacks to digital convergence, primarily with regards to the unregulated and 
uncontrolled online environment in which social media platforms operate. Furthermore, with 
technological convergence has also come market convergence which, as Bernard accurately 
identified, “ultimately concentrates control of broadcasting output in the hands of a small 
number of players with global rather than national or regional priorities (Barnard 2000: 249). 
We are not only seeing this effect in Ireland where Google and Facebook have come to 
dominate, but also in the UK Radio Industry with the aforementioned station agglomeration.  
 
Radio has showed its flexibility by converging with online platforms, Facebook being the 
leading example, allowing the audience greater insight into what is in the news, what is coming 
up on-air and what is going on in studio. What is more, radio’s convergence with Facebook is 
part of a wider convergence culture which allows multi-flow communication channels each 
way between audience and producer, known as vertical flows, and also between audience 
members, known as horizontal flows (Jenkins 2006). As outlined in the case study chapters in 
this thesis, radio stations have each adopted Facebook yet used it differently depending on the 
preferences of their audience. Media convergence is not completely novel for radio, since radio 
previously adopted other communication media such as phone, text message and email to 
connect with and engage audiences. Given the fast pace of technological change in the digital 
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age coupled with radio’s flexibility and adaptability, I would expect further instances of 
convergence between radio and other media to occur in the future, and will thus likely be a 
lasting feature of radio.  
 
In our present convergent culture, the audience has the agency to consume media on their terms, 
meaning they have more control than previous generations. As a result, we have seen the rise 
of podcasting and other forms of on-demand audio with which radio must now compete. This 
trend of non-linear media consumption makes it difficult for a linear medium like radio to 
compete. Although I argue radio needs to maintain its position as the live mass medium and be 
ever-present in our daily lives, radio must also continue to adapt to audience tastes which 
includes offering a more diverse product mix including on-demand services that listeners can 
fit around their modern lifestyles. 
 
With the UK television industry recently announcing the forthcoming launch of Britbox, an 
online streaming service for British television content that aims to compete with Netflix and 
Amazon Prime Video, it points to the possibility of a similar future for radio and audio 
streaming. In the UK, the BBC has responded to the threat posed by podcasting with its BBC 
Sounds platform which acts as an on-demand audio streaming service with exclusive original 
content. The Irish Radio Industry has not been as responsive to change in this area. The industry 
must go beyond the Irish Radioplayer application if it is to compete in this fast changing, highly 
competitive and convergent environment. The commercial sector must therefore continue to 
be innovative with technology to suit the modern audience member.  
 
Convergence is not the same as media bundling where publishers and platforms partner 
together or products are combined to offer new media products or services. Convergence in the 
context of this thesis is more akin to a fluid collaboration of two separate media and not fixed 
together by one controlling party. Therefore, radio stations are not bound to Facebook but 
rather can decide, if they wish, to stop using the platform at any point in time. In a bundling 
scenario there is an agreement between the publisher and platform to work together for mutual 
benefit or a company decides to package its products together to improve profits. In the case 
of the convergence of radio and Facebook there is no formal agreement between parties to form 
a partnership, but the arrangement does work out as beneficial, to a certain degree, to both 
sides. Although radio can and does converge with other media for certain purposes, I have 
found it has maintained its identity as an aural medium and can still be enjoyed fully in its 
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original form as the ‘wireless’. Radio’s convergence with SNSs has been beneficial to radio 
through how it facilitates communication and engagement between presenters/producers and 
their audiences. We cannot be sure what new platforms are to come, but we do know that radio 
will be ready to converge with them should these hold complementary characteristics. It must 
be remembered that radio converged so seamlessly with Facebook because the two media share 
a number of characteristics namely that both are live, dynamic and spontaneous, and thus able 
to react to breaking news and tap into the national consciousness. Due to smartphone 




The Irish Radio Industry is currently facing a number of serious challenges, notably economic 
and technological, as budgets become squeezed and audience preferences change. As a result 
of the growing domination of Google and Facebook in the Irish advertising market, radio 
stations are struggling to be profitable. Hence, I advocate the regulation of social media in 
Ireland (and Europe) for the protection of indigenous media industries. 
 
I believe the UK Radio Industry offers an insight into the direction that the Irish Radio Industry 
is headed should it remain on its current course, that is, towards a conglomerated industry 
where the number of station brands shrinks but profitability increases. Sadly, such an 
eventuality will result in the loss of local voices, unique cultural content and regional identity 
with the result being a homogenised music-centric sound that appeals to a broad audience. This 
product will be consumed more passively than is now the case and with this passive listening 
there will be an inevitable loss of engagement since the local presenters will be replaced by 
voices providing sporadic links from centralised studios removed from the localities that they 
are meant to serve. The only locally produced and delivered programming will likely to be a 
once daily breakfast or drivetime programme. 
 
Furthermore, I would expect the production value of radio output, particularly news and current 
affairs coverage, to suffer as a result of the inevitable cost cutting. This would also involve 
centralised production to benefit from economies of scale. Local newsgathering and specialist 
programming strands will be ditched in favour of generic national or provincial news, sport 
and weather updates which will mean local radio loses much of its highly-valued public service 
remit. I do not expect the conglomeration to happen all at once, or that every independent local 
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radio station will fall into these new syndications, but the weaker ones will and as the 
syndicated radio groups grow and become more profitable, this will put further pressure on the 
remaining independent stations. As a result of the loss of connectivity on-air, I expect more 
audience participation, interaction and engagement to occur online with Facebook leading the 
way but with other SNS platforms being used by youth radio stations. I believe radio in Ireland 
can, and will, survive. Even in a conglomerated environment where fewer stations cover larger 
franchise areas, the collection of highly talented, hardworking and dedicated professionals that 
share a passion for the medium will always keep radio going. What the radio industry in Ireland 
must continue to do however, is to act as the central cultural hub for people to gather around 
for a shared communal experience.  
 
In the public service sector, RTÉ radio will continue to operate much as it does now due to the 
benefit of dual funding offered through the television licence fee and advertising revenue. 
However, despite the expected conglomeration, the commercial sector will continue to be 
innovative and strategic in its audience recruitment and retention strategies. As media groups 
grow in size, I expect they will be able to compete with RTÉ’s audiences regionally and 
nationally thus impacting the PSB’s advertising revenues. As the large commercial networks 
grow financially, they will also be able to compete with RTÉ for the top broadcasting talent 
thus offering real competition and perhaps more fiscal balance in the industry than currently 
exists. The loss of local commercial stations may result in community radio stations stepping 
into the void and benefiting from the demand for local radio programming including local news 
and sports coverage.   
 
The phenomenon of podcasting has come to prominence in recent years and is a threat to 
radio’s position as the aural mass medium. However, podcasts also present opportunities for 
radio as stations hold the requisite skills and equipment to produce similarly engaging audio 
content and compete with independent podcasters. Radio must therefore embrace podcasting 
and realise opportunities it presents to expand the medium’s creative output rather than see it 
as a problematic menace. Successful podcasts can generate revenue though sponsorship, 
syndication or as premium content. 
 
This chapter has predicted the eventual conglomeration of Irish commercial radio but this could 
be averted if alternative funding models were used by Irish radio stations. I recommend for 
example that radio follow the model set by digital print publications and charge users 
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subscription fees for premium content or appeal for donations from users who value the in-
depth and independent news content offered by the station. This would be a bold move for 
radio, but in such challenging times difficult decisions will have to be made if local independent 
radio is to endure.  
 
Radio has become more visual in recent years which I argue was inevitable due to digitalisation 
and the competition posed by other screen-based media. In this competitive media environment 
radio, as the original social medium, was well suited to converge with SNSs which are highly 
visual media platforms carrying enormous amounts of multimedia content. Radio’s ability to 
connect people is reinforced and highlighted by the way it has converged with social media. 
Facebook has enhanced radio’s offering and helped the medium compete in very turbulent 
times. Visualisation is important for radio for the simple but vital reason that it attracts young 
audiences that would not be attracted otherwise, and who are crucial to the medium’s future. 
The convergence of radio and Facebook is complementary because one provides the sound 
while the other offers pictures to contextualise and support those messages. Crucially, however, 
radio can still be enjoyed independently of any other medium. I do stress that there is a limit to 
the amount of visualisation radio should incorporate however, so it does not evolve into a cheap 
form of television. Radio must continue to evolve and adapt with the changing environment 
and adopt new practices and embrace opportunities, but must also remain true to its roots as an 
aural medium that connects people and makes them feel part of shared experience with a 
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Station	Name Service Coverage Daily	Reach Age	Targ. Text	Charge JNLR	Book TW	Followers FB	Likes
RTÉ	Radio	1 PSB National 25% 35+ None Q4	2011 10,185 4,388
RTÉ	2FM PSB National 11% 25-44 None Q4	2011 15,090 15,688
RTÉ	Lyric	FM PSB National 4% 25+ None	 Q4	2011 1,965 2,954
	RTÉ	Raidió	na	Gaeltachta*	 PSB National 53% 15+ None 2009 1,559 2,079
RTÉ	Digital	Radio PSB National Not	Available 15+ None Not	Available 151 Not	available
Today	FM Commercial National 13% 20-44 None Q4	2011 14,925 62,350
Newstalk Commercial Quasi-Nat 9% 35+ 30	cent Q4	2011 27,725 15,775
4FM Commercial Multi-City 3% 45+ 20	cent Q4	2011 962 29,831
Spirit	Radio** Commercial Multi-City Not	Available 15+ None Not	Available 255 3,132
Beat	102103	FM Commercial Regional/SE 20% 15-34 None Q4-2011 3,770 45,783
Spin	South-West Commercial Regional/SW 10% 15-34 None Q4-2011 8,978 79,870
iRadio Commercial Regional/NW&NE 18% 15-34 None Q4-2011 6,806 17,648
98FM Commercial Local/Dublin 12% 25-44 20	cent Q4-2011 12,350 46,327
Clare	FM Commercial Local 47% 15+ 30	cent Q4-2011 930 4,727
Cork's	96FM Commercial Local/Cork	City 29% 25-45 20	cent Q4-2011 1,074 9,494
C103 Commercial Local 13% 25-45 20	cent Q4-2011 803 1,692
Sunshine	106.8 Commercial Local/Dublin 3% 35+ 30	cent Q4-2011 966 29,060
East	Coast	FM Commercial Local 22% 15-55 None Q4-2011 1,600 26,865
FM	104 Commercial Local/Dublin 21% 15-34 20	cent Q4-2011 10,934 125,043
Galway	Bay	FM Commercial Local 38% 15-45 None Q4-2011 877 900
Highland	Radio Commercial Local 67% 20-55 None Q4-2011 513 5,941
KCLR	96FM Commercial Local 39% 15+ None Q4-2011 1,119 2,842
KFM Commercial Local 23% 15+ None Q4-2011 2,001 6,342
Limerick's	Live	95 Commercial Local 47% 20-44 20	cent Q4-2011 666 8,941
LMFM Commercial Local 25% 25+ 20	cent Q4-2011 1,591 2,188
Midlands	103 Commercial Local 39% 25+ None Q4-2011 931 4,358
Mid	West	Radio Commercial Local 63% 35+ None Q4-2011 277 3,109
Northern	Sound	Radio Commercial Local 46% 18-55 None Q4-2011 435 1,990
Radio	Nova Commercial Local/Dublin 5% 35+ None Q4-2011 1,528 21,291
Ocean	FM Commercial Local 50% 15+ None Q4-2011 605 1,621
Phantom-TXFM Commercial Local/Dublin 2% 18-34 None Q4-2011 8,533 26,007
Dublin's	Q102 Commercial Local/Dublin 12% 35+ 20	cent Q4-2011 2,358 11,185
Red	FM Commercial Local/Cork	city 19% 15-34 None Q4-2011 4,819 34,515
Radio	Kerry Commercial Local 50% 25+ None Q4-2011 1,719 6,379
Shannonside	Radio Commercial Local 54% 18-55 None Q4-2011 552 2,441
South	East	Radio Commercial Local 37% 25-55 None Q4-2011 1,080 3,902
Spin	103.8 Commercial Local/Dublin 15% 15-34 No	text	line Q4-2011 42,564 146,233
Tipp	FM Commercial Local 44% 24-50 None Q4-2011 940 1,959
WLR	FM Commercial Local 47% 20-60 None Q4-2011 2,103 8,628













Station	Name TW	 TW	Diff %	Change FB	Likes FB	Diff. %	Change
RTÉ	Radio	1 10,844 659 6.5% 4,651 263 5.99%
RTÉ	2FM 16,101 1,011 6.7% 15,998 310 1.98%
RTÉ	Lyric	FM 2,012 47 2.4% 2,984 30 1.02%
	RTÉ	Raidió	na	Gaeltachta	 1,606 47 3.0% 2,135 56 2.69%
RTÉ	Digital	Radio* 152 1 0.7% 0 0 0.00%
Today	FM 16,244 1,319 8.8% 64,487 2,137 3.43%
Newstalk 28,971 1,246 4.5% 16,316 541 3.43%
4FM 1,052 90 9.4% 29,793 -38 -0.13%
Spirit	Radio 273 18 7.1% 3,263 131 4.18%
Beat	102103	FM 4,467 697 18.5% 47,802 2,019 4.41%
Spin	South-West 11,026 2,048 22.8% 83,451 3,581 4.48%
iRadio 7,620 814 12.0% 21,814 4,166 23.61%
98FM 13,200 850 6.9% 49,029 2,702 5.83%
Clare	FM 1,018 88 9.5% 4,808 81 1.71%
Cork's	96FM 1,248 174 16.2% 9,902 408 4.30%
C103 901 98 12.2% 1,751 59 3.49%
Sunshine	106.8 982 16 1.7% 28,940 -120 -0.41%
East	Coast	FM 1,699 99 6.2% 26,719 -146 -0.54%
FM	104 12,002 1,068 9.8% 127,279 2,236 1.79%
Galway	Bay	FM 877 0 0.0% 947 47 5.22%
Highland	Radio 544 31 6.0% 5,941 0 0.00%
KCLR	96FM 1,181 62 5.5% 2,898 56 1.97%
KFM 2,082 81 4.0% 6,425 83 1.31%
Limerick's	Live	95 854 188 28.2% 9,143 202 2.26%
LMFM 1,724 133 8.4% 2,383 195 8.91%
Midlands	103 986 55 5.9% 4,471 113 2.59%
Mid	West	Radio 413 136 49.1% 3,239 130 4.18%
Northern	Sound	Radio 474 39 9.0% 2,011 21 1.06%
Radio	Nova 1,648 120 7.9% 21,748 457 2.15%
Ocean	FM 653 48 7.9% 1,667 46 2.84%
Phantom-TXFM 8,872 339 4.0% 26,148 141 0.54%
Dublin's	Q102 2,478 120 5.1% 11,419 234 2.09%
Red	FM 5,127 308 6.4% 34,980 465 1.35%
Radio	Kerry 1,781 62 3.6% 6,493 114 1.79%
Shannonside	Radio 552 0 0.0% 2,459 18 0.74%
South	East	Radio 1,123 43 4.0% 4,000 98 2.51%
Spin	103.8 45,705 3,141 7.4% 150,851 4,618 3.16%
Tipp	FM 984 44 4.7% 2,134 175 8.93%
WLR	FM 2,243 140 6.7% 8,785 157 1.82%







Station	Name TW TW	Diff %	Change FB	Likes FB	Diff %	Change
RTÉ	Radio	1 17,144 6,300 58.1% 6,275 1,624 34.9%
RTÉ	2FM 29,539 13,438 83.5% 19,928 3,930 24.6%
RTÉ	Lyric	FM 2,934 922 45.8% 3,636 652 21.8%
	RTÉ	Raidió	na	Gaeltachta	 2,632 1,026 63.9% 2,900 765 35.8%
RTÉ	Digital	Radio* 225 73 48.0% 0 0 0.0%
Today	FM 28,404 12,160 74.9% 75,070 10,583 16.4%
Newstalk 39,861 10,890 37.6% 19,359 3,043 18.7%
4FM 2,469 1,417 134.7% 26,113 -3,680 -12.4%
Spirit	Radio 1,137 864 316.5% 4,411 1,148 35.2%
Beat	102103	FM 10,771 6,304 141.1% 56,788 8,986 18.8%
Spin	South-West 32,666 21,640 196.3% 90,259 6,808 8.2%
iRadio 30,164 22,544 295.9% 52,112 30,298 138.9%
98FM 27,584 14,384 109.0% 63,662 14,633 29.8%
Clare	FM 1,965 947 93.0% 5,566 758 15.8%
Cork's	96FM 2,731 1,483 118.8% 17,808 7,906 79.8%
C103 1,865 964 107.0% 3,182 1,431 81.7%
Sunshine	106.8 1,171 189 19.2% 19,956 -8,984 -31.0%
East	Coast	FM 2,097 398 23.4% 20,964 -5,755 -21.5%
FM	104 23,463 11,461 95.5% 144,152 16,873 13.3%
Galway	Bay	FM 162 -715 -81.5% 622 -325 -34.3%
Highland	Radio 807 263 48.3% 7,197 1,256 21.1%
KCLR	96FM 2,188 1,007 85.3% 3,645 747 25.8%
KFM 3,010 928 44.6% 7,519 1,094 17.0%
Limerick's	Live	95 771 -83 -9.7% 10,983 1,840 20.1%
LMFM 3,081 1,357 78.7% 3,570 1,187 49.8%
Midlands	103 2,074 1,088 110.3% 5,229 758 17.0%
Mid	West	Radio 1,245 832 201.5% 4,375 1,136 35.1%
Northern	Sound	Radio 752 278 58.6% 2,294 283 14.1%
Radio	Nova 2,763 1,115 67.7% 30,037 8,289 38.1%
Ocean	FM 1,086 433 66.3% 2,110 443 26.6%
Phantom-TXFM 15,013 6,141 69.2% 28,367 2,219 8.5%
Dublin's	Q102 4,503 2,025 81.7% 24,139 12,720 111.4%
Red	FM 8,669 3,542 69.1% 38,378 3,398 9.7%
Radio	Kerry 2,704 923 51.8% 7,392 899 13.8%
Shannonside	Radio 951 399 72.3% 2,727 268 10.9%
South	East	Radio 1,716 593 52.8% 4,920 920 23.0%
Spin	103.8 76,647 30,942 67.7% 162,869 12,018 8.0%
Tipp	FM 1,454 470 47.8% 3,306 1,172 54.9%
WLR	FM 3,489 1,246 55.6% 10,231 1,446 16.5%







Station	Name TW TW	Diff %	Change FB	Likes FB	Diff %	Change
RTÉ	Radio	1 24,286 7,142 41.7% 7,705 1,430 22.8%
RTÉ	2FM 41,742 12,203 41.3% 24,137 4,209 21.1%
RTÉ	Lyric	FM 3,834 900 30.7% 4,488 852 23.4%
	RTÉ	Raidió	na	Gaeltachta 3,649 1,017 38.6% 3,842 942 32.5%
RTÉ	Digital	Radio* 0 -225 -100.0% 0 0 0.0%
Today	FM 43,412 15,008 52.8% 89,034 13,964 18.6%
Newstalk 47,137 7,276 18.3% 21,428 2,069 10.7%
4FM 3,313 844 34.2% 26,539 426 1.6%
Spirit	Radio 553 -584 -51.4% 5,229 818 18.5%
Beat	102103	FM 17,425 6,654 61.8% 60,991 4,203 7.4%
Spin	South-West 44,510 11,844 36.3% 98,720 8,461 9.4%
iRadio 42,132 11,968 39.7% 71,879 19,767 37.9%
98FM 35,381 7,797 28.3% 76,569 12,907 20.3%
Clare	FM 3,004 1,039 52.9% 6,336 770 13.8%
Cork's	96FM 4,750 2,019 73.9% 25,107 7,299 41.0%
C103 2,960 1,095 58.7% 5,847 2,665 83.8%
Sunshine	106.8 1,358 187 16.0% 18,129 -1,827 -9.2%
East	Coast	FM 2,752 655 31.2% 28,310 7,346 35.0%
FM	104 36,893 13,430 57.2% 158,491 14,339 9.9%
Galway	Bay	FM 835 673 415.4% 1,727 1,105 177.7%
Highland	Radio 3,692 2,885 357.5% 8,546 1,349 18.7%
KCLR	96FM 3,326 1,138 52.0% 4,748 1,103 30.3%
KFM 3,779 769 25.5% 8,330 811 10.8%
Limerick's	Live	95 1,923 1,152 149.4% 12,661 1,678 15.3%
LMFM 4,924 1,843 59.8% 6,560 2,990 83.8%
Midlands	103 2,514 440 21.2% 6,033 804 15.4%
Mid	West	Radio 2,106 861 69.2% 5,279 904 20.7%
Northern	Sound	Radio 1,170 418 55.6% 2,759 465 20.3%
Radio	Nova 3,682 919 33.3% 37,281 7,244 24.1%
Ocean	FM 1,533 447 41.2% 2,722 612 29.0%
Phantom-TXFM 18,741 3,728 24.8% 30,912 2,545 9.0%
Dublin's	Q102 5,542 1,039 23.1% 26,475 2,336 9.7%
Red	FM 13,658 4,989 57.5% 41,769 3,391 8.8%
Radio	Kerry 3,729 1,025 37.9% 8,638 1,246 16.9%
Shannonside	Radio 1,349 398 41.9% 3,091 364 13.3%
South	East	Radio 2,393 677 39.5% 7,709 2,789 56.7%
Spin	103.8 106,462 29,815 38.9% 178,607 15,738 9.7%
Tipp	FM 1,927 473 32.5% 4,174 868 26.3%
WLR	FM 4,919 1,430 41.0% 19,430 9,199 89.9%







Station	Name TW TW	Diff %	Change FB	Likes FB	Diff %	Change
RTÉ	Radio	1 34,031 9,745 40.1% 8,898 1,193 15.5%
RTÉ	2FM 61,940 20,198 48.4% 31,155 7,018 29.1%
RTÉ	Lyric	FM 5,181 1,347 35.1% 5,069 581 12.9%
	RTÉ	Raidió	na	Gaeltachta 5,125 1,476 40.4% 4,504 662 17.2%
RTÉ	Digital	Radio* 303 303 100.0% 0 0 0.0%
Today	FM 65,632 22,220 51.2% 110,302 21,268 23.9%
Newstalk 59,334 12,197 25.9% 23,762 2,334 10.9%
4FM 4,202 889 26.8% 32,088 5,549 20.9%
Spirit	Radio 808 255 46.1% 6,087 858 16.4%
Beat	102103	FM 23,882 6,457 37.1% 68,010 7,019 11.5%
Spin	South-West 50,174 5,664 12.7% 106,462 7,742 7.8%
iRadio 51,600 9,468 22.5% 88,814 16,935 23.6%
98FM 42,203 6,822 19.3% 86,683 10,114 13.2%
Clare	FM 4,499 1,495 49.8% 8,721 2,385 37.6%
Cork's	96FM 7,309 2,559 53.9% 32,418 7,311 29.1%
C103 4,226 1,266 42.8% 6,665 818 14.0%
Sunshine	106.8 1,452 94 6.9% 18,160 31 0.2%
East	Coast	FM 3,255 503 18.3% 29,019 709 2.5%
FM	104 45,991 9,098 24.7% 174,383 15,892 10.0%
Galway	Bay	FM 2,013 1,178 141.1% 3,558 1,831 106.0%
Highland	Radio 4,796 1,104 29.9% 10,368 1,822 21.3%
KCLR	96FM 4,516 1,190 35.8% 5,864 1,116 23.5%
KFM 4,650 871 23.0% 9,178 848 10.2%
Limerick's	Live	95 3,421 1,498 77.9% 15,910 3,249 25.7%
LMFM 6,516 1,592 32.3% 7,501 941 14.3%
Midlands	103 3,065 551 21.9% 6,764 731 12.1%
Mid	West	Radio 3,269 1,163 55.2% 6,974 1,695 32.1%
Northern	Sound	Radio 1,688 518 44.3% 4,592 1,833 66.4%
Radio	Nova 4,444 762 20.7% 39,989 2,708 7.3%
Ocean	FM 2,020 487 31.8% 3,898 1,176 43.2%
Phantom-TXFM 22,632 3,891 20.8% 33,285 2,373 7.7%
Dublin's	Q102 6,458 916 16.5% 33,078 6,603 24.9%
Red	FM 18,700 5,042 36.9% 47,300 5,531 13.2%
Radio	Kerry 4,821 1,092 29.3% 11,201 2,563 29.7%
Shannonside	Radio 1,816 467 34.6% 3,946 855 27.7%
South	East	Radio 3,085 692 28.9% 8,928 1,219 15.8%
Spin	103.8 125,001 18,539 17.4% 193,431 14,824 8.3%
Tipp	FM 2,472 545 28.3% 5,023 849 20.3%
WLR	FM 6,427 1,508 30.7% 22,508 3,078 15.8%







Station	Name TW TW	Diff %	Change FB	Likes FB	Diff %	Change
RTÉ	Radio	1 47,068 13,037 38.3% 10,779 1,881 21.1%
RTÉ	2FM 82,717 20,777 33.5% 65,825 34,670 111.3%
RTÉ	Lyric	FM 6,790 1,609 31.1% 5,774 705 13.9%
	RTÉ	Raidió	na	Gaeltachta 8,111 2,986 58.3% 12,316 7,812 173.4%
RTÉ	Digital	Radio* 328 25 8.3% 0 0 0.0%
Today	FM 88,980 23,348 35.6% 147,923 37,621 34.1%
Newstalk 76,454 17,120 28.9% 28,936 5,174 21.8%
4FM 5,303 1,101 26.2% 54,732 22,644 70.6%
Spirit	Radio 1,103 295 36.5% 6,725 638 10.5%
Beat	102103	FM 30,044 6,162 25.8% 98,140 30,130 44.3%
Spin	South-West 58,628 8,454 16.8% 146,385 39,923 37.5%
iRadio 58,023 6,423 12.4% 150,919 62,105 69.9%
98FM 57,732 15,529 36.8% 126,142 39,459 45.5%
Clare	FM 5,888 1,389 30.9% 9,889 1,168 13.4%
Cork's	96FM 12,159 4,850 66.4% 50,639 18,221 56.2%
C103 5,988 1,762 41.7% 7,355 690 10.4%
Sunshine	106.8 1,606 154 10.6% 19,259 1,099 6.1%
East	Coast	FM 3,972 717 22.0% 35,945 6,926 23.9%
FM	104 62,322 16,331 35.5% 227,691 53,308 30.6%
Galway	Bay	FM 3,450 1,437 71.4% 5,206 1,648 46.3%
Highland	Radio 5,850 1,054 22.0% 12,524 2,156 20.8%
KCLR	96FM 6,154 1,638 36.3% 7,629 1,765 30.1%
KFM 5,507 857 18.4% 9,807 629 6.9%
Limerick's	Live	95 5,499 2,078 60.7% 19,721 3,811 24.0%
LMFM 8,490 1,974 30.3% 8,534 1,033 13.8%
Midlands	103 3,658 593 19.3% 7,675 911 13.5%
Mid	West	Radio 4,395 1,126 34.4% 8,096 1,122 16.1%
Northern	Sound	Radio 2,404 716 42.4% 6,256 1,664 36.2%
Radio	Nova 5,461 1,017 22.9% 50,478 10,489 26.2%
Ocean	FM 2,668 648 32.1% 4,766 868 22.3%
Phantom-TXFM 5,491 -17,141 -75.7% 1,709 -31,576 -94.9%
Dublin's	Q102 5,308 -1,150 -17.8% 50,268 17,190 52.0%
Red	FM 24,718 6,018 32.2% 64,848 17,548 37.1%
Radio	Kerry 6,287 1,466 30.4% 21,116 9,915 88.5%
Shannonside	Radio 2,420 604 33.3% 4,955 1,009 25.6%
South	East	Radio 4,242 1,157 37.5% 10,982 2,054 23.0%
Spin	103.8 152,738 27,737 22.2% 229,641 36,210 18.7%
Tipp	FM 2,981 509 20.6% 6,605 1,582 31.5%
WLR	FM 8,074 1,647 25.6% 29,403 6,895 30.6%








Station	Name TW TW	Diff %	Change FB	Likes FB	Diff %	Change
RTÉ	Radio	1 55,390 8,322 17.7% 11,679 900 8.3%
RTÉ	2FM 100,445 17,728 21.4% 80,096 14,271 21.7%
RTÉ	Lyric	FM 7,885 1,095 16.1% 6,257 483 8.4%
	RTÉ	Raidió	na	Gaeltachta 9,190 1,079 13.3% 14,845 2,529 20.5%
RTÉ	Digital	Radio* 334 6 1.8% 0 0 0.0%
Today	FM 105,718 16,738 18.8% 164,716 16,793 11.4%
Newstalk 87,866 11,412 14.9% 55,146 26,210 90.6%
4FM 6,075 772 14.6% 91,245 36,513 66.7%
Spirit	Radio 1,241 138 12.5% 7,018 293 4.4%
Beat	102103	FM 35,691 5,647 18.8% 108,339 10,199 10.4%
Spin	South-West 62,901 4,273 7.3% 160,466 14,081 9.6%
iRadio 62,051 4,028 6.9% 208,371 57,452 38.1%
98FM 68,218 10,486 18.2% 165,641 39,499 31.3%
Clare	FM 6,980 1,092 18.5% 10,449 560 5.7%
Cork's	96FM 14,640 2,481 20.4% 56,885 6,246 12.3%
C103 7,247 1,259 21.0% 7,918 563 7.7%
Sunshine	106.8 1,697 91 5.7% 24,961 5,702 29.6%
East	Coast	FM 4,501 529 13.3% 38,107 2,162 6.0%
FM	104 72,285 9,963 16.0% 246,802 19,111 8.4%
Galway	Bay	FM 4,404 954 27.7% 8,459 3,253 62.5%
Highland	Radio 2,942 -2,908 -49.7% 14,305 1,781 14.2%
KCLR	96FM 7,692 1,538 25.0% 8,879 1,250 16.4%
KFM 6,149 642 11.7% 0 -9,807 -100.0%
Limerick's	Live	95 6,801 1,302 23.7% 20,966 1,245 6.3%
LMFM 10,052 1,562 18.4% 10,506 1,972 23.1%
Midlands	103 991 -2,667 -72.9% 8,403 728 9.5%
Mid	West	Radio 1,163 -3,232 -73.5% 10,301 2,205 27.2%
Northern	Sound	Radio 3,014 610 25.4% 7,346 1,090 17.4%
Radio	Nova 6,134 673 12.3% 58,757 8,279 16.4%
Ocean	FM 3,242 574 21.5% 7,336 2,570 53.9%
Phantom-TXFM 7,047 1,556 28.3% 3,097 1,388 81.2%
Dublin's	Q102 9,612 4,304 81.1% 57,717 7,449 14.8%
Red	FM 29,470 4,752 19.2% 78,785 13,937 21.5%
Radio	Kerry 7,391 1,104 17.6% 25,122 4,006 19.0%
Shannonside	Radio 3,038 618 25.5% 5,948 993 20.0%
South	East	Radio 5,069 827 19.5% 13,229 2,247 20.5%
Spin	103.8 175,403 22,665 14.8% 319,712 90,071 39.2%
Tipp	FM 3,509 528 17.7% 7,915 1,310 19.8%
WLR	FM 9,765 1,691 20.9% 32,903 3,500 11.9%
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